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Continued page 3With MBL helping the cost of training at TAFE SA, butcher Matthew Cursaro (centre) 
will sign on Giovanni Rocca and Andrew D’Amate as apprentices next year. 

MBL helps pay for
new apprentices

MBL Christmas Trading Hours

These hours WILL NOT affect customer / members deliveries, however phone orders will 
be closed in line with these trading hours.

Country deliveries will be limited by regional transport timetables.

DATE TRADING STATUS TIME
Thursday Dec 24

Friday Dec 25
Monday Dec 28

Thursday Dec 31
Friday Jan 1

Early close
CLOSED
CLOSED

Early close
CLOSED

8.30am to 2pm
CLOSED
CLOSED

8.30am to 2pm
CLOSED

Please note showroom counter sales and customer / members
                                           pick up will be closed early on the days detailed below.

All other days are normal trading hours

Training new appren�ces will never be 
more financially a�rac�ve for butchers 
than in 2021, thanks to a generous MBL 
incen�ve for Members.

In an ini�a�ve to tackle the concerning skills 
shortage, MBL will reimburse butchers for 
the standard set-up costs, of up to $930, of 
star�ng appren�ce training at TAFE SA, 
Regency Park.

As well, MBL will cover the wages, normally 
borne by employers, for the �me that the 
appren�ce a�ends training sessions at 
TAFE. This usually involves 16 days, one a 
week between May and October.

Wages reimbursement by MBL will be upon 
proof of TAFE a�endance, and will apply for 
the full three years of the course, which also 
involves on-the-job training by TAFE.

The two-pronged MBL offer, when 

combined with established government 
subsidies and new post-pandemic s�mulus 
measures, alleviates financial pressure on 
butchers hiring appren�ces. 

TAFE’s next intake for Cer�ficate III in Meat 
Processing starts in March but butchers can 
hire poten�al appren�ces in any capacity 
now and formally “sign them on” early in 
the New Year.

MBL CEO Jamie Higgins ins�gated the plan 
as yet another benefit of MBL Membership. 

It comes hot on the heels of a whopping 
Member rebate of 11.5% (see story page 2).

“Our twin offers aim to encourage and 
incen�vise MBL Members to recruit and 
employ appren�ces,” Jamie says.

“We are assis�ng our Members in the short 
term while helping the development of the 
next genera�on of butchers to con�nue the 
industry. 

“It’s also an investment in the Co-op’s 
future as today’s appren�ces are tomor-
row’s butchers who will have every reason 
to become MBL Members.”

TAFE SA has welcomed MBL’s ini�a�ve, with 
Meat Studies Manager Jus�n Williams 
saying there’s never been a be�er �me for 
butchers to take on appren�ces.

“If butchers don’t want to hire appren�ces 
now when such a range of assistance is 
available, they probably never will,” Jus�n 
says.

“Butchery is an essen�al service, as shown 
during the COVID period, and it’s important 

that we train the next genera�on of butch-
ers.”

MBL’s reps will distribute flyers to butchers, 
explaining the Co-op’s offer to alleviate 
appren�ceship costs. There will also be 
online promo�on by MBL and TAFE.

Jamie says the idea for MBL involvement 
came in October when he was watching 
Treasurer Josh Frydenberg announce 
post-pandemic s�mulus measures in the 
Federal Budget. 

“The Treasurer announced the government 
will cover 50% of new appren�ces’ wages in 
their first year, capped at $7,000 per 
quarter,” Jamie says.

“As I watched, I thought MBL should do 
something, too, to help train new butchers 
at a �me when there’s a skills shortage.

“I ran the idea past Bexley Carman and the 

sales guys, who supported it. We organised 
a mee�ng with TAFE.”

Jamie and Bexley met with Jus�n Williams 
and experienced TAFE Meat Studies lectur-
ers Graeme Ellio� and Shayne O’Dea to 
work out how MBL could best contribute. 
 
MBL’s two measures – covering up to $930 
of appren�ce start-up costs and reimburs-
ing butchers for wages when appren�ces 
are away at TAFE – were designed to 
complement government support.

JobMaker is payable to employers for new 
staff for up to 12 months at the rate of $200 
weekly for those aged 16 to 29 years and 
$100 weekly for those aged 30 to 35 years.

Under a State scheme, employers get 
$1,500 for star�ng an appren�ce along with 
another $2,500 at the successful comple-
�on of the appren�ceship.

On top of this, a $20,000 interest-free loan 
is available to appren�ces. If the appren�ce 
completes their appren�ceship, they get to 

keep 20% and pay the rest back once they 
earn over $53,000 per year.

Graeme Ellio� describes MBL’s new involve-
ment with TAFE as “two great South Austra-
lian ins�tu�ons working together for the 
be�erment of the industry.”

“We’re bringing together passion and 
experience to train appren�ces for the 
whole of industry,” he says.

Shayne O’Dea says appren�ces benefit from 
TAFE’s Regency campus, the tradi�onal 
home of butchery training, being the 
best-equipped training centre in SA.

“There’s a simulated environment where 
we’re really teaching the trade, not just 
enterprise skills,” Shayne says.

“Our students have access to a great butch-
ery and meat processing facility and get to 
work alongside industry experts including 
recognised chefs.”

For course inquiries, phone 1800 882 661.



MBL CEO Jamie Higgins (left) with predecessor Warren McLean.
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A WHOPPING 11.5% REBATE! 

Training new appren�ces will never be 
more financially a�rac�ve for butchers 
than in 2021, thanks to a generous MBL 
incen�ve for Members.

In an ini�a�ve to tackle the concerning skills 
shortage, MBL will reimburse butchers for 
the standard set-up costs, of up to $930, of 
star�ng appren�ce training at TAFE SA, 
Regency Park.

As well, MBL will cover the wages, normally 
borne by employers, for the �me that the 
appren�ce a�ends training sessions at 
TAFE. This usually involves 16 days, one a 
week between May and October.

Wages reimbursement by MBL will be upon 
proof of TAFE a�endance, and will apply for 
the full three years of the course, which also 
involves on-the-job training by TAFE.

The two-pronged MBL offer, when 

combined with established government 
subsidies and new post-pandemic s�mulus 
measures, alleviates financial pressure on 
butchers hiring appren�ces. 

TAFE’s next intake for Cer�ficate III in Meat 
Processing starts in March but butchers can 
hire poten�al appren�ces in any capacity 
now and formally “sign them on” early in 
the New Year.

MBL CEO Jamie Higgins ins�gated the plan 
as yet another benefit of MBL Membership. 

It comes hot on the heels of a whopping 
Member rebate of 11.5% (see story page 2).

“Our twin offers aim to encourage and 
incen�vise MBL Members to recruit and 
employ appren�ces,” Jamie says.

“We are assis�ng our Members in the short 
term while helping the development of the 
next genera�on of butchers to con�nue the 
industry. 

“It’s also an investment in the Co-op’s 
future as today’s appren�ces are tomor-
row’s butchers who will have every reason 
to become MBL Members.”

TAFE SA has welcomed MBL’s ini�a�ve, with 
Meat Studies Manager Jus�n Williams 
saying there’s never been a be�er �me for 
butchers to take on appren�ces.

“If butchers don’t want to hire appren�ces 
now when such a range of assistance is 
available, they probably never will,” Jus�n 
says.

“Butchery is an essen�al service, as shown 
during the COVID period, and it’s important 

that we train the next genera�on of butch-
ers.”

MBL’s reps will distribute flyers to butchers, 
explaining the Co-op’s offer to alleviate 
appren�ceship costs. There will also be 
online promo�on by MBL and TAFE.

Jamie says the idea for MBL involvement 
came in October when he was watching 
Treasurer Josh Frydenberg announce 
post-pandemic s�mulus measures in the 
Federal Budget. 

“The Treasurer announced the government 
will cover 50% of new appren�ces’ wages in 
their first year, capped at $7,000 per 
quarter,” Jamie says.

“As I watched, I thought MBL should do 
something, too, to help train new butchers 
at a �me when there’s a skills shortage.

“I ran the idea past Bexley Carman and the 

Despite a challenging year on a number of fronts, MBL recorded 
pleasing results for the 2019-20 financial year and paid a whopping 
11.5% rebate on merchandise and machinery.

The rebate has hovered around 
a generous 10% over the past 
two years and the rise to 11.5% 
is a remarkable bonus for Mem-
bers given the difficul�es of the 
year, including the arrival of 
COVID-19.

MBL’s net profit rose slightly 
despite overall sales being 
down on 2018-19, mainly 
because the Keith recycling 
plant’s output fell due to 
reduced supply of ovine (sheep) 
and duck raw material from 
Victoria. 

“The Co-op’s overall sales for 
2020 totalled almost $72.5 
million which was $3.7 million 
less than 2019, but our net 
profit rose by $330,000,” says 
CEO Jamie Higgins.  

“The improvement in net profit 
was as a result of strong sales 
from the Wingfield Proteins 
Division and from the Merchan-
dise and Machinery Divisions, as 

MBL rises to the challenges of a difficult year

well as �ghter expense manage-
ment and margin maintenance.”

Chairman George Ujvary says, 
“The Board was very pleased 
with the overall results despite 
the challenges that the year 
presented.

“The pandemic created havoc 
with the global supply chain and 
our ability to obtain raw materi-
als in the Proteins division.”

George praised the work of the 
management team led by Jamie, 
who took over as CEO last 
December from Warren 
McLean, who oversaw MBL’s 
modernisa�on and expansion 
during his 11-year term.

“Jamie has really stepped up to 
the mark and he is enthusias�c 
about opportuni�es which lay 
ahead a�er sharing the financial 
year with Warren,” George says.

“Warren’s hard work needs to 
be acknowledged. He has le� 
MBL in steady hands and in a 
good posi�on for Jamie to take 
it to the next level.”
 
Here is a summary of Jamie’s 
report to the AGM:

Merchandise 

Merchandise sales were 6.3% 
stronger than 2019 and fared 
well through COVID. Sales also 
included three months of 
Medani Foods sales from April 
to June.

Over the year, we incurred 
steady increases from suppliers 
of ingredients, PPE and packag-
ing. We started to recover some 
of these increases in June and 
July, having to implement some 
price increases.

Warehousing 

The warehouses operated well 
given supply challenges with 
imports due to COVID.

Split shi�s were established 
during the peak of COVID to 
ensure we had two teams to 
pick and pack orders in case one 
team went down.

Warehouse and distribu�on 
costs remained steady. Other 
costs were maintained during 
the year.

Machinery 

Sales were strong overall, with 
strong demand in the last few 
months aided by the Federal 
Government’s $150,000 instant 
tax write off for machinery and 
other equipment.

Sales were up by 28% on the 
prior year, reflec�ng some new 
machines and ini�a�ves. 
Margins were maintained at a 
similar level to 2019 and we 
were able to remain compe�-
�ve on prices.

Proteins
 
Overall rendering returns came 
under increasing pressure, 
par�cularly in the second half of 
the financial year. Tallow prices 
were directly impacted by world 
oil pricing, there was compe�-
�on from very high supplies of 
ovine products from New 
Zealand, and the price of feath-
er meal fell.

Wingfield Proteins Division had 
strong sales overall but was 
under pressure for most of the 

year, with most commodity 
prices affected at different 
�mes.

Mixed meal prices were under 
pressure across the year, declin-
ing steadily as the year wore on, 
with large volumes of meal 
available from interstate.

Low pork demand affected our 
exports of pork meal, while 
increased poultry volumes 
helped to underpin volume 
efficiencies.

Energy costs are significant. The 
price of gas, in par�cular, was 
high for the majority of the year. 

We did see gas pricing ease 
between April and June, and we 
have nego�ated a 12% saving 
from July onwards for this year.
 
The cost of electricity is finally 
star�ng to fall and the contract-
ed price for 2020/21 has come 
down nearly 10%.

Keith Proteins Division strug-
gled with supply this year, 
processing ovine, duck, goat, 
feather and blood. Volumes 
were 21% lower at 52,000 
tonnes, mainly due to limited 
ovine and duck from Victoria. 

Prices of lamb meal for pet food 
ingredients decreased signifi-
cantly as domes�c oversupply 
caused by the drought and 
oversupply in New Zealand 
lowered pricing in the market.

sales guys, who supported it. We organised 
a mee�ng with TAFE.”

Jamie and Bexley met with Jus�n Williams 
and experienced TAFE Meat Studies lectur-
ers Graeme Ellio� and Shayne O’Dea to 
work out how MBL could best contribute. 
 
MBL’s two measures – covering up to $930 
of appren�ce start-up costs and reimburs-
ing butchers for wages when appren�ces 
are away at TAFE – were designed to 
complement government support.

JobMaker is payable to employers for new 
staff for up to 12 months at the rate of $200 
weekly for those aged 16 to 29 years and 
$100 weekly for those aged 30 to 35 years.

Under a State scheme, employers get 
$1,500 for star�ng an appren�ce along with 
another $2,500 at the successful comple-
�on of the appren�ceship.

On top of this, a $20,000 interest-free loan 
is available to appren�ces. If the appren�ce 
completes their appren�ceship, they get to 

keep 20% and pay the rest back once they 
earn over $53,000 per year.

Graeme Ellio� describes MBL’s new involve-
ment with TAFE as “two great South Austra-
lian ins�tu�ons working together for the 
be�erment of the industry.”

