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lemoglobinemia and the 
ation of carcinogenie nitro
nes). In contrast to what has 

hitherto assumed, nitrite 
ation in saliva is not due to 
lacterial flora in the human 
th (uncontrolled, in other 
ls) but it's rather the enzymes 
ld to the dorsal part of the 
LW whieh are responsible for 
~duction (whieh makes it a 
rolled process). This 
lied with the fact that quite a 
ber of vegetable varieties 
n including wild-growing 
(5) can exhibit substantial ni
concentrations, even without 

prior artificial nitrogen fe11i
on applied, gives rise to and 
tits the assumption that ali
tary supply of lesser, naturally 
rring amounts of nitrate may 
ibly play a positive role in 
iological terms. Backing this 
ry is also the most recent dis
ry of English researchers that 
'gen monoxide (NO) which, 
.e human organism, can also 
ynthesized from nitrate or ni
I respectively, plays a key role 

respect to such important 
tions as blood press ure regu
n, immune resistance, kill of 
inogenic cells and signal 
,mission in the functioning of 
nervous system. While from 
'lbove, it follows on the one 
I that an in take of small 
unts of nitrate can have posi
mpact on human health, high 
.te concentrations must, on 
)ther hand, still be regarded 
risk factor and should hence 
voided. 
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Fo for thought: Approaches for 
• 9 successful meat 
esses into the next cenlury 

(Part 1) 

Beginning in this issue of 'Die Fleischerei', a three-part ar
tide is presented espedally for medium and large meat in
dustry companies and those in mangament responsible for 
charting their organization's course into the next century. 
Turning the focus on the major problem areas confronting the 
entire meat industry and shedding more light on them, some 
new approaches are suggested and problem-solving strat
egies oHered to help coping with the situation at hand. In 
part 1, published on the following pages, it be comes obvious 
that the complex nature of the issues is facing the meat in
dustry today requires management information systems 
(MIS) to be in place, operating and integrated into an indi
vidual business's organizationnl structure. In fact, an imple
mented MIS must be viewed as an indispensable prerequi
site to any company' s eHort at meeting the challenges 
ahead with any degree of success. How to build such 0 self
supported management information system and integrate it 
into the business' s organization is described in greater detail 
in part 2 01 this artide series, to be published in the next 
issue. Central to the article's second part is the finding that 
a modern, relevant information management system cannot 
be thought of without the ability to draw on data base sup
port. Finally, part three will forus on the subject of how to 
employ on-line data bases os an element of modern in
formation management. 

Business in the German meal 
illdustry isn't going as weLl as 
it used to. Competition has 

become tougher, yield: cost-ra
tios are shrinking and weak spots 
in companies' internal as weil as 
extern al framework of cooper
ation become apparent more fre
quently and distinctly than in the 
pas!. At decision-making levels, 
the impression lncreasingly sinks 
in that to continue in a business
as-usual routine would, at any 
rate, be the wrong course to 
chart. The industry itself has 
come under enormous cost and 
time pressure and is pressured to 
act in an increasingly complex 
environment which has long 
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ceased to be explicable with 
simple cause-effect principles 
alone. 
"Panta rhei" is a Greek adage 
meaning that every person and 
every business entity is subjected 
to change. But many business 
executives still try to adhere to 
what they are accustomed to, to 
what the past has handed down as 
tried and true - which is an alto
gether understandable human 
trait and behavior. "Habit reigns 
over reason" postulates another 
old adage, and from Faust I1, 
Goethe can be liberally quoted as 
saying: "Our thoughts go to what's 
in dentise, what we're accustom
ed to is paradise." 

In today's economic climate, 
those businesses struggling most 
to secure their survival are par
ticularly the ones whose man
agers must repeatedly be prodded 
by external sources or influences 
to react, no matter whether such 
impulses come from customers, 
government-imposed regulations 
or the recognition that sales have 
lost their dynamics. 
In the meat industry, many com
panies today seem to be in a situ
ation where their ability to act in 
their own right is far outweighed 
by reaction needs forced upon 
them by external inOuences. An 
increasing intemationalization of 
the marketplace, with markets al
ready saturated, more deep
seated consumer insecurity, time
ly trends requiring response, and 
the fortbcoming of new legal 
rules and regulations are all fac
tors which could already be safely 
predicted as early as a few years 
ago. Whereas the Danish meat in
dustry, to give one exampIe, has 
used those years to brace itself for 
the new times ahead, many in the 
meat industry executive suites in 
this country (Germany) simply 
closed their eyes to the new devel
opment shaping up on tbe hor
izon, and seemingly haven't 
changed their attitude since. But 
playing ostrich, Le. hiding ones 
head when in pursuit of new chal
lenges and problems, and adopt
ing the good old wait-and-see atti
tude so aptly epitomized in the 
motto: "there's lots to do, but lots 
of time to wait", will certainly not 
save these companies from the 
realties that have caught up with 
tbem. 
Switching to fast-forward, the fol
lowing list provides a single
glance view of some of the major 
problem areas which the meat in-

