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Producers
63.77%

Meatco Group Value Adding 2009/2010

Other Suppliers
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Employees

8.29%
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Government
1.25%

Re-invested in the
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Increase of the commercial value of Meatco

1. Procurement (Passive to active)

1.1 Ekwatho - to increase the producer base
1.2 Communal areas (south)

1.3 Cattle from the South

1.4 “ Milk train”
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2. Employees — Build capacity

2.1 OIM - participative management

2.2 New employments



3. Production process
3.1 Hygiene (Salmonella)
3.2 Improve the yields

4.2 Value addition to fore - quarter
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5. Marketing
5.1 Positioning
5.1 Brands in retail markets

(Free Range ; Natures Reserve)



6. Meatco Foundation
6.1 Developmental role

6.2 Competitive advantage in high value markets.



8. Audit by SAI Global

Ethical production practices (value chain)



Meatco’s current / future status

1. Unique enterprise international (Act)
2. Developmental role / function
3. Managed as a “Producer owned” company

4. Report of Consultants



Critical success factors for the future

1. Veterinary status

2.

3.

Exchange rate
EU market (High value retail markets)
. Cattle volumes (New abattoirs)

. Common vision for the meat industry
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Operational cost as % of Revenue (Meat Corporation of Namibia)
Cattle numbers(NVCF & SVCF)
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Surplus as % of Gl
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Meatco AGM - 2010

wincrease of the commercial value Matco
1. Procurement Ekwathog to increase the producer base)
2. Labour (OIM; participative management)
3. Value addition to foreguarter
4. Salmonella
5. Brand in retail markets (RSA ; Europe)
6. MeatcoFoundation (Developmental rolecompetitive advantage in high value markets.)
7. Price comparison (RMAA and international)
8. Audit by SAI Global

oProfit / surplus past years (Stabilised prices during 2009/10)
wincrease in operational costs

wa S| (1 Cerénd/ future status
1.Unique enterprise international (Act)
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3. Developmental role / function

oLritical issues for the future
1. Veterinary status
2. Exchange rate
3. EU market
4. Cattle volumes (New abattoirs)
5. Common vision for the meat industry