“We’re bringing together passion and 
experience to train appren�ces for the 
whole of industry,” he says.

Shayne O’Dea says appren�ces benefit from 
TAFE’s Regency campus, the tradi�onal 
home of butchery training, being the 
best-equipped training centre in SA.

“There’s a simulated environment where 
we’re really teaching the trade, not just 
enterprise skills,” Shayne says.

“Our students have access to a great butch-
ery and meat processing facility and get to 
work alongside industry experts including 
recognised chefs.”

For course inquiries, phone 1800 882 661.
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Training new appren�ces will never be 
more financially a�rac�ve for butchers 
than in 2021, thanks to a generous MBL 
incen�ve for Members.

In an ini�a�ve to tackle the concerning skills 
shortage, MBL will reimburse butchers for 
the standard set-up costs, of up to $930, of 
star�ng appren�ce training at TAFE SA, 
Regency Park.

As well, MBL will cover the wages, normally 
borne by employers, for the �me that the 
appren�ce a�ends training sessions at 
TAFE. This usually involves 16 days, one a 
week between May and October.

Wages reimbursement by MBL will be upon 
proof of TAFE a�endance, and will apply for 
the full three years of the course, which also 
involves on-the-job training by TAFE.

The two-pronged MBL offer, when 

combined with established government 
subsidies and new post-pandemic s�mulus 
measures, alleviates financial pressure on 
butchers hiring appren�ces. 

TAFE’s next intake for Cer�ficate III in Meat 
Processing starts in March but butchers can 
hire poten�al appren�ces in any capacity 
now and formally “sign them on” early in 
the New Year.

MBL CEO Jamie Higgins ins�gated the plan 
as yet another benefit of MBL Membership. 

It comes hot on the heels of a whopping 
Member rebate of 11.5% (see story page 2).

“Our twin offers aim to encourage and 
incen�vise MBL Members to recruit and 
employ appren�ces,” Jamie says.

“We are assis�ng our Members in the short 
term while helping the development of the 
next genera�on of butchers to con�nue the 
industry. 

“It’s also an investment in the Co-op’s 
future as today’s appren�ces are tomor-
row’s butchers who will have every reason 
to become MBL Members.”

TAFE SA has welcomed MBL’s ini�a�ve, with 
Meat Studies Manager Jus�n Williams 
saying there’s never been a be�er �me for 
butchers to take on appren�ces.

“If butchers don’t want to hire appren�ces 
now when such a range of assistance is 
available, they probably never will,” Jus�n 
says.

“Butchery is an essen�al service, as shown 
during the COVID period, and it’s important 

that we train the next genera�on of butch-
ers.”

MBL’s reps will distribute flyers to butchers, 
explaining the Co-op’s offer to alleviate 
appren�ceship costs. There will also be 
online promo�on by MBL and TAFE.

Jamie says the idea for MBL involvement 
came in October when he was watching 
Treasurer Josh Frydenberg announce 
post-pandemic s�mulus measures in the 
Federal Budget. 

“The Treasurer announced the government 
will cover 50% of new appren�ces’ wages in 
their first year, capped at $7,000 per 
quarter,” Jamie says.

“As I watched, I thought MBL should do 
something, too, to help train new butchers 
at a �me when there’s a skills shortage.

“I ran the idea past Bexley Carman and the 

Despite a challenging year on a number of fronts, MBL recorded 
pleasing results for the 2019-20 financial year and paid a whopping 
11.5% rebate on merchandise and machinery.

The rebate has hovered around 
a generous 10% over the past 
two years and the rise to 11.5% 
is a remarkable bonus for Mem-
bers given the difficul�es of the 
year, including the arrival of 
COVID-19.

MBL’s net profit rose slightly 
despite overall sales being 
down on 2018-19, mainly 
because the Keith recycling 
plant’s output fell due to 
reduced supply of ovine (sheep) 
and duck raw material from 
Victoria. 

“The Co-op’s overall sales for 
2020 totalled almost $72.5 
million which was $3.7 million 
less than 2019, but our net 
profit rose by $330,000,” says 
CEO Jamie Higgins.  

“The improvement in net profit 
was as a result of strong sales 
from the Wingfield Proteins 
Division and from the Merchan-
dise and Machinery Divisions, as 

well as �ghter expense manage-
ment and margin maintenance.”

Chairman George Ujvary says, 
“The Board was very pleased 
with the overall results despite 
the challenges that the year 
presented.

“The pandemic created havoc 
with the global supply chain and 
our ability to obtain raw materi-
als in the Proteins division.”

George praised the work of the 
management team led by Jamie, 
who took over as CEO last 
December from Warren 
McLean, who oversaw MBL’s 
modernisa�on and expansion 
during his 11-year term.

“Jamie has really stepped up to 
the mark and he is enthusias�c 
about opportuni�es which lay 
ahead a�er sharing the financial 
year with Warren,” George says.

“Warren’s hard work needs to 
be acknowledged. He has le� 
MBL in steady hands and in a 
good posi�on for Jamie to take 
it to the next level.”
 
Here is a summary of Jamie’s 
report to the AGM:

Merchandise 

Merchandise sales were 6.3% 
stronger than 2019 and fared 
well through COVID. Sales also 
included three months of 
Medani Foods sales from April 
to June.

Over the year, we incurred 
steady increases from suppliers 
of ingredients, PPE and packag-
ing. We started to recover some 
of these increases in June and 
July, having to implement some 
price increases.

Warehousing 

The warehouses operated well 
given supply challenges with 
imports due to COVID.

Split shi�s were established 
during the peak of COVID to 
ensure we had two teams to 
pick and pack orders in case one 
team went down.

Warehouse and distribu�on 
costs remained steady. Other 
costs were maintained during 
the year.

Machinery 

Sales were strong overall, with 
strong demand in the last few 
months aided by the Federal 
Government’s $150,000 instant 
tax write off for machinery and 
other equipment.

Sales were up by 28% on the 
prior year, reflec�ng some new 
machines and ini�a�ves. 
Margins were maintained at a 
similar level to 2019 and we 
were able to remain compe�-
�ve on prices.

Proteins
 
Overall rendering returns came 
under increasing pressure, 
par�cularly in the second half of 
the financial year. Tallow prices 
were directly impacted by world 
oil pricing, there was compe�-
�on from very high supplies of 
ovine products from New 
Zealand, and the price of feath-
er meal fell.

Wingfield Proteins Division had 
strong sales overall but was 
under pressure for most of the 

year, with most commodity 
prices affected at different 
�mes.

Mixed meal prices were under 
pressure across the year, declin-
ing steadily as the year wore on, 
with large volumes of meal 
available from interstate.

Low pork demand affected our 
exports of pork meal, while 
increased poultry volumes 
helped to underpin volume 
efficiencies.

Energy costs are significant. The 
price of gas, in par�cular, was 
high for the majority of the year. 

We did see gas pricing ease 
between April and June, and we 
have nego�ated a 12% saving 
from July onwards for this year.
 
The cost of electricity is finally 
star�ng to fall and the contract-
ed price for 2020/21 has come 
down nearly 10%.

Keith Proteins Division strug-
gled with supply this year, 
processing ovine, duck, goat, 
feather and blood. Volumes 
were 21% lower at 52,000 
tonnes, mainly due to limited 
ovine and duck from Victoria. 

Prices of lamb meal for pet food 
ingredients decreased signifi-
cantly as domes�c oversupply 
caused by the drought and 
oversupply in New Zealand 
lowered pricing in the market.

sales guys, who supported it. We organised 
a mee�ng with TAFE.”

Jamie and Bexley met with Jus�n Williams 
and experienced TAFE Meat Studies lectur-
ers Graeme Ellio� and Shayne O’Dea to 
work out how MBL could best contribute. 
 
MBL’s two measures – covering up to $930 
of appren�ce start-up costs and reimburs-
ing butchers for wages when appren�ces 
are away at TAFE – were designed to 
complement government support.

JobMaker is payable to employers for new 
staff for up to 12 months at the rate of $200 
weekly for those aged 16 to 29 years and 
$100 weekly for those aged 30 to 35 years.

Under a State scheme, employers get 
$1,500 for star�ng an appren�ce along with 
another $2,500 at the successful comple-
�on of the appren�ceship.

On top of this, a $20,000 interest-free loan 
is available to appren�ces. If the appren�ce 
completes their appren�ceship, they get to 

keep 20% and pay the rest back once they 
earn over $53,000 per year.

Graeme Ellio� describes MBL’s new involve-
ment with TAFE as “two great South Austra-
lian ins�tu�ons working together for the 
be�erment of the industry.”

“We’re bringing together passion and 
experience to train appren�ces for the 
whole of industry,” he says.

Shayne O’Dea says appren�ces benefit from 
TAFE’s Regency campus, the tradi�onal 
home of butchery training, being the 
best-equipped training centre in SA.

“There’s a simulated environment where 
we’re really teaching the trade, not just 
enterprise skills,” Shayne says.

“Our students have access to a great butch-
ery and meat processing facility and get to 
work alongside industry experts including 
recognised chefs.”

For course inquiries, phone 1800 882 661.

MBL helps pay for new apprentices

After showing impressive enthusiasm, Giovanni 
Rocca, 19, (left), and Andrew D’Amate, 21, will begin 
their apprenticeships at Trafford Meat & Smallgoods, 
Campbelltown, next year.

Their employer Matthew Cursaro will enrol them in 
TAFE SA’s Certificate III in Meat Processing course, 
thankful for MBL’s offer to Members to help cover the 
costs of TAFE training. 
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>
Paul (left) suited up for a 2014 Board 

tour of the Keith plant with Mike Rankin, 
Marc Van Kleef and Bruce Carter.

In stepping down as a Director of MBL a�er 
20 years of sterling service, Paul Slape has 
feelings of awe and sa�sfac�on as he 
reflects on the modernisa�on of the Co-op-
era�ve.

Paul, pictured above, played an important 
role in evolving MBL from a compara�vely 
limited opera�on with an outdated business 
model and a single an�quated recycling 
plant into a modern business with custom-
ers sca�ered around the world. 

“It’s not un�l you stop and reflect that you 
fully realise how much has been achieved 
over the past 20 years. It’s hard to believe 
just how much has changed,” says Paul, 59, 
who stood down in July to re�re to 
Queensland.

“If we didn’t make changes to modernise, 
MBL would have been le� behind. We 
would have been outdated and not relevant 
to the Membership.”

Paul has been replaced on MBL’s Board by 
Anthony Skara, the founder of flourishing 
Skara Smallgoods (see story on opposite 
page). 

Paul’s 35 years at Slape & Sons ends in the 
first week for December. With his brother 
Philip as co-manager, Paul turned the 
business into a household name in SA, 
producing up to 2.5 million sausages weekly 
for na�onal consump�on.

Philip, 57, will con�nue running the business 
with help from his three sons Lachlan, 
Hayden and Sam, ensuring the family 
tradi�on con�nues.

Paul’s three daughters – Olivia, Rosa and 
Vanessa – have also worked in the business. 

“I really enjoyed working with them. It was a 
privilege. Of the third genera�on, Vanessa 
has worked here the longest, bringing 
energy and fresh ideas,” he says. 

Re�rement to Queensland looms in the 
New Year for Paul and his wife Kathy. They 
plan to spend winters in the Sunshine State 
and return to Adelaide each spring for �me 
with family and friends, staying for the 
Christmas period. 

Paul says he’ll always value his �me as an 
MBL Director and will keenly observe the 
Co-op’s development in coming years from 
afar.

MBL Chairman George Ujvary says the 
Board acknowledges and thanks Paul for his 

MODERNISING MBL
Paul Slape helped evolve the Co-op into

a vibrant business over 20 eventful years

important contribu�ons over 20 
years.

“Paul was part of a Board that 
made key decisions which will have  

las�ng benefits for the Co-opera�ve,” 
George says.

“He was a great mentor during my early  
years on the Board, and he can be very 
proud that he has been able to leave the 
organisa�on in a much be�er posi�on than 
when he started.” 

Paul joined the Board in 2000 when Bob 
Stevens was Chairman and went on to work 
with the next four Chairmen – John Heard, 
Mike Rankin, Bruce Carter and incumbent 
George Ujvary.

“I have very much enjoyed my �me on the 
Board, working with intelligent business-
men who all helped each other. This 
business (Slape & Sons) has definitely bene-
fited from what I learnt at MBL,” Paul says.

“I par�cularly want to acknowledge Mike 
Rankin, Bruce Carter and Marc Van Kleef. 
They formed a sound group of Directors 
who were important in MBL’s modernisa-
�on.”

With Warren McLean as CEO, the Board of 
Mike, Bruce, Marc and Paul made a series of 
game-changing decisions, involving heavy 
investment, to secure the future of the 
Co-op.

These decisions included solving the odour 
problem which threatened the Wingfield 
plant, modernising the exis�ng plant and 
building two others at Wingfield, buying 
and modernising the Keith plant, and 
moving base from cramped Kilburn to large 
premises at Athol Park to allow the 
merchandise business to grow and seize 
opportuni�es. 

Paul says, “We had the responsibility of 
making some big decisions. There was 
worry at �mes but we were confident we 
were on the right path.

“Warren and Bruce drove the ideas and we 
were a cohesive Board. We knew what 

needed to be done and today I look back 
with sa�sfac�on at what we achieved.