dustry must be aware of and solve 
on its way into the next century: 
.. timely trends; 
.. time pressure; 
.. a more complex environment; 
.. internationalized markets; 
.. unwieldy business structures 
resisting change; 
.. new legal ruIes and regu
lations; 
.. increased consumer insecur
ity; 
.. increased supplier selection 
pressure at retaillevel; 
.. cost pressure; 
.. saturated western markets. 

Unwieldy business 
strudures defying change 
The root of many of today's busi
ness shortcomings and inad
equacies - and not only in the 
meat industry - can often be 
found in encrusted, lethargie, un
wieIdy organizational structures 
that are extremely difficult to 
change. While the need to seize 
effective measures counteracting 
this state of affairs is widely rec
ognized and accepted, there is an 
equally widespread insecurity 
about the apparent crossroads 
companies have arrived at, and 
which way to take. Those carrying 
and exercising responsibility for 
their businesses must orient their 
course along firmly established 
road markers, seeking those 
possib.ilities for action which offer 
maximum leverage on the way 
ahead. 
External factors that led into the 
crisis can be rubed out as no in
fluence can be exercised on 
them. What can be influenced, 
however, are those factars em
bedded in a company's own 
structure, its organizational setup 
and its communications. There is 
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general agreement among cor
porate management experts that 
the field of internal business 
structure still offers an impressive 
potential wruch can be mobilized 
to great advantage. 
In order to live up to the require
ments posed by situations of 
sweeping structural change, a 
company's organizational forms 
and structures must be reorgan
ized and rejuvenated with a deter
mined sense of purpose. To ac
complish these goals, two import
ant sets of instruments are avail
able: lean management and cor
porate identity (CI). 
At this point many a reader will 
pause asking the question: why 
corporate identity? and what role 
does CI have to play in a busi
ness's organizational structure? 
The answer to this twofold ques
tion comes easy if the generally 
accepted definition of CI is a 
known factor. According to the 
definition al concept underlying 
CI, corporate identity comprises 
three basic components: 
~ a company's behavioral pat
tern in dealing and interacting 
with people - its own employees 
and those outside; 
~ the way a company presents 
itself visually, known as its cor
porate design; and 
~ the manner in which a com
pany communicates itself, its 
character, its accomplishments 
and its products and services. 
From the above points, the con
c1usion can c1early be drawn that 
change in a business's organiz
ational structure is impossible 
without a complementing beha
vioral attitude on the part of its 
employees, and is also impossible 
without suitable communication 
mechanisms in place. Crusted 
structures are an obstac1e to ef
fective communications, raising 
barriers against information flow 
between functionallevels as well 
as between management and 
workforce. Communication defi
cits and resulting delays in deal
ing with day-to-day business are 
the natural, dire consequence. 
Making decisions rapidly and 
translating them as fast as needed 
is no longer possible. To get out 
of this predicament, more and 
more companies opt for leaner 
organizational structures with 
hierarchies flattened down to 
manageable heights. A CI philos-
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ophy specifically geared to meat 
processing companies' special 
needs and requirements makes 
the changeover to more a more 
effective organizational structur
ing possible. In addition, appro
priate corporate identity concepts 
can go a long way in eliminating 
or at least alleviating worker 
motivation problems which, for 
some part, may otherwise rise to 
acute levels. In all their deliber
ations, executives should always 
remember that a successful CI 
solution will never be one that's 
ready-made and can simply be 
taken from the drawer, but must 
rather be footed on concepts in
dividually elaborated according 
to a business organization's indi
vidual needs. In the same vein, 
corporate identity cannot be ac
complished by sleight-of-hand, 
as a one-shot assignment so to 
speak, but rather, it represents an 
ongoing process to which a co m
pany must actively commit itself 
longterm and at all levels. 
In the context of discussions 
about lean management con
cepts, some widely differing 
building blocks for a lean man
agement structure have been ad
vocated. In any case however, 
lean management will embrace 
these specific areas of business 
activity: 
~ focus on the core business 
and core competencies; 
~ flattening of hierarchies; 
~ total quality management (in
volving quality assurance, prod
uct development, legally man
dated food regulations and their 
implications, food science and 
technology, ecological control
ling, occupational safety and 
foodstuffs hygienics); 
~ supplier and customer inte
gration; 
~ continuous upgrading and 
improvement processes; 
~ group-work focus (team 
work, team-oriented manufactur
ing) ; 
~ segmentation. 
Looking at the family of lean man
agement building blocks, seg
mentation no doubt plays a key 
role. This is primarily because 
without segmentation some of 
the other building blocks' foun
dations would be lacking. As an 
example, the strategy of focusing 
on co re competencies would fre
quently be pushed to its limits 