“An important first step was the develop-
ment of the Biofilter. It was worth every 
cent, a remarkable achievement that solved 
Wingfield’s environmental issues.

“However, our sole plant at Wingfield was 
an an�quated setup that had high running 
costs and produced only two products – 
generic meatmeal and tallow. 

“We simply had to produce more products 
more cheaply so we built an energy-effi-
cient Low Temperature plant which cost a 
lot of money but we had no real choice. 

“We ini�ally bought the plant at Keith to 
keep compe�tors out of our State but this 
plant ended up performing very well and 
opened new overseas markets.”

In 2018, the Keith plant’s success in produc-
ing premium pet food ingredients, mainly 
for North America, resulted in MBL winning 
a pres�gious Impact award for export excel-
lence against 60 highly-creden�alled export 
companies.  

Paul says the decision to purchase and 
modify a large site with vast warehouses at 
Athol Park was another game changer for 
MBL.

“Our single warehouse at Kilburn was 
overcrowded and had no flow. At Athol 
Park, we developed four flow-through 
warehouses which have allowed us to 
expand our range of products to over 
5,000,” he says.

“Ini�ally, we thought we’d only need two 
warehouses and we’d rent out the other 
two but this didn’t happen as our business 
kept growing. 

“We were able to improve our merchandise 
offering for Members, and we have ample 
room to grow for many years to come.”

Paul says the Board had to cope for several 
years with the horrendous carbon tax on 
top of substan�al rises in network charges 
for gas and electricity.

The carbon tax cost MBL about $800,000 
over the 2013 and 2014 financial years, 
while between 2011 and 2013, gas network 
charges jumped by 64% and electricity 
supply charges leapt by 60%.  The CPI over 
the three years totalled 7.2%.

“We were hit by the carbon tax at the same 
�me as gas and electricity prices escalated 
to levels nobody could have predicted,” 
Paul says.

“If the Board hadn’t properly addressed 
these issues at the �me, MBL wouldn’t be as 
successful as it is today.”

While MBL has been a resounding success 
story during Paul’s tenure, so too has his 
family business. Slape & Sons has gone from 
making 650,000 sausages weekly in 2008 to 
churning out of 2.5 million in peak weeks.

The Slape story began in the early 1960s 
when Paul’s father Robbie, a butcher in 
Beulah Park and then St Peters, supplied his 
sausages to half a dozen other butcher 
shops.

Robbie decided to specialise in sausages, 
star�ng Robbie Slape Sausages in 1965. He 
changed the name to Slape & Sons when 
sons Paul and Philip joined the business in 
the mid-1980s.

Paul says, “I qualified as an op�cal techni-
cian and was working at Laubman & Pank in 
Mt Gambier when Dad started thinking of 
selling the business. I came back to help 
him.

“I never thought I’d stay in the business for 
35 years but I’m glad I did. Dad would be 
happy up there looking down and thinking 
how the business has grown.

“Dad would also be proud that it will con�n-
ue as a family business with Philip’s three 
sons following in our footsteps.

“As I leave, I’ve also found it comfor�ng that 
everything Philip and I have worked for will 
stay in the family. That’s great.”

Drake Supermarkets features Slape & Sons 
in a current TV ad promo�ng local SA foods 
from iconic companies including Beeren-
berg and Spring Gully.

“It’s pleasing that people see us as iconic, 
recognising that we’ve been making great 
products for a long �me,” Paul says.

“It makes me proud that, when I’m out and 
about in a Slape & Sons shirt, people see the 
logo and o�en say, ‘You make good sausag-
es.’

“At a Bunnings checkout the other day, a 

woman saw the logo and said, ‘I love them. I 
had them for dinner last night.’ It’s very 
sa�sfying.

“But it’s not just about me. The success of 
this business is down to the efforts of our 
loyal staff, many of whom have been 
involved for many years.”

Like with MBL, Paul will ensure he keeps 
abreast of future developments at Slape & 
Sons, saying it’s hard to just walk away.

“You can’t just turn off the lights and go 
fishing. I’m sure I’ll be dropping by from 
�me to �me. I might be seen peering over 
the fence,” he says.    

“That said, I’m looking forward to the next 
stage of my life with Kathy, doing things 
you’ve always thought about doing like 
fishing, bike riding or just walking along a 
beach.

“I’m leaving content and sa�sfied at what I 
have achieved at the two businesses. The 
future looks great for both.”  
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Continued page 11

In stepping down as a Director of MBL a�er 
20 years of sterling service, Paul Slape has 
feelings of awe and sa�sfac�on as he 
reflects on the modernisa�on of the Co-op-
era�ve.

Paul, pictured above, played an important 
role in evolving MBL from a compara�vely 
limited opera�on with an outdated business 
model and a single an�quated recycling 
plant into a modern business with custom-
ers sca�ered around the world. 

“It’s not un�l you stop and reflect that you 
fully realise how much has been achieved 
over the past 20 years. It’s hard to believe 
just how much has changed,” says Paul, 59, 
who stood down in July to re�re to 
Queensland.

“If we didn’t make changes to modernise, 
MBL would have been le� behind. We 
would have been outdated and not relevant 
to the Membership.”

Paul has been replaced on MBL’s Board by 
Anthony Skara, the founder of flourishing 
Skara Smallgoods (see story on opposite 
page). 

Paul’s 35 years at Slape & Sons ends in the 
first week for December. With his brother 
Philip as co-manager, Paul turned the 
business into a household name in SA, 
producing up to 2.5 million sausages weekly 
for na�onal consump�on.

Philip, 57, will con�nue running the business 
with help from his three sons Lachlan, 
Hayden and Sam, ensuring the family 
tradi�on con�nues.

Paul’s three daughters – Olivia, Rosa and 
Vanessa – have also worked in the business. 

“I really enjoyed working with them. It was a 
privilege. Of the third genera�on, Vanessa 
has worked here the longest, bringing 
energy and fresh ideas,” he says. 

Re�rement to Queensland looms in the 
New Year for Paul and his wife Kathy. They 
plan to spend winters in the Sunshine State 
and return to Adelaide each spring for �me 
with family and friends, staying for the 
Christmas period. 

Paul says he’ll always value his �me as an 
MBL Director and will keenly observe the 
Co-op’s development in coming years from 
afar.

MBL Chairman George Ujvary says the 
Board acknowledges and thanks Paul for his 
important contribu�ons over 20 
years.

“Paul was part of a Board that 
made key decisions which will have  

las�ng benefits for the Co-opera�ve,” 
George says.

“He was a great mentor during my early  
years on the Board, and he can be very 
proud that he has been able to leave the 
organisa�on in a much be�er posi�on than 
when he started.” 

Paul joined the Board in 2000 when Bob 
Stevens was Chairman and went on to work 
with the next four Chairmen – John Heard, 
Mike Rankin, Bruce Carter and incumbent 
George Ujvary.

“I have very much enjoyed my �me on the 
Board, working with intelligent business-
men who all helped each other. This 
business (Slape & Sons) has definitely bene-
fited from what I learnt at MBL,” Paul says.

“I par�cularly want to acknowledge Mike 
Rankin, Bruce Carter and Marc Van Kleef. 
They formed a sound group of Directors 
who were important in MBL’s modernisa-
�on.”

With Warren McLean as CEO, the Board of 
Mike, Bruce, Marc and Paul made a series of 
game-changing decisions, involving heavy 
investment, to secure the future of the 
Co-op.

These decisions included solving the odour 
problem which threatened the Wingfield 
plant, modernising the exis�ng plant and 
building two others at Wingfield, buying 
and modernising the Keith plant, and 
moving base from cramped Kilburn to large 
premises at Athol Park to allow the 
merchandise business to grow and seize 
opportuni�es. 

Paul says, “We had the responsibility of 
making some big decisions. There was 
worry at �mes but we were confident we 
were on the right path.

“Warren and Bruce drove the ideas and we 
were a cohesive Board. We knew what 

Anthony Skara sees his new role as a 
Director of MBL as a way of “giving back” 
to the meat industry.

The appointment of the founder of 
award-winning Skara Smallgoods to 
replace the re�red Paul Slape was ra�fied 
at MBL’s AGM in November.

“With 30 years’ experience in the meat 
industry and 20 years of running my own 
business, I feel I can make a contribu�on to 
MBL,” says Anthony, whose Croa�an-influ-
enced smallgoods are sold across the 
supermarket chains.

“I have knowledge and passion for the 
industry, and I very much value what MBL 
has done to support my business over the 
years. 

“MBL is here to work for the benefit of 
Members. I see contribu�ng on the Board 
as a way of giving back to the industry.”

Anthony says he has “learnt a lot” over the 
past six months in a casual capacity, 
a�ending Board mee�ngs and visi�ng our 
three sites, including the recycling plants 
at Wingfield and Keith.

“The plants are astounding. I’ve been 
supplying (raw materials) to MBL for 30 
years but I never knew the process. It’s 
mind-blowing,” he says.

“I’m enjoying learning about all aspects of 
MBL. We never stop learning.” 

Paul Slape says, “Anthony will fill the role at 
MBL perfectly. He is a smart operator who 
will help grow the Co-op.”

>

Paul (left) and his brother Philip had every reason to smile in this photo from 2011. 

needed to be done and today I look back 
with sa�sfac�on at what we achieved.

“An important first step was the develop-
ment of the Biofilter. It was worth every 
cent, a remarkable achievement that solved 
Wingfield’s environmental issues.

“However, our sole plant at Wingfield was 
an an�quated setup that had high running 
costs and produced only two products – 
generic meatmeal and tallow. 

“We simply had to produce more products 
more cheaply so we built an energy-effi-
cient Low Temperature plant which cost a 
lot of money but we had no real choice. 

“We ini�ally bought the plant at Keith to 
keep compe�tors out of our State but this 
plant ended up performing very well and 
opened new overseas markets.”

In 2018, the Keith plant’s success in produc-
ing premium pet food ingredients, mainly 
for North America, resulted in MBL winning 
a pres�gious Impact award for export excel-
lence against 60 highly-creden�alled export 
companies.  

Paul says the decision to purchase and 
modify a large site with vast warehouses at 
Athol Park was another game changer for 
MBL.

“Our single warehouse at Kilburn was 
overcrowded and had no flow. At Athol 
Park, we developed four flow-through 
warehouses which have allowed us to 
expand our range of products to over 
5,000,” he says.

“Ini�ally, we thought we’d only need two 
warehouses and we’d rent out the other 
two but this didn’t happen as our business 
kept growing. 

“We were able to improve our merchandise 
offering for Members, and we have ample 
room to grow for many years to come.”

Anthony Skara
joins Board 

to ‘give back’

Paul says the Board had to cope for several 
years with the horrendous carbon tax on 
top of substan�al rises in network charges 
for gas and electricity.

The carbon tax cost MBL about $800,000 
over the 2013 and 2014 financial years, 
while between 2011 and 2013, gas network 
charges jumped by 64% and electricity 
supply charges leapt by 60%.  The CPI over 
the three years totalled 7.2%.

“We were hit by the carbon tax at the same 
�me as gas and electricity prices escalated 
to levels nobody could have predicted,” 
Paul says.

“If the Board hadn’t properly addressed 
these issues at the �me, MBL wouldn’t be as 
successful as it is today.”

While MBL has been a resounding success 
story during Paul’s tenure, so too has his 
family business. Slape & Sons has gone from 
making 650,000 sausages weekly in 2008 to 
churning out of 2.5 million in peak weeks.

The Slape story began in the early 1960s 
when Paul’s father Robbie, a butcher in 
Beulah Park and then St Peters, supplied his 
sausages to half a dozen other butcher 
shops.

Robbie decided to specialise in sausages, 
star�ng Robbie Slape Sausages in 1965. He 
changed the name to Slape & Sons when 
sons Paul and Philip joined the business in 
the mid-1980s.

Paul says, “I qualified as an op�cal techni-
cian and was working at Laubman & Pank in 
Mt Gambier when Dad started thinking of 
selling the business. I came back to help 
him.

“I never thought I’d stay in the business for 
35 years but I’m glad I did. Dad would be 
happy up there looking down and thinking 
how the business has grown.

“Dad would also be proud that it will con�n-
ue as a family business with Philip’s three 
sons following in our footsteps.

“As I leave, I’ve also found it comfor�ng that 
everything Philip and I have worked for will 
stay in the family. That’s great.”

Drake Supermarkets features Slape & Sons 
in a current TV ad promo�ng local SA foods 
from iconic companies including Beeren-
berg and Spring Gully.

“It’s pleasing that people see us as iconic, 
recognising that we’ve been making great 
products for a long �me,” Paul says.

“It makes me proud that, when I’m out and 
about in a Slape & Sons shirt, people see the 
logo and o�en say, ‘You make good sausag-
es.’

“At a Bunnings checkout the other day, a 

woman saw the logo and said, ‘I love them. I 
had them for dinner last night.’ It’s very 
sa�sfying.

“But it’s not just about me. The success of 
this business is down to the efforts of our 
loyal staff, many of whom have been 
involved for many years.”

Like with MBL, Paul will ensure he keeps 
abreast of future developments at Slape & 
Sons, saying it’s hard to just walk away.

“You can’t just turn off the lights and go 
fishing. I’m sure I’ll be dropping by from 
�me to �me. I might be seen peering over 
the fence,” he says.    

“That said, I’m looking forward to the next 
stage of my life with Kathy, doing things 
you’ve always thought about doing like 
fishing, bike riding or just walking along a 
beach.

“I’m leaving content and sa�sfied at what I 
have achieved at the two businesses. The 
future looks great for both.”  
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In stepping down as a Director of MBL a�er 
20 years of sterling service, Paul Slape has 
feelings of awe and sa�sfac�on as he 
reflects on the modernisa�on of the Co-op-
era�ve.

Paul, pictured above, played an important 
role in evolving MBL from a compara�vely 
limited opera�on with an outdated business 
model and a single an�quated recycling 
plant into a modern business with custom-
ers sca�ered around the world. 

“It’s not un�l you stop and reflect that you 
fully realise how much has been achieved 
over the past 20 years. It’s hard to believe 
just how much has changed,” says Paul, 59, 
who stood down in July to re�re to 
Queensland.

“If we didn’t make changes to modernise, 
MBL would have been le� behind. We 
would have been outdated and not relevant 
to the Membership.”

Paul has been replaced on MBL’s Board by 
Anthony Skara, the founder of flourishing 
Skara Smallgoods (see story on opposite 
page). 

Paul’s 35 years at Slape & Sons ends in the 
first week for December. With his brother 
Philip as co-manager, Paul turned the 
business into a household name in SA, 
producing up to 2.5 million sausages weekly 
for na�onal consump�on.

Philip, 57, will con�nue running the business 
with help from his three sons Lachlan, 
Hayden and Sam, ensuring the family 
tradi�on con�nues.

Paul’s three daughters – Olivia, Rosa and 
Vanessa – have also worked in the business. 

“I really enjoyed working with them. It was a 
privilege. Of the third genera�on, Vanessa 
has worked here the longest, bringing 
energy and fresh ideas,” he says. 

Re�rement to Queensland looms in the 
New Year for Paul and his wife Kathy. They 
plan to spend winters in the Sunshine State 
and return to Adelaide each spring for �me 
with family and friends, staying for the 
Christmas period. 

Paul says he’ll always value his �me as an 
MBL Director and will keenly observe the 
Co-op’s development in coming years from 
afar.

MBL Chairman George Ujvary says the 
Board acknowledges and thanks Paul for his 
important contribu�ons over 20 
years.

“Paul was part of a Board that 
made key decisions which will have  

las�ng benefits for the Co-opera�ve,” 
George says.

“He was a great mentor during my early  
years on the Board, and he can be very 
proud that he has been able to leave the 
organisa�on in a much be�er posi�on than 
when he started.” 

Paul joined the Board in 2000 when Bob 
Stevens was Chairman and went on to work 
with the next four Chairmen – John Heard, 
Mike Rankin, Bruce Carter and incumbent 
George Ujvary.

“I have very much enjoyed my �me on the 
Board, working with intelligent business-
men who all helped each other. This 
business (Slape & Sons) has definitely bene-
fited from what I learnt at MBL,” Paul says.

“I par�cularly want to acknowledge Mike 
Rankin, Bruce Carter and Marc Van Kleef. 
They formed a sound group of Directors 
who were important in MBL’s modernisa-
�on.”

With Warren McLean as CEO, the Board of 
Mike, Bruce, Marc and Paul made a series of 
game-changing decisions, involving heavy 
investment, to secure the future of the 
Co-op.

These decisions included solving the odour 
problem which threatened the Wingfield 
plant, modernising the exis�ng plant and 
building two others at Wingfield, buying 
and modernising the Keith plant, and 
moving base from cramped Kilburn to large 
premises at Athol Park to allow the 
merchandise business to grow and seize 
opportuni�es. 

Paul says, “We had the responsibility of 
making some big decisions. There was 
worry at �mes but we were confident we 
were on the right path.

“Warren and Bruce drove the ideas and we 
were a cohesive Board. We knew what 

needed to be done and today I look back 
with sa�sfac�on at what we achieved.

“An important first step was the develop-
ment of the Biofilter. It was worth every 
cent, a remarkable achievement that solved 
Wingfield’s environmental issues.

“However, our sole plant at Wingfield was 
an an�quated setup that had high running 
costs and produced only two products – 
generic meatmeal and tallow. 

“We simply had to produce more products 
more cheaply so we built an energy-effi-
cient Low Temperature plant which cost a 
lot of money but we had no real choice. 

“We ini�ally bought the plant at Keith to 
keep compe�tors out of our State but this 
plant ended up performing very well and 
opened new overseas markets.”

In 2018, the Keith plant’s success in produc-
ing premium pet food ingredients, mainly 
for North America, resulted in MBL winning 
a pres�gious Impact award for export excel-
lence against 60 highly-creden�alled export 
companies.  

Paul says the decision to purchase and 
modify a large site with vast warehouses at 
Athol Park was another game changer for 
MBL.

“Our single warehouse at Kilburn was 
overcrowded and had no flow. At Athol 
Park, we developed four flow-through 
warehouses which have allowed us to 
expand our range of products to over 
5,000,” he says.

“Ini�ally, we thought we’d only need two 
warehouses and we’d rent out the other 
two but this didn’t happen as our business 
kept growing. 

“We were able to improve our merchandise 
offering for Members, and we have ample 
room to grow for many years to come.”

Paul says the Board had to cope for several 
years with the horrendous carbon tax on 
top of substan�al rises in network charges 
for gas and electricity.

The carbon tax cost MBL about $800,000 
over the 2013 and 2014 financial years, 
while between 2011 and 2013, gas network 
charges jumped by 64% and electricity 
supply charges leapt by 60%.  The CPI over 
the three years totalled 7.2%.

“We were hit by the carbon tax at the same 
�me as gas and electricity prices escalated 
to levels nobody could have predicted,” 
Paul says.

“If the Board hadn’t properly addressed 
these issues at the �me, MBL wouldn’t be as 
successful as it is today.”

While MBL has been a resounding success 
story during Paul’s tenure, so too has his 
family business. Slape & Sons has gone from 
making 650,000 sausages weekly in 2008 to 
churning out of 2.5 million in peak weeks.

The Slape story began in the early 1960s 
when Paul’s father Robbie, a butcher in 
Beulah Park and then St Peters, supplied his 
sausages to half a dozen other butcher 
shops.

Robbie decided to specialise in sausages, 
star�ng Robbie Slape Sausages in 1965. He 
changed the name to Slape & Sons when 
sons Paul and Philip joined the business in 
the mid-1980s.

Paul says, “I qualified as an op�cal techni-
cian and was working at Laubman & Pank in 
Mt Gambier when Dad started thinking of 
selling the business. I came back to help 
him.

“I never thought I’d stay in the business for 
35 years but I’m glad I did. Dad would be 
happy up there looking down and thinking 
how the business has grown.

“Dad would also be proud that it will con�n-
ue as a family business with Philip’s three 
sons following in our footsteps.

“As I leave, I’ve also found it comfor�ng that 
everything Philip and I have worked for will 
stay in the family. That’s great.”

Drake Supermarkets features Slape & Sons 
in a current TV ad promo�ng local SA foods 
from iconic companies including Beeren-
berg and Spring Gully.

“It’s pleasing that people see us as iconic, 
recognising that we’ve been making great 
products for a long �me,” Paul says.

“It makes me proud that, when I’m out and 
about in a Slape & Sons shirt, people see the 
logo and o�en say, ‘You make good sausag-
es.’

“At a Bunnings checkout the other day, a 

woman saw the logo and said, ‘I love them. I 
had them for dinner last night.’ It’s very 
sa�sfying.

“But it’s not just about me. The success of 
this business is down to the efforts of our 
loyal staff, many of whom have been 
involved for many years.”

Like with MBL, Paul will ensure he keeps 
abreast of future developments at Slape & 
Sons, saying it’s hard to just walk away.

“You can’t just turn off the lights and go 
fishing. I’m sure I’ll be dropping by from 
�me to �me. I might be seen peering over 
the fence,” he says.    

“That said, I’m looking forward to the next 
stage of my life with Kathy, doing things 
you’ve always thought about doing like 
fishing, bike riding or just walking along a 
beach.

“I’m leaving content and sa�sfied at what I 
have achieved at the two businesses. The 
future looks great for both.”  

2020: WHAT A YEAR!
COVID-19’s unforgettable retail bonanza
If you’d waltzed into any butcher shop early 
in 2020 to announce meat sales would soon 
rocket by a good 20%, you’d have been 
called a silly sausage and laughed out the 
door.

As we began the year, we were aware of 
some “mystery bug” surfacing in China but 
then COVID-19 landed from out of the blue 
to unleash panic buying and run retail 
butchers off their feet.

Some shops reported sales leaps of up to 
40% as butchers made hay while the sun 
shone because everything would soon 
return to normal, right? Wrong!

While sales eased off a li�le, above-average 
demand was sustained for months, surpris-
ing many people. Then we had more panic 
buying during November’s short lockdown, 
going into Christmas.  

AMIC says retail sales were up by an average 
of 20% for most of 2020, a figure that 
mirrors MBL’s increase in merchandise 
supply for month a�er month throughout 
the year. 

Sales were s�ll up by between 15% and 33% 
in shops randomly surveyed by MBL News in 
early November.

It seems a long �me ago, during the frenzied 
buying of March and April, when butchers 
were told the sales surge wouldn’t last, 
ending just as quickly as it arrived.

A�er all, butchers did not drive the surge. It 
was not the result of clever planning or a 
fancy marke�ng ploy. Butchers were 
responding to a health issue.

The industry held hopes of sustaining a 10% 
sales increase but these hopes have easily 
been surpassed as butchers worked hard to 
keep new customers. 

The year 2020 will therefore be regarded as 
an unprecedented and unforge�able year 
which saw the revitalisa�on of the retail 
trade a�er years of marginal growth.

MBL General Manager Sales & Marke�ng 
Bexley Carman says he is “obviously pleased 
but a li�le surprised” that extra-strong 
retail trade has been sustained going into 
Christmas.

“It was an amazing and challenging year. 

With overseas supply issues caused by 
COVID, MBL was put under pressure to 
deliver extra merchandise to busy butchers 
and our teams went over and above in 
response,” Bexley says. 

Trade has remained 25% up for months on 
end at Bruce’s Meat, Mitcham, says Trevor 
Hill who has iden�fied a “strange” feeling 
around the shop.

“We’ve become so used to being busy that 
there have been �mes when it feels quiet 
even though our quiet �mes now are like 
our old busier �mes,” he says.

“Across the industry, trade was around 25% 
up for more than six months, which is a long 
�me in consump�on terms, because people 
were in a COVID mindset.

“Prac�ces like backdoor pickups and home 
deliveries came and went fairly quickly but 
social distancing con�nued and COVID 
remained front of mind because we were 
scared of what was happening in Victoria.

“People have had a mindset that COVID is 
China’s bug and we’re not going to let it beat 
us. They see suppor�ng local farmers and 
local butchers as a way of suppor�ng 
Australia.”

A co-owner of Windsor Meats, Sam Burt, 
says he has not been surprised how sales at 
his eastern suburbs shop con�nued to be 
15% to 20% up for month a�er month.

He says COVID-19 travel restric�ons were a 
strong factor, resul�ng in more people 
remaining in Adelaide compared to normal 
years.

“More people have simply been at home 
and there have been more mouths to feed,” 
Sam says.

“People in this area normally do a lot of 
travelling overseas and interstate but they 
haven’t been able to this year.

YEAR IN REVIEW

Our strangest photo of 2020 was Carly McLean selling toilet paper as a service to 
customers at the height of the frenzied-buying period at Bruce’s Meat, St Agnes.

Supermarket shelves emptied but
butcher shops, such as Lowan St Meats
at Holden Hill, were able to keep going. 

“Then there were Adelaide people 

who work interstate coming back 
to work from home. It will be 

interes�ng if this is a con�nuing trend.

“Also, a lot of young people who normally 
go interstate stayed at home.”  

Many people opted to spend extra �me at 
seaside areas, says the owner of Indulgent 
Meats at Port Elliot, Jeff Luxton. His sales 
have been up by 33% for months on end.

“With nobody going overseas, people have 
been coming down to their holiday houses 
and we con�nue to be very busy,” Jeff says.

“It was one thing to go 33% up earlier in the 
year but we’re pleased that it’s holding 
there. It has been pre�y consistent.”

Conversely, trade was slower at West Coast 
shops such as Ceduna Meat Service because 
the closure of the Western Australian 
border stopped interstate traffic, including 
grey nomads.  

Shops with significant wholesale sides 
experienced an average year overall, with 
the increase in retail sales struggling to 
counter the loss of wholesale due to the 
close and then slow reopening of hotels, 
clubs and restaurants.

>

In the Adelaide Hills, the owner of Balhan-
nah Junc�on Meats, Aaron Reddy, says the 
loss of wholesale sales resulted in overall 
turnover “probably being on par” with 
previous years.

“We were crazily busy in the shop but it 
came back gradually. About 35% to 40% of 
our business is wholesale so it has been an 
up-and-down year,” Aaron says.

At Mt Gambier, the loss of wholesale sales 
also hit award-winning Collins Court Butch-
er  where owner Mick Lamond says he’s 
disappointed this year’s overall trade has 
been “a li�le down.” 