when not for the segmentation 
building block. 
German companies in particular 
have shown a noticeable incli
nation to adopt segmentation 
strategies in an effort to regain re
cendy lost competitive ground. 
Factors they need to offset inc1ude 
existing disadvantages of Ger
many as an industrial base, such 
as relatively short effective work
ing times coupled with high labor 
cost, unsatisfactory operating 
plant and supplies utilization 
times, or the relatively high tax 

burden companies operating out 
of Germany must shoulder by in
ternational comparison. 
The segmentation concept is one 
of tradition. Market segmentation 
and strategic business units 
(SBU's) rank high among the seg
mentation c\assics. Market seg
mentation in the sense of sub
dividing a total market into 
homogeneous buyer groups or 
segments, respectively, has occu
pied a firmly established place in 
marketing policies for a long 
time. 
Researching the LP "Neue-Pro
dukte" (new products) data base 
shows that part of the companies 
active in the German meat indus
try have increasingly turned to 
this marketing instrument since 
1993, having expanded their pro
ductlines in target group-specific 
mann er. Consider for example 
Stockmeyer with its Dino-Wurst 
sausage line, the Wolf group with 
its Winnies and Herta with its 
Knacki Mini brand, as the prob
ably most prominent represen
tatives of this new category. In 
addition, Abbelen; Plumrose Ger
many; Schloss Stetten; Höll
Fleischwaren; Rulle; Feldhues; 
and Schulte have also upgraded 
their respective assortments with 
target group-specific products. 
Looking from an industry mean 
average point of view, it becomes 
evident however, that the number 
of companies having adopted 
such strategic marketing con
cepts is far too small. When 
aligning assortments to special 
target groups, products aimed at 
children c1early take a front seat. 
Unfortunately, the meat industry 
wasn't among those spearheading 
this development. Instead, it took 
the marketing successes of kid
oriented candy and dairy prod
ucts offerings which finally got 

the meat industry to also enter 
into the picture. In fact, the mar
keting management of Schwan
dorf-based meat processor Wolf, 
a medium sized meat processing 
company, must be credited with 
being the industry's first to think 
one step ahead and introduce 
kids' sausage, the Winnies brand, 
to the market. Wolf aims at selling 
10 tons of Winnies per day na
tionwide. In this connection, it 
must co me as a sill'prise that the 
Germany-wide famous Frucht
zwerge ("fruit dwarfs") advertis
ing tagline "so wertvoll wie ein 
kleines Steak" ("as valuable as a 
little steak") could go around 
being a thorn in meat industry's 
flesh for such a long time without 
at least a few companies rising up 
to the concept earlier and initiat
ing correspondingly successful 
marketing measures of their Own' 

TImely trends 

The best business response to 
trends of the times are product 
innovations. With them, com
panies can enter market niches 
which offer new opportunities for 
growth, and reap good profit po
tential when doing so. The main 
direction of thrust has already 
been set by the convenience cat
egory: consumer-friendly food 
products, offered as ready-to-be
served in the kitchen; and inter
national specialties, also known 
as ethnic foods, will no doubt be 
the biggest sales hits in the mid
term. The food industry has taken 
this fact into account. According 
to LP new products data base in
formation, the absolute number 
of new products introduced is 
greatest in the convenience and 
ethnic food sectors. But so far, the 
meat industry has shown only 
conditional willingness to follow 
this general trend. When looking 
at new product activities on the 
entire food sector over time, the 
fact soon becomes apparent that, 
while "meats plus sausage prod
ucts and poultry" occupy a slot in 
the upper third as a product 
group, the convenience andlor 
international specialties category 
in it is c1early underrepresented. 
How to offset this marketing defi
cit becomes an important issue. 
Among the meat industry com
panies whose marketing reflects 
positive reaction to this trend and 
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ademonstrated willingness to 
embrace it, are Abbelen; Herta; 
Niederreuther; Hütthaler; the 
Zimmermann group (Zimbo) ; 
and NFZ. For those wanting to 
gain instant and accurate insight 
into new trends and devel
opments taking place on the food 
sector in the future, resorting to 
the LP Neue Produkte data base 
would certainly be a good idea. 
The service is available from the 
German publisher Lebensmittel 
Praxis Verlag on diskette storage. 
Developers of new products in 
this field should also think about 
the innovation potential offered 
by combining meat and other 
food materials into innovative 
new product offerings. Com
panies fighting for a competitive 
edge will soon discover that pro
cess technology assurnes a deci
sive role in their effort. But in any 
case, it is time for the German 
meat industry to cross its limiting 
lines of traditional production
category thinking and find new 
positioning orientation in the 
market as it exists today. Hardly a 
better example of how this can be 
accomplished in practice could 
be cited than that provided by 
Stockmeyer AG. No other com
pany in the German meat industry 
has chosen for itself so broad a 
diversification base, and as this 
strategy worked out, marketing 
success became the tangible 
proof that the course charted was 
right. 

Internationalization of 
markets 

The German market has become 
a place of fierce competition 
among international meat pro
ducers. Foremost among the meat 
exporting countries fighting for 
future German market share will 
be the Netherlands, Denmark and 
Belgium. Singling out Denmark as 
one example, this country man
aged to tripie its pork exports to 
the Gennan marketplace in just 
four years. Stepped-up advertis
ing efforts and anational branded 
pork pro gram will add momen
turn to the Danish push for con
tinued expansion of market 
share. In tim es of intense com
petition, as we see them now, 
there is one question which as
sumes overwhelming marketing 
importance: "What do we offer in 
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terms of customer benefit I 

sets us apart from the comp 
tors?" 
A meaningful answer to this ql 
tion can only evolve from tl 
oughly analyzing the competi 
field. For marketers of red n 
products it only stands to rea 
that intelligence efforts must 
be focused on the direct, sa 
category competitors, analy; 
them and their offerings n 
scrutinously. Superficial kn< 
edge about chief competitor 
by no means sufficient. How 
portant an element system 
competition analysis is in the c 
text of modern marketing pi 
ciples, has apparently not 
been fully recognized by the ( 
man meat industry, because, W 

out this default on the part of G 
many's meat companies, it wo 
be hard to explain why fore 
meat exporters should have o~ 
ated with such extreme suce 
not only on the German mal 
but also in the marketing reg 
of the newly independent st: 
(NIS). This also comes in the f 
of the obvious and genel 
understood fact that a compa 
capability to satisfy its custon 
problem-solving needs with 
utions superior to those the ü 

petitors has to offer, is an all-d 
sive factor in its marketing : 
cess. But it is only natural tha 
company can draw relevant c 
parisons between its own an< 
competitors' position if it h 
accurate knowledge and 
formation about those compa' 
it must compete with head-on 
coucrete terms, this means 
the objectives the competition 
lows and the measures it take 
achieve them cannot be systerr 
cally gathered, interpreted 
considered in a company's I 

strategy formulation if a g 
competition analysis system is 
implemented and operating. 
From a certain corporate size 
ward, market internationaliza 
also necessitates a pooled I 
chasing activity in order to m 
mize synergistic effects. Also, 
porate acquisitions should 
made under the aspect of , 
synergistic effect potential 
offer. The fact that the potel 
buyers of the März brewery gr 
referred to this acquisition ta 
as a 'pile of firms bought toge 
without a concep!' goes to s 



en not for the segmentation 
Iding block. 
man companies in particular 
e shown a noticeable incli
ion to adopt segmentation 
ltegies in an effort to regain re
tly lost competitive ground. 
tors they need 10 offset include 
;ting disadvantages of Ger-1Y 



constitute a good starting base on 
which to build a more far-going 
benchmarking system. While in 
many other fields of industry, 
benchmarking has meanwhile 
spread to the most remote cor
porate corners, hardly a syllable 
of it is heard in German meat in
dustry circles. Why could this be? 
Could the reason possibly lie in 
the fact that engaging into such an 
activity would be tantamount to 
admitting of one's own defaults? 
One short example: In German 
slaughterhouses, the fact has 
been known for a long time that 
classification as weIl as payout 
and materials balancing are all 
still functioning unsatisfactorily. 
Actually, these three elements 
should undergo revision and then 
be embedded into an efficient, 
holistic controlling system. In fis
cal 1989/90, Nordfleisch's profit
ability (expressed as return on 
sales) was around 0.04 per cent 
for its slaughtering operations. At 
the same time, however, the Da
nish national average for this 
benchmark was four per cent. 
1\vo years later, in fiscal 1992/93 
Nordfleisch's return on sales was 
approximately 0.02 per cent, that 
of the Danes two per cent. In 
either case a factor of 100! Can 
such a factor be overlooked and 
go unnoticed for years? On aver
age, the German slaughterhouses 
at least achieve a return on sales 
which, when compared to the 
Danish results, is lower by a fac
tor of 50 only. This example pat
ently illustrates that national yard
sticks are increasingly losing in 
importance, as companies must 
learn to dance to the international 
tune. For one thing, the figures, 
facts and data have all been 
known quantities for years, for 
another however, the conse
quences that need to be drawn 
from that knowledge are only 
forthcoming in a lethargie, hap
hazard mann er. 
ParalleIs to this course of devel
opment can be found in the book 
"Der kleine Machiavelli" (the 
littie Machiavelli) , a satiric novel 
drawing a bead on managers. 
Says best-seIler author Peter NoIl: 
"When automaker giant Chrysler 
nearly went bankrupt in 1979, al
most all people were scratching 
their heads asking how these bril
liant managers could have slept 
through a development which 