“There were more people coming through 
the shop door but the increase didn’t 
compensate for the downturn in whole-
sale,” Mick says.
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Two warehouse teams, led by MBL Warehouse Manager Adam Neville (left) and 
Warehouse Supervisor Colin Anderson, went “above and beyond” to get essential extra 

merchandise to butchers as soon as a possible during the rush of panic-buying.

In stepping down as a Director of MBL a�er 
20 years of sterling service, Paul Slape has 
feelings of awe and sa�sfac�on as he 
reflects on the modernisa�on of the Co-op-
era�ve.

Paul, pictured above, played an important 
role in evolving MBL from a compara�vely 
limited opera�on with an outdated business 
model and a single an�quated recycling 
plant into a modern business with custom-
ers sca�ered around the world. 

“It’s not un�l you stop and reflect that you 
fully realise how much has been achieved 
over the past 20 years. It’s hard to believe 
just how much has changed,” says Paul, 59, 
who stood down in July to re�re to 
Queensland.

“If we didn’t make changes to modernise, 
MBL would have been le� behind. We 
would have been outdated and not relevant 
to the Membership.”

Paul has been replaced on MBL’s Board by 
Anthony Skara, the founder of flourishing 
Skara Smallgoods (see story on opposite 
page). 

Paul’s 35 years at Slape & Sons ends in the 
first week for December. With his brother 
Philip as co-manager, Paul turned the 
business into a household name in SA, 
producing up to 2.5 million sausages weekly 
for na�onal consump�on.

Philip, 57, will con�nue running the business 
with help from his three sons Lachlan, 
Hayden and Sam, ensuring the family 
tradi�on con�nues.

Paul’s three daughters – Olivia, Rosa and 
Vanessa – have also worked in the business. 

“I really enjoyed working with them. It was a 
privilege. Of the third genera�on, Vanessa 
has worked here the longest, bringing 
energy and fresh ideas,” he says. 

Re�rement to Queensland looms in the 
New Year for Paul and his wife Kathy. They 
plan to spend winters in the Sunshine State 
and return to Adelaide each spring for �me 
with family and friends, staying for the 
Christmas period. 

Paul says he’ll always value his �me as an 
MBL Director and will keenly observe the 
Co-op’s development in coming years from 
afar.

MBL Chairman George Ujvary says the 
Board acknowledges and thanks Paul for his 
important contribu�ons over 20 
years.

“Paul was part of a Board that 
made key decisions which will have  

las�ng benefits for the Co-opera�ve,” 
George says.

“He was a great mentor during my early  
years on the Board, and he can be very 
proud that he has been able to leave the 
organisa�on in a much be�er posi�on than 
when he started.” 

Paul joined the Board in 2000 when Bob 
Stevens was Chairman and went on to work 
with the next four Chairmen – John Heard, 
Mike Rankin, Bruce Carter and incumbent 
George Ujvary.

“I have very much enjoyed my �me on the 
Board, working with intelligent business-
men who all helped each other. This 
business (Slape & Sons) has definitely bene-
fited from what I learnt at MBL,” Paul says.

“I par�cularly want to acknowledge Mike 
Rankin, Bruce Carter and Marc Van Kleef. 
They formed a sound group of Directors 
who were important in MBL’s modernisa-
�on.”

With Warren McLean as CEO, the Board of 
Mike, Bruce, Marc and Paul made a series of 
game-changing decisions, involving heavy 
investment, to secure the future of the 
Co-op.

These decisions included solving the odour 
problem which threatened the Wingfield 
plant, modernising the exis�ng plant and 
building two others at Wingfield, buying 
and modernising the Keith plant, and 
moving base from cramped Kilburn to large 
premises at Athol Park to allow the 
merchandise business to grow and seize 
opportuni�es. 

Paul says, “We had the responsibility of 
making some big decisions. There was 
worry at �mes but we were confident we 
were on the right path.

“Warren and Bruce drove the ideas and we 
were a cohesive Board. We knew what 

needed to be done and today I look back 
with sa�sfac�on at what we achieved.

“An important first step was the develop-
ment of the Biofilter. It was worth every 
cent, a remarkable achievement that solved 
Wingfield’s environmental issues.

“However, our sole plant at Wingfield was 
an an�quated setup that had high running 
costs and produced only two products – 
generic meatmeal and tallow. 

“We simply had to produce more products 
more cheaply so we built an energy-effi-
cient Low Temperature plant which cost a 
lot of money but we had no real choice. 

“We ini�ally bought the plant at Keith to 
keep compe�tors out of our State but this 
plant ended up performing very well and 
opened new overseas markets.”

In 2018, the Keith plant’s success in produc-
ing premium pet food ingredients, mainly 
for North America, resulted in MBL winning 
a pres�gious Impact award for export excel-
lence against 60 highly-creden�alled export 
companies.  

Paul says the decision to purchase and 
modify a large site with vast warehouses at 
Athol Park was another game changer for 
MBL.

“Our single warehouse at Kilburn was 
overcrowded and had no flow. At Athol 
Park, we developed four flow-through 
warehouses which have allowed us to 
expand our range of products to over 
5,000,” he says.

“Ini�ally, we thought we’d only need two 
warehouses and we’d rent out the other 
two but this didn’t happen as our business 
kept growing. 

“We were able to improve our merchandise 
offering for Members, and we have ample 
room to grow for many years to come.”

Paul says the Board had to cope for several 
years with the horrendous carbon tax on 
top of substan�al rises in network charges 
for gas and electricity.

The carbon tax cost MBL about $800,000 
over the 2013 and 2014 financial years, 
while between 2011 and 2013, gas network 
charges jumped by 64% and electricity 
supply charges leapt by 60%.  The CPI over 
the three years totalled 7.2%.

“We were hit by the carbon tax at the same 
�me as gas and electricity prices escalated 
to levels nobody could have predicted,” 
Paul says.

“If the Board hadn’t properly addressed 
these issues at the �me, MBL wouldn’t be as 
successful as it is today.”

While MBL has been a resounding success 
story during Paul’s tenure, so too has his 
family business. Slape & Sons has gone from 
making 650,000 sausages weekly in 2008 to 
churning out of 2.5 million in peak weeks.

The Slape story began in the early 1960s 
when Paul’s father Robbie, a butcher in 
Beulah Park and then St Peters, supplied his 
sausages to half a dozen other butcher 
shops.

Robbie decided to specialise in sausages, 
star�ng Robbie Slape Sausages in 1965. He 
changed the name to Slape & Sons when 
sons Paul and Philip joined the business in 
the mid-1980s.

Paul says, “I qualified as an op�cal techni-
cian and was working at Laubman & Pank in 
Mt Gambier when Dad started thinking of 
selling the business. I came back to help 
him.

“I never thought I’d stay in the business for 
35 years but I’m glad I did. Dad would be 
happy up there looking down and thinking 
how the business has grown.

“Dad would also be proud that it will con�n-
ue as a family business with Philip’s three 
sons following in our footsteps.

“As I leave, I’ve also found it comfor�ng that 
everything Philip and I have worked for will 
stay in the family. That’s great.”

Drake Supermarkets features Slape & Sons 
in a current TV ad promo�ng local SA foods 
from iconic companies including Beeren-
berg and Spring Gully.

“It’s pleasing that people see us as iconic, 
recognising that we’ve been making great 
products for a long �me,” Paul says.

“It makes me proud that, when I’m out and 
about in a Slape & Sons shirt, people see the 
logo and o�en say, ‘You make good sausag-
es.’

“At a Bunnings checkout the other day, a 

woman saw the logo and said, ‘I love them. I 
had them for dinner last night.’ It’s very 
sa�sfying.

“But it’s not just about me. The success of 
this business is down to the efforts of our 
loyal staff, many of whom have been 
involved for many years.”

Like with MBL, Paul will ensure he keeps 
abreast of future developments at Slape & 
Sons, saying it’s hard to just walk away.

“You can’t just turn off the lights and go 
fishing. I’m sure I’ll be dropping by from 
�me to �me. I might be seen peering over 
the fence,” he says.    

“That said, I’m looking forward to the next 
stage of my life with Kathy, doing things 
you’ve always thought about doing like 
fishing, bike riding or just walking along a 
beach.

“I’m leaving content and sa�sfied at what I 
have achieved at the two businesses. The 
future looks great for both.”  

If you’d waltzed into any butcher shop early 
in 2020 to announce meat sales would soon 
rocket by a good 20%, you’d have been 
called a silly sausage and laughed out the 
door.

As we began the year, we were aware of 
some “mystery bug” surfacing in China but 
then COVID-19 landed from out of the blue 
to unleash panic buying and run retail 
butchers off their feet.

Some shops reported sales leaps of up to 
40% as butchers made hay while the sun 
shone because everything would soon 
return to normal, right? Wrong!

While sales eased off a li�le, above-average 
demand was sustained for months, surpris-
ing many people. Then we had more panic 
buying during November’s short lockdown, 
going into Christmas.  

AMIC says retail sales were up by an average 
of 20% for most of 2020, a figure that 
mirrors MBL’s increase in merchandise 
supply for month a�er month throughout 
the year. 

Sales were s�ll up by between 15% and 33% 
in shops randomly surveyed by MBL News in 
early November.

It seems a long �me ago, during the frenzied 
buying of March and April, when butchers 
were told the sales surge wouldn’t last, 
ending just as quickly as it arrived.

A�er all, butchers did not drive the surge. It 
was not the result of clever planning or a 
fancy marke�ng ploy. Butchers were 
responding to a health issue.

The industry held hopes of sustaining a 10% 
sales increase but these hopes have easily 
been surpassed as butchers worked hard to 
keep new customers. 

The year 2020 will therefore be regarded as 
an unprecedented and unforge�able year 
which saw the revitalisa�on of the retail 
trade a�er years of marginal growth.

MBL General Manager Sales & Marke�ng 
Bexley Carman says he is “obviously pleased 
but a li�le surprised” that extra-strong 
retail trade has been sustained going into 
Christmas.

“It was an amazing and challenging year. 

With overseas supply issues caused by 
COVID, MBL was put under pressure to 
deliver extra merchandise to busy butchers 
and our teams went over and above in 
response,” Bexley says. 

Trade has remained 25% up for months on 
end at Bruce’s Meat, Mitcham, says Trevor 
Hill who has iden�fied a “strange” feeling 
around the shop.

“We’ve become so used to being busy that 
there have been �mes when it feels quiet 
even though our quiet �mes now are like 
our old busier �mes,” he says.

“Across the industry, trade was around 25% 
up for more than six months, which is a long 
�me in consump�on terms, because people 
were in a COVID mindset.

“Prac�ces like backdoor pickups and home 
deliveries came and went fairly quickly but 
social distancing con�nued and COVID 
remained front of mind because we were 
scared of what was happening in Victoria.

“People have had a mindset that COVID is 
China’s bug and we’re not going to let it beat 
us. They see suppor�ng local farmers and 
local butchers as a way of suppor�ng 
Australia.”

A co-owner of Windsor Meats, Sam Burt, 
says he has not been surprised how sales at 
his eastern suburbs shop con�nued to be 
15% to 20% up for month a�er month.

He says COVID-19 travel restric�ons were a 
strong factor, resul�ng in more people 
remaining in Adelaide compared to normal 
years.

“More people have simply been at home 
and there have been more mouths to feed,” 
Sam says.

“People in this area normally do a lot of 
travelling overseas and interstate but they 
haven’t been able to this year.

“Then there were Adelaide people 

who work interstate coming back 
to work from home. It will be 

interes�ng if this is a con�nuing trend.

“Also, a lot of young people who normally 
go interstate stayed at home.”  

Many people opted to spend extra �me at 
seaside areas, says the owner of Indulgent 
Meats at Port Elliot, Jeff Luxton. His sales 
have been up by 33% for months on end.

“With nobody going overseas, people have 
been coming down to their holiday houses 
and we con�nue to be very busy,” Jeff says.

“It was one thing to go 33% up earlier in the 
year but we’re pleased that it’s holding 
there. It has been pre�y consistent.”

Conversely, trade was slower at West Coast 
shops such as Ceduna Meat Service because 
the closure of the Western Australian 
border stopped interstate traffic, including 
grey nomads.  

Shops with significant wholesale sides 
experienced an average year overall, with 
the increase in retail sales struggling to 
counter the loss of wholesale due to the 
close and then slow reopening of hotels, 
clubs and restaurants.

Huge sales for manufacturers, too
A contract to supply Coles na�onally was a reward for Olga’s Fine 
Foods successfully mee�ng record-breaking demand during the 
pandemic.

Managing Director George Ujvary says, “As a result of being able to 
keep up supply, we’ve secured a contract with Coles for na�onal 
distribu�on.

“It’s gra�fying that Olga’s has grown from my father’s humble begin-
nings to having at least one product in every Coles store in Austra-
lia.”

George’s Hungarian-born father, also named George, was running a 
charcoal barbecue restaurant in Hindley St in the 1970s when a 
customer told him how to make beef chevapchici.

The popularity of these spiced “skinless sausages” led to the estab-
lishment of Olga’s 42 years ago. They remain popular, along with 
big-selling chicken pa�es.

Olga’s, which supplies all the major supermarket chains to varying 
degrees, also produces burgers, schnitzels, sausages and marinated 
steaks.