x 

everybody else had foreseen 
early enough (what was meant 
was the need to manufacture 
smaller, more fuel-efficient auto
mobiles) ." To explain, Noll ar
gues that while a manager's inter
est may be in agreement with his 
company's interest, the stress 
mark is on the word may, as this 
must not be necessarily so. In 
Chrysler's top management at the 
time there were simply no execu
tives around willing to stick out 
their necks with adecision which, 
while recognized as being right 
and proper, would have been tan
tamount to an extreme thirst peri
od for both, the corporation and 
its shareholders. 
While business history has shown 
how Chrysler's fate was turned 
around later, let us leave this ex
cursion into business writing and 
refocus our attention to another 
proposal of how meat industry 
businesses could absorb cost 
pressure. Since management re
searchers of the Massachusetts 
Institute of Technology (MIT) 
published their study on the 
]apanese industry's leadership in 
manufacturing productivity, the 
concept of worker motivation has 
experienced an ever-recurring 
period of revival. The concept 
that a company's people are its 
human asset and an all-important 
human resource is increasingly 
gaining importance. Today, ex
perts assurne that up to 80 per 
cent of the capabilities on tap in 
German companies' workforces 
are not being called upon, simply 
remainig unutilized. Here, an im
mense capitallies bare - a capital 
also extending to the meat indus
try. By way of information and im
proved communications, a com
pany can make its production 
and sales goals transparent to 
all its people, thereby gaining 
an important competitive edge. 
Outreaching methods as that of 
the "internal customer" which 
electronics giant Philips has 
instituted, communicate in-plant 
cooperation to the company's 
people in tangible, graphical 
terms, making the concept palat
able and easy to identify with. This 
model builds on the idea that 'the 
next one down the line in the 
work process ', to quote from the 
corporation's internal memoran
dum, is being regarded as the im
mediate customer. This has led to 

visible working results and work
ing successes which can again be 
measured in real terms. 
Ideas of rigid structures and hier
archies must be laid to rest in the 
meat industry as weIl. Rather than 
following the precept of precisely 
defining how tasks and com
petencies are to be distributed, 
business leaders must in future 
proceed to mobilize the ideas po
tential all people employed bring 
with them as a personal asset. 
Workers suggestion programs, 
still neglected or misunderstood 
in many companies, must be inte
grated into the area of personal 
productivity. In this connection, it 
should be clear and obvious that 
good ideas are not the domain of 
executives alone. A basic precon
dition necessary to get the stream 
of suggestions flowing is worker 
motivation. This is because only 
those people who can identify 
with their job, their career, their 
work, their task and their em
ployer will be prepared to offer 
their own ideas as a personal in
put. But in many respects, this is 
still a sore spot. While on the one 
hand, all companies expect from 
their employees to give their best 
and commit themselves to the ful
lest, the question remaining on 
the other hand is to what length 
the company will go in putting its 
commitment behind everyone it 
emplos. There can be no doubt 
that more leadership rethinking is 
needed in this field. 

Saturated western markets 

That the German meat industry's 
chances to gain additional market 
share within the European Union 
(EU) are only minor is the gen
eral consensus of most fore
casters. For the past three years, 
the markets of the countries be
longing to the grouping of the so
called newly independent states 
(NIS) have been the ones offering 
the best growth opportunities. 
Opening up new market poten
tials in Eastern Europe puts the 
meat industry into a position of 
redefining its strategie corporate 
goal-setting. More and more top 
managers of western companies 
view Russia, the Ukraine and the 
Baltic Republies as markets rife 
with opportunities. The people 
living in these countries have in 
their pos ses si on some of the 

world's most reputed scientific 
research institutes, and some of 
these nations can also boast of the 
world's largest natural resources 
in oil, gold, timber and minerals. 
Presendy, more than 300 million 
people live in the NIS region. As 
such, a market is developing in 
our immediate neighborhood 
which may, at one point in the fu
ture, very weIl reach American 
proportions. Marketers are cur
rently staking their claims, and 
among them a hard fought jock
eying for the most favorable posi
tioning with respect to consumers 
and potential business partners is 
already under way in these newly 
created markets. 
The two biggest Danish meat 
packers, Danish Crown and 
Vestjyske Slagterier, both organ
ized as cooperatives, have already 
outdistanced the German com
petition in these new markets. 
Whereas many German meat pro
cessors are still thinking about an 
eastern European engagement or 
about how that market should be 
entered, Vestjyske alone is now 
currently supplying some 15,000 
tons of pork products annually, 
just to the Russian market. The 
demand for Danish salami some
times reaches proportions that 
not all requests for supply can be 
satisfied. And according to the ex
porting companies' own in
formation, Russian importers pay 
prices as high as cannot be ob
tained in any other European 
country, and they pay in cash. Da
nish Crown and the DAr-Schaub 
trade organization each supply 
the Russian market with approxi
mately 1,500 tons of pork prod
ucts. That the Danish exporters 
operate with that much success 
can hardly come as a surprise, 
because the Danes, in contrast to 
some German marketers, have 
not only concentrated their mar
keting activities on the metropoli
tan areas, but have expanded into 
the hinterland regions as well. 
Meanwhile, in 1994 the Spanish 
Campofrfo group completed its 
second production facility in 
Moscow under the "Compomos-
2" name and commissioned the 
plant for meat products manufac
ture. Investment capital necessary 
to build the second plant was 
taken from the first plant's profits. 
This list of examples could be 
continued to any given length; 
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they all furnish ample proof that 
ente ring those markets early will, 
as a rule, be a paying proposition. 
As such, it is also obvious, that 
companies starting their market
ing activities in 1995 or even later 
will find entering these markets 
substantially more difficult. 

TIme pressure 

One argument propounded by 
many managers against change 
taking place in their own com
panies is the factor of time. Sure 
enough, companies spending 
most of their daily time just 
coming to grips with routine tasks 
can hardly find the time necessary 
to acquire sufficient information 
about current trends and devel
opments, analyzing how they may 
impact their industry and their 
own companies' fortunes, and to 
subsequently initiate response 
measures based on their analyses 
of such intelligence input. But 
doing just that should actually be 
every manager's prominent task 
and mission. 
Delegating assignments and con
scious time management are the 
key words in creating spells of 
free time which can be used to 
fulfill the really essential entre
preneurial tasks and engage in 
those activities necessary to do 
so. In this context, meaningful 
time management translates to far 
more than deadline scheduling. 
Each and every day must be 
carefully and purposefully pre
planned, prepared and shaped -
and the best way to accomplish 
that is by writing down a checklist 
upfront, spelling out what is 
planned for each specific day and 
wbat is expected to be coropleted. 

Complex environment 

"To act is better than to react" 
would be a fitting subtide for this 
chapter. From a businesses per
spective, to act implies that con
crete strategic planning, rooted in 
the corporate policy, actually 
exists. In this, the developmental 
direction desired and strived for 
takes concrete shape and is fun
damentally assured. From the ba
sis of strategic planning, oper
ational planning evolves so that 
detailed plans for the business 
entity as a whole and its individual 
parts are elaborated and estab-
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lished. Turning to the roeat indl 
try, many companies now feell 
backlash of the fact that strate: 
planning only exists in initial : 
proaches, or that it is only ba~ 
on obsolete instruments as thaI 
prognostication for instance. 
times of undaunted growth, wb 
the word change was nearly 1 

heard of in the corporate wO! 
the consequences of negleC' 
business planning weren't ne~ 
as devastating as today. As la: 
parts of the German meat indm 
still orient their course by w 
has happened in the past, ( 
reason for the dilemma curre] 
facing many businesses becoIl 
readily apparent. Add to that 
fact that business enterprises 
day must cope with exrernally j 
posed requirements leaping 
ever increasing heights and ; 
simultaneously exposed to 
fluences which become incre 
ingly various and, as a result, : 
much harder to analyze and co 
prehend. Again and again, de 
sion makers at t11e corporate 
vel make themselves heard w 
the coining of seemingly cle' 
phrases like "planning substitu 
error for chance", or "the ml 
you plan, the harder chance' 
strike". But in the circles wh 
people sport such quotes, 
should be remembered that to 
each and every successful ce 
pany management, irrespectiv 
field of industry, unwaveriJ 
sticks to the view that will 
reasonably executed strat 
planning the future of their c 
panies would be reduced to n 
gambling. 
The so-called scenario techni 
is one element of modern, 
evant strategie planning. H 
company-specific scenarios 
developed against which c 
pany-specific starting situat 
as weil as factors of inflw 
emerging from the company'~ 
erating environment are ela 
ated and analyzed. 
Information can be regarde 
an arsenal of tools assi: 
companies in the planning 
decision-making processes. 
formation is needed at all 11 
where companies must act 
it in planning, implementa 
control, in the management 0 