George says, “March was the busiest month we’ve ever had. In one 
two-week period, our sales were equivalent to five normal weeks.

“We put on a second shi� but we didn’t start a third because we 
were concerned about sourcing meat.

“One weekend, it seemed all wholesalers had run out of meat but 
supply started to come back a few days later.”

Slape & Sons also ran two shi�s but decided against star�ng a third 

due to uncertainty over meat supply.

“It was absolutely crazy here during the period of panic buying. 
Nobody could have pre-empted that things would get so chao�c,” 
Paul Slape says.

“We increased produc�on to 2.5 million sausages a week but it was 
impossible to fully fill all orders.” 

At Skara Smallgoods, Anthony Skara says, “We’ve had massive 
growth. This year has been excep�onal.” 

In the Adelaide Hills, the owner of Balhan-
nah Junc�on Meats, Aaron Reddy, says the 
loss of wholesale sales resulted in overall 
turnover “probably being on par” with 
previous years.

“We were crazily busy in the shop but it 
came back gradually. About 35% to 40% of 
our business is wholesale so it has been an 
up-and-down year,” Aaron says.

>

At Mt Gambier, the loss of wholesale sales 
also hit award-winning Collins Court Butch-
er  where owner Mick Lamond says he’s 
disappointed this year’s overall trade has 
been “a li�le down.” 

“There were more people coming through 
the shop door but the increase didn’t 
compensate for the downturn in whole-
sale,” Mick says.

George Ujvary at the chicken patties line at Olga’s Fine Foods.
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DES WATERS: a Kadina ‘institution’  
hangs up the knives after 35 years

Des Waters… plenty to celebrate in his long innings at Kadina.

In stepping down as a Director of MBL a�er 
20 years of sterling service, Paul Slape has 
feelings of awe and sa�sfac�on as he 
reflects on the modernisa�on of the Co-op-
era�ve.

Paul, pictured above, played an important 
role in evolving MBL from a compara�vely 
limited opera�on with an outdated business 
model and a single an�quated recycling 
plant into a modern business with custom-
ers sca�ered around the world. 

“It’s not un�l you stop and reflect that you 
fully realise how much has been achieved 
over the past 20 years. It’s hard to believe 
just how much has changed,” says Paul, 59, 
who stood down in July to re�re to 
Queensland.

“If we didn’t make changes to modernise, 
MBL would have been le� behind. We 
would have been outdated and not relevant 
to the Membership.”

Paul has been replaced on MBL’s Board by 
Anthony Skara, the founder of flourishing 
Skara Smallgoods (see story on opposite 
page). 

Paul’s 35 years at Slape & Sons ends in the 
first week for December. With his brother 
Philip as co-manager, Paul turned the 
business into a household name in SA, 
producing up to 2.5 million sausages weekly 
for na�onal consump�on.

Philip, 57, will con�nue running the business 
with help from his three sons Lachlan, 
Hayden and Sam, ensuring the family 
tradi�on con�nues.

Paul’s three daughters – Olivia, Rosa and 
Vanessa – have also worked in the business. 

“I really enjoyed working with them. It was a 
privilege. Of the third genera�on, Vanessa 
has worked here the longest, bringing 
energy and fresh ideas,” he says. 

Re�rement to Queensland looms in the 
New Year for Paul and his wife Kathy. They 
plan to spend winters in the Sunshine State 
and return to Adelaide each spring for �me 
with family and friends, staying for the 
Christmas period. 

Paul says he’ll always value his �me as an 
MBL Director and will keenly observe the 
Co-op’s development in coming years from 
afar.

MBL Chairman George Ujvary says the 
Board acknowledges and thanks Paul for his 
important contribu�ons over 20 
years.

“Paul was part of a Board that 
made key decisions which will have  

las�ng benefits for the Co-opera�ve,” 
George says.

“He was a great mentor during my early  
years on the Board, and he can be very 
proud that he has been able to leave the 
organisa�on in a much be�er posi�on than 
when he started.” 

Paul joined the Board in 2000 when Bob 
Stevens was Chairman and went on to work 
with the next four Chairmen – John Heard, 
Mike Rankin, Bruce Carter and incumbent 
George Ujvary.

“I have very much enjoyed my �me on the 
Board, working with intelligent business-
men who all helped each other. This 
business (Slape & Sons) has definitely bene-
fited from what I learnt at MBL,” Paul says.

“I par�cularly want to acknowledge Mike 
Rankin, Bruce Carter and Marc Van Kleef. 
They formed a sound group of Directors 
who were important in MBL’s modernisa-
�on.”

With Warren McLean as CEO, the Board of 
Mike, Bruce, Marc and Paul made a series of 
game-changing decisions, involving heavy 
investment, to secure the future of the 
Co-op.

These decisions included solving the odour 
problem which threatened the Wingfield 
plant, modernising the exis�ng plant and 
building two others at Wingfield, buying 
and modernising the Keith plant, and 
moving base from cramped Kilburn to large 
premises at Athol Park to allow the 
merchandise business to grow and seize 
opportuni�es. 

Paul says, “We had the responsibility of 
making some big decisions. There was 
worry at �mes but we were confident we 
were on the right path.

“Warren and Bruce drove the ideas and we 
were a cohesive Board. We knew what 

needed to be done and today I look back 
with sa�sfac�on at what we achieved.

“An important first step was the develop-
ment of the Biofilter. It was worth every 
cent, a remarkable achievement that solved 
Wingfield’s environmental issues.

“However, our sole plant at Wingfield was 
an an�quated setup that had high running 
costs and produced only two products – 
generic meatmeal and tallow. 

“We simply had to produce more products 
more cheaply so we built an energy-effi-
cient Low Temperature plant which cost a 
lot of money but we had no real choice. 

“We ini�ally bought the plant at Keith to 
keep compe�tors out of our State but this 
plant ended up performing very well and 
opened new overseas markets.”

In 2018, the Keith plant’s success in produc-
ing premium pet food ingredients, mainly 
for North America, resulted in MBL winning 
a pres�gious Impact award for export excel-
lence against 60 highly-creden�alled export 
companies.  

Paul says the decision to purchase and 
modify a large site with vast warehouses at 
Athol Park was another game changer for 
MBL.

“Our single warehouse at Kilburn was 
overcrowded and had no flow. At Athol 
Park, we developed four flow-through 
warehouses which have allowed us to 
expand our range of products to over 
5,000,” he says.

“Ini�ally, we thought we’d only need two 
warehouses and we’d rent out the other 
two but this didn’t happen as our business 
kept growing. 

“We were able to improve our merchandise 
offering for Members, and we have ample 
room to grow for many years to come.”

Des Waters, who built his 
Kadina shop into an “ins�tu-
�on” on Yorke Peninsula over 
35 years, has re�red - and his 
name won’t be forgo�en. 

He has sold Desmond’s Meat 
Service to lead the quiet life but 
new owner Russell Harford will 
retain the shop’s name. Des’s 
daughter Amy and nephew 
Robert, both experienced 
butchers, will con�nue working 
there.

“It seems like yesterday that we 
began here. I’m pleased and 
proud that the name will con�n-
ue on,” says Des, 63, who 
reduced his working hours in 
recent years due to health 
issues.

“One of the most rewarding 
parts of our 35 years here has 
been the loyalty and support of 
our customers and the commu-
nity. We’ve formed many close 
and strong rela�onships.”

Des, who was born and raised at 
nearby Moonta, originally 
wanted to be a chef in the Navy 
but to do so, he first needed 
either second year butchery or 
bakery qualifica�ons.

So in 1972, at age 15, he took up 
a butchery appren�ceship in 
Kadina, enjoyed the work and 
decided to stay in the meat 
game.

A�er becoming qualified, Des 
spread his wings as much as 
possible with a view to eventu-
ally opening his own shop.

“I had seven jobs in Adelaide in 
nine years, including managing 
two shops. I kept moving 
around so I could learn from 
every place,” he says. 

Des and wife Anne moved to 
Kadina in 1985, buying 
Johnsons Meat Service and 
immediately changing the name 
to Desmond’s Meat Service. 

The corner shop first opened in 
1861. Local historians believe it 
is the oldest con�nuously 
trading butcher shop in SA and 
possibly the oldest in Australia.

“There was only Anne and one 
casual at the start, and the 
business has just kept growing,” 
recalls Des, who has been a 
strong supporter of MBL.

“It became a lot bigger than we 
first expected. Yes, we have 
been very happy with the way it 
has all gone.”

Priding himself on hard work 
and tradi�onal values, Des has 
built a high reputa�on for 
quality meat, much of which 
came from his own small 
aba�oir on the town’s outskirts.

He had a record of training 
young people to high standards 
and was highly successful in 
Sausage King.

In 2007, he won two of five SA 
Sausage King awards – in the 
Tradi�onal Australian and Pork 
categories – to become the 
toast of Kadina.

He enjoys telling how his 

success was publicised in his 
local paper and the next week 
sales of winning barbecue 
sausages alone rose from 300kg 
a week to 1,360kg. 

Appropriately for his loca�on in 
“Australia’s li�le Cornwall”, Des 
some�mes made sausages 
which were a spinoff of the 
area’s famous Cornish pas�es, a 
favoured lunch of copper 
miners in the 1800s.

The popular sausages had the 
contents of a Cornish pasty – 
potato, pumpkin, carrot, onion 
and parsley.

Des was also known for his local 
charity work, taking his cookers 
to func�ons to prepare roasts, 
o�en from lamb donated by 
local farmers.

“At one event at the golf club, I 
cooked roasts for 450 people. 
That kept me on my toes,” he 
says.

Des says he could never have 
succeeded in business without 
the support of his wife.

“Working together, through 
tough �mes and good �mes, 
can be a struggle at �mes but I 
would never have been able to 
carry on without Anne’s 
support,” he says.

Paul says the Board had to cope for several 
years with the horrendous carbon tax on 
top of substan�al rises in network charges 
for gas and electricity.

The carbon tax cost MBL about $800,000 
over the 2013 and 2014 financial years, 
while between 2011 and 2013, gas network 
charges jumped by 64% and electricity 
supply charges leapt by 60%.  The CPI over 
the three years totalled 7.2%.

“We were hit by the carbon tax at the same 
�me as gas and electricity prices escalated 
to levels nobody could have predicted,” 
Paul says.

“If the Board hadn’t properly addressed 
these issues at the �me, MBL wouldn’t be as 
successful as it is today.”

While MBL has been a resounding success 
story during Paul’s tenure, so too has his 
family business. Slape & Sons has gone from 
making 650,000 sausages weekly in 2008 to 
churning out of 2.5 million in peak weeks.

The Slape story began in the early 1960s 
when Paul’s father Robbie, a butcher in 
Beulah Park and then St Peters, supplied his 
sausages to half a dozen other butcher 
shops.

Robbie decided to specialise in sausages, 
star�ng Robbie Slape Sausages in 1965. He 
changed the name to Slape & Sons when 
sons Paul and Philip joined the business in 
the mid-1980s.

Paul says, “I qualified as an op�cal techni-
cian and was working at Laubman & Pank in 
Mt Gambier when Dad started thinking of 
selling the business. I came back to help 
him.

“I never thought I’d stay in the business for 
35 years but I’m glad I did. Dad would be 
happy up there looking down and thinking 
how the business has grown.

“Dad would also be proud that it will con�n-
ue as a family business with Philip’s three 
sons following in our footsteps.

“As I leave, I’ve also found it comfor�ng that 
everything Philip and I have worked for will 
stay in the family. That’s great.”

Drake Supermarkets features Slape & Sons 
in a current TV ad promo�ng local SA foods 
from iconic companies including Beeren-
berg and Spring Gully.

“It’s pleasing that people see us as iconic, 
recognising that we’ve been making great 
products for a long �me,” Paul says.

“It makes me proud that, when I’m out and 
about in a Slape & Sons shirt, people see the 
logo and o�en say, ‘You make good sausag-
es.’

“At a Bunnings checkout the other day, a 

woman saw the logo and said, ‘I love them. I 
had them for dinner last night.’ It’s very 
sa�sfying.

“But it’s not just about me. The success of 
this business is down to the efforts of our 
loyal staff, many of whom have been 
involved for many years.”

Like with MBL, Paul will ensure he keeps 
abreast of future developments at Slape & 
Sons, saying it’s hard to just walk away.

“You can’t just turn off the lights and go 
fishing. I’m sure I’ll be dropping by from 
�me to �me. I might be seen peering over 
the fence,” he says.    

“That said, I’m looking forward to the next 
stage of my life with Kathy, doing things 
you’ve always thought about doing like 
fishing, bike riding or just walking along a 
beach.

“I’m leaving content and sa�sfied at what I 
have achieved at the two businesses. The 
future looks great for both.”  

A contract to supply Coles na�onally was a reward for Olga’s Fine 
Foods successfully mee�ng record-breaking demand during the 
pandemic.

Managing Director George Ujvary says, “As a result of being able to 
keep up supply, we’ve secured a contract with Coles for na�onal 
distribu�on.

“It’s gra�fying that Olga’s has grown from my father’s humble begin-
nings to having at least one product in every Coles store in Austra-
lia.”

George’s Hungarian-born father, also named George, was running a 
charcoal barbecue restaurant in Hindley St in the 1970s when a 
customer told him how to make beef chevapchici.