human resource or outward 
porate representation, posse~ 
of pertinent knowledge is iJ 
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world's most reputed scientific 
research institutes, and some of 
these nations can also boast of the 
world's largest natural resources 
in oil, gold, tinJber and minerals. 
Presently, more than 300 million 
people live in the NIS region. As 
such, a market is developing in 
our in1mediate neighborhood 
which may, at one point in the fu
ture, very weIl reach American 
proportions. Marketers are cur
rently staking their claims, and 
among them a hard fought jock
eying for the most favorable posi
tioning with respect to consumers 
and potential business partners is 
already under way in these newly 
created markets. 
The two biggest Danish meat 
packers, Danish Crown and 
Vestjyske Slagterier, both organ
ized as co operatives, have already 
outdistanced the Gennan com
petition in these new markets. 
Whereas many Gennan meat pro
cessors are still thinking ab out an 
eastern European engagement or 
ab out how that market should be 
entered, Vestjyske alone is now 
currently supplying some 15,000 
tons of pork products annually, 
just to the Russian market. The 
demand for Danish salami some
times reaches proportions that 
not all requests for supply can be 
satisfied. And according to the ex
porting companies' own in
fonnation, Russian importers pay 
prices as high as cannot be ob
tained in any other European 
country, and they pay in cash. Da
nish Crown and the DAT-Schaub 
trade organization each supply 
the Russian market \Vith appl'Oxi
mately 1,500 tons of pork prod
ucts. That the Danish exporters 
operate with that much success 
can hardly come as a surprise, 
because the Danes, in contrast to 
some Gennan marketers, have 
not only concentrated their mar
keting activities on the metropoli
tan areas, but have expanded into 
the hinterland regions as weIl. 
Meanwhile, in 1994 the Spanish 
Campofrio group completed its 
second production facility in 
Moscow under the "Compomos-
2" name and commissioned the 
plant for meat products manufac
ture. Investment capital necessary 
to build the second plant was 
taken from the first plant's profits. 
This list of examples could be 
continued to any given length; 
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they all furnish ample proof that 
entering those markets early will, 
as a rule, be a paying proposition. 
As such, it is also obvious, that 
companies starting their market
ing activities in 1995 or even later 
will find entering these markets 
substantially more difficult. 

TIme pressure 

One argument propounded by 
many managers against change 
taking place in their own com
panies is the factor of tinJe. Sure 
enough, companies spending 
most of their daily time just 
coming to grips with routine tasks 
can hardly find the time necessary 
to acquire sufficient infonnation 
ab out current trends and devel
opments, analyzing how they may 
impact their industry and their 
own companies' fortunes, and to 
subsequently initiate response 
measures based on their analyses 
of such intelligence input. But 
doing just that should actually be 
every manager's prominent task 
and mission. 
Delegating assignments and con
scious time management are the 
key words in creating speIls of 
free time which can be used to 
fulfill the really essential entre
preneurial tasks and engage in 
those activities necessary to do 
so. In this context, meaningful 
tinJe management translates to far 
more than deadline scheduling. 
Each and every day must be 
carefully and purposefully pre
planned, prepared and shaped -
and the best way to accomplish 
that is by writing down a checklist 
upfront, spelling out what is 
planned for each specific day and 
what is expected to be completed. 

Complex environment 

"To act is better than to react" 
would be a fitting subtitle for this 
chapter. From a businesses per
spective, to act implies that con
crete strategie planning, rooted in 
the corporate policy, actually 
exists. In this, the developmental 
direction desired and strived for 
takes concrete shape and is fun
damentally assured. From the ba
sis of strategic planning, oper
ational planning evolves so that 
detailed plans for the business 
entity as a whole and its individual 
parts are elaborated and estab-