The popularity of these spiced “skinless sausages” led to the estab-
lishment of Olga’s 42 years ago. They remain popular, along with 
big-selling chicken pa�es.

Olga’s, which supplies all the major supermarket chains to varying 
degrees, also produces burgers, schnitzels, sausages and marinated 
steaks.

George says, “March was the busiest month we’ve ever had. In one 
two-week period, our sales were equivalent to five normal weeks.

“We put on a second shi� but we didn’t start a third because we 
were concerned about sourcing meat.

“One weekend, it seemed all wholesalers had run out of meat but 
supply started to come back a few days later.”

Slape & Sons also ran two shi�s but decided against star�ng a third 

due to uncertainty over meat supply.

“It was absolutely crazy here during the period of panic buying. 
Nobody could have pre-empted that things would get so chao�c,” 
Paul Slape says.

“We increased produc�on to 2.5 million sausages a week but it was 
impossible to fully fill all orders.” 

At Skara Smallgoods, Anthony Skara says, “We’ve had massive 
growth. This year has been excep�onal.” 
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In stepping down as a Director of MBL a�er 
20 years of sterling service, Paul Slape has 
feelings of awe and sa�sfac�on as he 
reflects on the modernisa�on of the Co-op-
era�ve.

Paul, pictured above, played an important 
role in evolving MBL from a compara�vely 
limited opera�on with an outdated business 
model and a single an�quated recycling 
plant into a modern business with custom-
ers sca�ered around the world. 

“It’s not un�l you stop and reflect that you 
fully realise how much has been achieved 
over the past 20 years. It’s hard to believe 
just how much has changed,” says Paul, 59, 
who stood down in July to re�re to 
Queensland.

“If we didn’t make changes to modernise, 
MBL would have been le� behind. We 
would have been outdated and not relevant 
to the Membership.”

Paul has been replaced on MBL’s Board by 
Anthony Skara, the founder of flourishing 
Skara Smallgoods (see story on opposite 
page). 

Paul’s 35 years at Slape & Sons ends in the 
first week for December. With his brother 
Philip as co-manager, Paul turned the 
business into a household name in SA, 
producing up to 2.5 million sausages weekly 
for na�onal consump�on.

Philip, 57, will con�nue running the business 
with help from his three sons Lachlan, 
Hayden and Sam, ensuring the family 
tradi�on con�nues.

Paul’s three daughters – Olivia, Rosa and 
Vanessa – have also worked in the business. 

“I really enjoyed working with them. It was a 
privilege. Of the third genera�on, Vanessa 
has worked here the longest, bringing 
energy and fresh ideas,” he says. 

Re�rement to Queensland looms in the 
New Year for Paul and his wife Kathy. They 
plan to spend winters in the Sunshine State 
and return to Adelaide each spring for �me 
with family and friends, staying for the 
Christmas period. 

Paul says he’ll always value his �me as an 
MBL Director and will keenly observe the 
Co-op’s development in coming years from 
afar.

MBL Chairman George Ujvary says the 
Board acknowledges and thanks Paul for his 
important contribu�ons over 20 
years.

“Paul was part of a Board that 
made key decisions which will have  

las�ng benefits for the Co-opera�ve,” 
George says.

“He was a great mentor during my early  
years on the Board, and he can be very 
proud that he has been able to leave the 
organisa�on in a much be�er posi�on than 
when he started.” 

Paul joined the Board in 2000 when Bob 
Stevens was Chairman and went on to work 
with the next four Chairmen – John Heard, 
Mike Rankin, Bruce Carter and incumbent 
George Ujvary.

“I have very much enjoyed my �me on the 
Board, working with intelligent business-
men who all helped each other. This 
business (Slape & Sons) has definitely bene-
fited from what I learnt at MBL,” Paul says.

“I par�cularly want to acknowledge Mike 
Rankin, Bruce Carter and Marc Van Kleef. 
They formed a sound group of Directors 
who were important in MBL’s modernisa-
�on.”

With Warren McLean as CEO, the Board of 
Mike, Bruce, Marc and Paul made a series of 
game-changing decisions, involving heavy 
investment, to secure the future of the 
Co-op.

These decisions included solving the odour 
problem which threatened the Wingfield 
plant, modernising the exis�ng plant and 
building two others at Wingfield, buying 
and modernising the Keith plant, and 
moving base from cramped Kilburn to large 
premises at Athol Park to allow the 
merchandise business to grow and seize 
opportuni�es. 

Paul says, “We had the responsibility of 
making some big decisions. There was 
worry at �mes but we were confident we 
were on the right path.

“Warren and Bruce drove the ideas and we 
were a cohesive Board. We knew what 

needed to be done and today I look back 
with sa�sfac�on at what we achieved.

“An important first step was the develop-
ment of the Biofilter. It was worth every 
cent, a remarkable achievement that solved 
Wingfield’s environmental issues.

“However, our sole plant at Wingfield was 
an an�quated setup that had high running 
costs and produced only two products – 
generic meatmeal and tallow. 

“We simply had to produce more products 
more cheaply so we built an energy-effi-
cient Low Temperature plant which cost a 
lot of money but we had no real choice. 

“We ini�ally bought the plant at Keith to 
keep compe�tors out of our State but this 
plant ended up performing very well and 
opened new overseas markets.”

In 2018, the Keith plant’s success in produc-
ing premium pet food ingredients, mainly 
for North America, resulted in MBL winning 
a pres�gious Impact award for export excel-
lence against 60 highly-creden�alled export 
companies.  

Paul says the decision to purchase and 
modify a large site with vast warehouses at 
Athol Park was another game changer for 
MBL.

“Our single warehouse at Kilburn was 
overcrowded and had no flow. At Athol 
Park, we developed four flow-through 
warehouses which have allowed us to 
expand our range of products to over 
5,000,” he says.

“Ini�ally, we thought we’d only need two 
warehouses and we’d rent out the other 
two but this didn’t happen as our business 
kept growing. 

“We were able to improve our merchandise 
offering for Members, and we have ample 
room to grow for many years to come.”

Paul says the Board had to cope for several 
years with the horrendous carbon tax on 
top of substan�al rises in network charges 
for gas and electricity.

The carbon tax cost MBL about $800,000 
over the 2013 and 2014 financial years, 
while between 2011 and 2013, gas network 
charges jumped by 64% and electricity 
supply charges leapt by 60%.  The CPI over 
the three years totalled 7.2%.

“We were hit by the carbon tax at the same 
�me as gas and electricity prices escalated 
to levels nobody could have predicted,” 
Paul says.

“If the Board hadn’t properly addressed 
these issues at the �me, MBL wouldn’t be as 
successful as it is today.”

While MBL has been a resounding success 
story during Paul’s tenure, so too has his 
family business. Slape & Sons has gone from 
making 650,000 sausages weekly in 2008 to 
churning out of 2.5 million in peak weeks.

The Slape story began in the early 1960s 
when Paul’s father Robbie, a butcher in 
Beulah Park and then St Peters, supplied his 
sausages to half a dozen other butcher 
shops.

Robbie decided to specialise in sausages, 
star�ng Robbie Slape Sausages in 1965. He 
changed the name to Slape & Sons when 
sons Paul and Philip joined the business in 
the mid-1980s.

Paul says, “I qualified as an op�cal techni-
cian and was working at Laubman & Pank in 
Mt Gambier when Dad started thinking of 
selling the business. I came back to help 
him.

“I never thought I’d stay in the business for 
35 years but I’m glad I did. Dad would be 
happy up there looking down and thinking 
how the business has grown.

“Dad would also be proud that it will con�n-
ue as a family business with Philip’s three 
sons following in our footsteps.

“As I leave, I’ve also found it comfor�ng that 
everything Philip and I have worked for will 
stay in the family. That’s great.”

Drake Supermarkets features Slape & Sons 
in a current TV ad promo�ng local SA foods 
from iconic companies including Beeren-
berg and Spring Gully.

“It’s pleasing that people see us as iconic, 
recognising that we’ve been making great 
products for a long �me,” Paul says.

“It makes me proud that, when I’m out and 
about in a Slape & Sons shirt, people see the 
logo and o�en say, ‘You make good sausag-
es.’

“At a Bunnings checkout the other day, a 

woman saw the logo and said, ‘I love them. I 
had them for dinner last night.’ It’s very 
sa�sfying.

“But it’s not just about me. The success of 
this business is down to the efforts of our 
loyal staff, many of whom have been 
involved for many years.”

Like with MBL, Paul will ensure he keeps 
abreast of future developments at Slape & 
Sons, saying it’s hard to just walk away.

“You can’t just turn off the lights and go 
fishing. I’m sure I’ll be dropping by from 
�me to �me. I might be seen peering over 
the fence,” he says.    

“That said, I’m looking forward to the next 
stage of my life with Kathy, doing things 
you’ve always thought about doing like 
fishing, bike riding or just walking along a 
beach.

“I’m leaving content and sa�sfied at what I 
have achieved at the two businesses. The 
future looks great for both.”  

Fresh push for Helix Personas
COVID-19 DELAYS CONSUMER PROFILING TOOL
The rollout by MLA and AMIC of a sophis�-
cated consumer profiling tool for indepen-
dent retail butchers will pick up in the New 
Year a�er COVID-19 distrac�ons this year.

With retail sales being sustained at an 
average of 20% since the coronavirus 
landed in March, busy butchers have had 
neither the �me nor the inclina�on to inves-
�gate Roy Morgan Research’s Helix Perso-
nas program.

“When your sales are up and you’re busy, 
finding out about a new sales tool is not a 
priority,” says Chairman of AMIC SA’s Retail 
Council, Trevor Hill (pictured at Bruce’s 
Meat Mitcham).

“However, Hexlix Personas is one of the 
biggest marke�ng opportuni�es ever 
handed to butchers and we need to 
embrace it.

“It can give butchers great insights into who 
lives near their individual shops so they can 
make decisions on a�rac�ng new custom-
ers and improving offerings to exis�ng ones.

 “Only big business once had access to such 
detailed profiling but now MLA has invested 

‘Helix Personas is one of the biggest marketing opportunities 
ever handed to butchers and we need to embrace it’ – Trevor Hill

in it for retail butchers and AMIC is 
introducing it to butchers.”

AMIC’s SA rep Chris Kelly has visited some 
20 shops to demonstrate Helix Personas on 
his laptop but he had to postpone some 
planned visits because Roy Morgan staff 
had to update data to reflect changes 
during the COVID year.

“The data has been updated and it’s good to 
go, but with Christmas now coming up, I’ll 
now be out and about again next year to 
demonstrate the program. I’ll look at 
holding a group gathering,” Chris says.

“I’ve been impressed by Helix Personas and 
it will be a very good thing for butchers.”

The technology for Helix Personas was 
developed for poli�cal profiling and has 
been pivotal in iden�fying voter a�tudes 
before US elec�ons and the UK’s Brexit 
referendum. It has been modified for retail 
purposes. 

It segments consumers into targetable 
groups by processing government data, 
including Census details, and combining it 
with records of customer transac�ons, 

social media and web traffic. Roy Morgan’s 
ongoing research is also thrown into the mix 
and data is regularly updated. 

The program produces detailed insights into 
consumer a�tudes and spending pa�erns 
in the catchment areas of specific butcher 
shops, based on a shop’s postcode or on 
distances such as 1km, 5km or 10km.

Armed with this insight, butchers can adjust 
their local marke�ng and product offerings, 
right down to how displays are arranged, to 
best a�ract more local customers.

Trevor has begun to apply Helix Personas 
informa�on by modifying his display and 
refining Facebook adver�sing.

His display is now more arranged by cooking 
method - roasts together, steak and chops 
together, and sausages and burgers togeth-
er – for the convenience of shoppers but he 
says it’s a work in progress.

“We have to delve more into the analy�cs of 
it. There is a lot of informa�on to process 
and it can be difficult to apply,” Trevor says.

“By knowing who’s in your postcode, you 
can look at your business to see which 
groups would come to your shop and which 
groups wouldn’t, so you can be�er target 
customers.”



10 MBL News November - December 2020www.mblsa.com.au

legal 
matters 

with 
DANNY BEGER

Workplace theft
It goes without saying that friends and 
family don’t steal from each other. Normal-
ly it would be quite the opposite.  

Most business owners and managers look 
upon their long-term employees as friends.  
In some cases, employees stay with an 
employer for many years and end up being 
like family.  

It is therefore all the more distressing when 
a trusted employee becomes the subject of 
a the� allega�on and/or inves�ga�on. 

In some cases, a thief is “caught red-hand-
ed.” But o�en an employer will simply get a 
feeling that “something is not right” or 
“things don’t add up.” It may be necessary 
to conduct an inves�ga�on. 
 
Types of workplace the�

Workplace the�s either involve the employ-
ee taking items or assis�ng a third party to 
do so. The most obvious types of workplace 
the� include:

G•GMoney, which may be as simple as 
taking from the �ll but could include the 
cancella�on of invoices, adjus�ng stock 
counts and the like;
G•GStock, goods or equipment; and/or
G•GServices provided by the employer.

Cause for workplace the�

The causes of workplace the� are likely as 
intricate as human beings themselves but 
may include:
G•GAn employee’s dissa�sfac�on with their 
workplace;

In stepping down as a Director of MBL a�er 
20 years of sterling service, Paul Slape has 
feelings of awe and sa�sfac�on as he 
reflects on the modernisa�on of the Co-op-
era�ve.