Die Fleischerei 6/1995 

lished. Turning to the meat indus
try, many companies now feel the 
backlash of the fact that strategie 
planning only exists in initial ap
proaches, or that it is only based 
on obsolete instruments as that of 
prognostication for instance. In 
times of undaunted growth, when 
the word change was nearly un
heard of in the corporate world, 
the consequences of neglected 
business planning weren't nearly 
as devastating as today. As large 
parts of the Gennan meat industry 
still orient their course by what 
has happened in the past, one 
reason for the dilemma currently 
facing many businesses becomes 
readily apparent. Add to that the 
fact that business enterprises to
day must cope with externally im
posed requirements leaping to 
ever increasing heights and are 
simultaneously exposed to in
fluences which become increas
ingly various and, as a result, are 
much harder to analyze and com
prehend. Again and again, deci
sion makers at the corporate le
vel make themselves heard with 
the coining of seemingly clever 
phrases like "planning substitutes 
error for chance", or "the more 
you plan, the harder chance will 
strike". But in the circles where 
people sport such quotes, it 
should be remembered that today 
each and every successful com
pany management, irrespective of 
field of industry, unwaveringly 
sticks to the view that without 
reasonably executed strategic 
planning the future of their com
panies would be reduced to mere 
gambling. 
The so-called scenario technique 
is one element of modern, rel
evant strategie planning. Here, 
company-specific scenarios are 
developed against which com
pany-specific starting situations 
as weIl as factors of influence 
emerging from the company's op
erating environment are elabor
ated and analyzed. 
Infonnation can be regarded as 
an arsenal of tools assisting 
companies in the planning and 
decision-making processes. In
fonnation is needed at all levels 
where companies must act. Be 
it in planning, implementation, 
control, in the management of the 
human resource or outward cor
porate representation, possession 
of pertinent knowledge is in dis-

pensable in all these areas in a 
way that decisions can be made 
which are good and viable for 
the company's presence and its 
survival into the future. If, as has 

already been described, the 
corporate community takes on a 
more complex, multifacetted 
shape, what this amounts to in the 
final analysis is that the task of in
fonnation procurement has also 
become more complex and more 
multifacetted. In their business 
infonnation procurement and 
channeling functions , companies 
must change direction and seek 
out new roads to travel. In
fonnation management is the key
word describing the new road 
signs best. Without the introduc
tion of a weIl thought out in
fonnation management system, a 
business can't even hope to arrive 
at efficient infonnation gathering 
and processing. Which means 
that companies still choosing to 
do without an information man
agement system as part of their 
business organization will invari
ably incur grave competitive dis
advantage and all the negative 
consequences resulting from this 
default. 
To conclude this part of this 
special article series, an overview 
of some strategies is presented 
which have proven their practical 
worth in solving the problem of 
how to gain a competitive edge: 
~ time management to counter 
time pressure; 
~ product innovation to occupy 
market niches and satisfy timely 
trends; 
~ efficient gathering, handling 
and processing of infonnation 
plus scenario-based analysis ex
ercises to come to grips with an 
increasingly complex business 
environment; 
~ competition analysis and in
telligence and international pool
ing of the purchasing function; 
~ lean management and cor
porate identity to counter unwiel
dy business structures that defy 
change; 
~ introduction of total quality 
management (TQM) in order to 
effectively meet the demands of 
lawmakers, retailers and con
sumers; 
~ more intensified customer 
orientation, "customer service" 
and increased public relations ef
forts to counter the concerns of 

consumers burdened with in
creased insecurity building cus
tomer loyalty through customer 
satisfaction) ; 
~ benchmarking and expanded 
controlling as weIl as aggressive 
pricing, and personnel manage
ment by human resource prin
ciples to counter cost pressure; 
~ opening up new markets (for 
instance those of the newly inde
pendent states, NIS) to secure 
growth even though western mar
kets are saturated. 
Part two of this article, to be pub
lished in the following issue of 
'Die Fleischerei', will provide 
more detailed infonnation about 
building a viable, self-contained 
infonnation management system 
as an integral part of the business 
organization. 
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Batching even 
camel backs 
The patented software CamelBack 
by a danish producer incorpor
ates one of the most advanced 
technologies (neural networks, 
which almost work like human 
brains) to reduce losses due to 
over- or underweight package. 
While previously products often 
could not be batched according 
to a nonnally distributed Gause
curve, and for that reason caused 
lost profit, CamelBack makes it 
possible to pack virtually any type 
of product to extreme accuracies, 
totally independent of the product 
item weight distribution. Instead 
of looking at a distribution curve, 
the software considers each indi
vidual item in two ways: concern
ing its"past", for example, what 
has gone through the machine, 
and its "future", what items are 
likely to come. Within a split sec
ond the software handles millions 
of calculations to make a precise 
decision which item iS"perfect for 
each batch, even when the curve 
looks like a camel back with two 
humps. (Scanvaegt AIS, P.O. Ped
ersen Vej 18, DK-8200 Aarhus N) 
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