Paul, pictured above, played an important 
role in evolving MBL from a compara�vely 
limited opera�on with an outdated business 
model and a single an�quated recycling 
plant into a modern business with custom-
ers sca�ered around the world. 

“It’s not un�l you stop and reflect that you 
fully realise how much has been achieved 
over the past 20 years. It’s hard to believe 
just how much has changed,” says Paul, 59, 
who stood down in July to re�re to 
Queensland.

“If we didn’t make changes to modernise, 
MBL would have been le� behind. We 
would have been outdated and not relevant 
to the Membership.”

Paul has been replaced on MBL’s Board by 
Anthony Skara, the founder of flourishing 
Skara Smallgoods (see story on opposite 
page). 

Paul’s 35 years at Slape & Sons ends in the 
first week for December. With his brother 
Philip as co-manager, Paul turned the 
business into a household name in SA, 
producing up to 2.5 million sausages weekly 
for na�onal consump�on.

Philip, 57, will con�nue running the business 
with help from his three sons Lachlan, 
Hayden and Sam, ensuring the family 
tradi�on con�nues.

Paul’s three daughters – Olivia, Rosa and 
Vanessa – have also worked in the business. 

“I really enjoyed working with them. It was a 
privilege. Of the third genera�on, Vanessa 
has worked here the longest, bringing 
energy and fresh ideas,” he says. 

Re�rement to Queensland looms in the 
New Year for Paul and his wife Kathy. They 
plan to spend winters in the Sunshine State 
and return to Adelaide each spring for �me 
with family and friends, staying for the 
Christmas period. 

Paul says he’ll always value his �me as an 
MBL Director and will keenly observe the 
Co-op’s development in coming years from 
afar.

MBL Chairman George Ujvary says the 
Board acknowledges and thanks Paul for his 
important contribu�ons over 20 
years.

“Paul was part of a Board that 
made key decisions which will have  

las�ng benefits for the Co-opera�ve,” 
George says.

“He was a great mentor during my early  
years on the Board, and he can be very 
proud that he has been able to leave the 
organisa�on in a much be�er posi�on than 
when he started.” 

Paul joined the Board in 2000 when Bob 
Stevens was Chairman and went on to work 
with the next four Chairmen – John Heard, 
Mike Rankin, Bruce Carter and incumbent 
George Ujvary.

“I have very much enjoyed my �me on the 
Board, working with intelligent business-
men who all helped each other. This 
business (Slape & Sons) has definitely bene-
fited from what I learnt at MBL,” Paul says.

“I par�cularly want to acknowledge Mike 
Rankin, Bruce Carter and Marc Van Kleef. 
They formed a sound group of Directors 
who were important in MBL’s modernisa-
�on.”

With Warren McLean as CEO, the Board of 
Mike, Bruce, Marc and Paul made a series of 
game-changing decisions, involving heavy 
investment, to secure the future of the 
Co-op.

These decisions included solving the odour 
problem which threatened the Wingfield 
plant, modernising the exis�ng plant and 
building two others at Wingfield, buying 
and modernising the Keith plant, and 
moving base from cramped Kilburn to large 
premises at Athol Park to allow the 
merchandise business to grow and seize 
opportuni�es. 

Paul says, “We had the responsibility of 
making some big decisions. There was 
worry at �mes but we were confident we 
were on the right path.

“Warren and Bruce drove the ideas and we 
were a cohesive Board. We knew what 

needed to be done and today I look back 
with sa�sfac�on at what we achieved.

“An important first step was the develop-
ment of the Biofilter. It was worth every 
cent, a remarkable achievement that solved 
Wingfield’s environmental issues.

“However, our sole plant at Wingfield was 
an an�quated setup that had high running 
costs and produced only two products – 
generic meatmeal and tallow. 

“We simply had to produce more products 
more cheaply so we built an energy-effi-
cient Low Temperature plant which cost a 
lot of money but we had no real choice. 

“We ini�ally bought the plant at Keith to 
keep compe�tors out of our State but this 
plant ended up performing very well and 
opened new overseas markets.”

In 2018, the Keith plant’s success in produc-
ing premium pet food ingredients, mainly 
for North America, resulted in MBL winning 
a pres�gious Impact award for export excel-
lence against 60 highly-creden�alled export 
companies.  

Paul says the decision to purchase and 
modify a large site with vast warehouses at 
Athol Park was another game changer for 
MBL.

“Our single warehouse at Kilburn was 
overcrowded and had no flow. At Athol 
Park, we developed four flow-through 
warehouses which have allowed us to 
expand our range of products to over 
5,000,” he says.

“Ini�ally, we thought we’d only need two 
warehouses and we’d rent out the other 
two but this didn’t happen as our business 
kept growing. 

“We were able to improve our merchandise 
offering for Members, and we have ample 
room to grow for many years to come.”

G•GThe employee feeling that their 
employer or manager has wronged them in 
some way, such as being underpaid;
G•GA psychological condi�on;
G•GWhere it is clear that there is no control 
of inventory; 
G•GWhere there are likely to be limited 
consequences. 

Inves�ga�on of workplace the�

All workplace the� should be thoroughly 
inves�gated so that evidence can be collect-
ed and also to set a precedent for the work-
place.  

The inves�ga�on may include:

G•GA review of video footage, audits, bank 
statements, invoices and receipts, and 
employee �meslips;
G•GInstalling cameras and implemen�ng 
audits and inventory control;
G•GTaking statements from relevant 
people; and
G•GPu�ng the evidence to the employee 
and asking for their response. 

Workplace the� policy

For many small businesses, it seems count-
er-intui�ve to have a workplace the� policy 
because most employers cannot imagine it 
happening and feel that such a policy is 
“sending the wrong message.” 

Just as it is important to have policies in 
rela�on to occupa�onal health, bullying, 
discrimina�on and the like, it is also import-
ant to have a policy for workplace the�. 

Such a policy may make it clear that the 
employer takes all the� extremely seriously 
and that it will result in summary dismissal 
and repor�ng to the police. The policy may 
also state that the employer will seek full 
res�tu�on.

Preven�on of workplace the�

A good work environment is an excellent 
star�ng point to prevent workplace the� 
but it will not prevent all the�.  It is also 
important to have in place:

G•GA workplace the� policy;
G•GRegular stock and equipment audits;
G•GMonthly (or more regular) reconcilia-
�ons of bank statements and cash accounts; 
and
G•GCameras and spot checks where appro-
priate.

Dismissing an employee 

Under the Fair Work Act, an employee can 
be summarily dismissed for serious miscon-
duct and it is clear from various case law 
that the� will o�en cons�tute serious 
misconduct. 

However, a single foolish act may not always 
cons�tute a proper reason for summary 
dismissal.  Each ma�er must be judged on 
its par�cular facts and circumstances.

Paul says the Board had to cope for several 
years with the horrendous carbon tax on 
top of substan�al rises in network charges 
for gas and electricity.

The carbon tax cost MBL about $800,000 
over the 2013 and 2014 financial years, 
while between 2011 and 2013, gas network 
charges jumped by 64% and electricity 
supply charges leapt by 60%.  The CPI over 
the three years totalled 7.2%.

“We were hit by the carbon tax at the same 
�me as gas and electricity prices escalated 
to levels nobody could have predicted,” 
Paul says.

“If the Board hadn’t properly addressed 
these issues at the �me, MBL wouldn’t be as 
successful as it is today.”

While MBL has been a resounding success 
story during Paul’s tenure, so too has his 
family business. Slape & Sons has gone from 
making 650,000 sausages weekly in 2008 to 
churning out of 2.5 million in peak weeks.

The Slape story began in the early 1960s 
when Paul’s father Robbie, a butcher in 
Beulah Park and then St Peters, supplied his 
sausages to half a dozen other butcher 
shops.

Robbie decided to specialise in sausages, 
star�ng Robbie Slape Sausages in 1965. He 
changed the name to Slape & Sons when 
sons Paul and Philip joined the business in 
the mid-1980s.

Paul says, “I qualified as an op�cal techni-
cian and was working at Laubman & Pank in 
Mt Gambier when Dad started thinking of 
selling the business. I came back to help 
him.

“I never thought I’d stay in the business for 
35 years but I’m glad I did. Dad would be 
happy up there looking down and thinking 
how the business has grown.

“Dad would also be proud that it will con�n-
ue as a family business with Philip’s three 
sons following in our footsteps.

“As I leave, I’ve also found it comfor�ng that 
everything Philip and I have worked for will 
stay in the family. That’s great.”

Drake Supermarkets features Slape & Sons 
in a current TV ad promo�ng local SA foods 
from iconic companies including Beeren-
berg and Spring Gully.

“It’s pleasing that people see us as iconic, 
recognising that we’ve been making great 
products for a long �me,” Paul says.

“It makes me proud that, when I’m out and 
about in a Slape & Sons shirt, people see the 
logo and o�en say, ‘You make good sausag-
es.’

“At a Bunnings checkout the other day, a 

woman saw the logo and said, ‘I love them. I 
had them for dinner last night.’ It’s very 
sa�sfying.

“But it’s not just about me. The success of 
this business is down to the efforts of our 
loyal staff, many of whom have been 
involved for many years.”

Like with MBL, Paul will ensure he keeps 
abreast of future developments at Slape & 
Sons, saying it’s hard to just walk away.

“You can’t just turn off the lights and go 
fishing. I’m sure I’ll be dropping by from 
�me to �me. I might be seen peering over 
the fence,” he says.    

“That said, I’m looking forward to the next 
stage of my life with Kathy, doing things 
you’ve always thought about doing like 
fishing, bike riding or just walking along a 
beach.

“I’m leaving content and sa�sfied at what I 
have achieved at the two businesses. The 
future looks great for both.”  
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Paul Slape… proud of his achievements.

It goes without saying that friends and 
family don’t steal from each other. Normal-
ly it would be quite the opposite.  

Most business owners and managers look 
upon their long-term employees as friends.  
In some cases, employees stay with an 
employer for many years and end up being 
like family.  

It is therefore all the more distressing when 
a trusted employee becomes the subject of 
a the� allega�on and/or inves�ga�on. 

In some cases, a thief is “caught red-hand-
ed.” But o�en an employer will simply get a 
feeling that “something is not right” or 
“things don’t add up.” It may be necessary 
to conduct an inves�ga�on. 
 
Types of workplace the�

Workplace the�s either involve the employ-
ee taking items or assis�ng a third party to 
do so. The most obvious types of workplace 
the� include:

G•GMoney, which may be as simple as 
taking from the �ll but could include the 
cancella�on of invoices, adjus�ng stock 
counts and the like;
G•GStock, goods or equipment; and/or
G•GServices provided by the employer.

Cause for workplace the�

The causes of workplace the� are likely as 
intricate as human beings themselves but 
may include:
G•GAn employee’s dissa�sfac�on with their 
workplace;

In stepping down as a Director of MBL a�er 
20 years of sterling service, Paul Slape has 
feelings of awe and sa�sfac�on as he 
reflects on the modernisa�on of the Co-op-
era�ve.

Paul, pictured above, played an important 
role in evolving MBL from a compara�vely 
limited opera�on with an outdated business 
model and a single an�quated recycling 
plant into a modern business with custom-
ers sca�ered around the world. 

“It’s not un�l you stop and reflect that you 
fully realise how much has been achieved 
over the past 20 years. It’s hard to believe 
just how much has changed,” says Paul, 59, 
who stood down in July to re�re to 
Queensland.

“If we didn’t make changes to modernise, 
MBL would have been le� behind. We 
would have been outdated and not relevant 
to the Membership.”

Paul has been replaced on MBL’s Board by 
Anthony Skara, the founder of flourishing 
Skara Smallgoods (see story on opposite 
page). 

Paul’s 35 years at Slape & Sons ends in the 
first week for December. With his brother 
Philip as co-manager, Paul turned the 
business into a household name in SA, 
producing up to 2.5 million sausages weekly 
for na�onal consump�on.

Philip, 57, will con�nue running the business 
with help from his three sons Lachlan, 
Hayden and Sam, ensuring the family 
tradi�on con�nues.

Paul’s three daughters – Olivia, Rosa and 
Vanessa – have also worked in the business. 

“I really enjoyed working with them. It was a 
privilege. Of the third genera�on, Vanessa 
has worked here the longest, bringing 
energy and fresh ideas,” he says. 

Re�rement to Queensland looms in the 
New Year for Paul and his wife Kathy. They 
plan to spend winters in the Sunshine State 
and return to Adelaide each spring for �me 
with family and friends, staying for the 
Christmas period. 

Paul says he’ll always value his �me as an 
MBL Director and will keenly observe the 
Co-op’s development in coming years from 
afar.

MBL Chairman George Ujvary says the 
Board acknowledges and thanks Paul for his 
important contribu�ons over 20 
years.

“Paul was part of a Board that 
made key decisions which will have  

las�ng benefits for the Co-opera�ve,” 
George says.

“He was a great mentor during my early  
years on the Board, and he can be very 
proud that he has been able to leave the 
organisa�on in a much be�er posi�on than 
when he started.” 

Paul joined the Board in 2000 when Bob 
Stevens was Chairman and went on to work 
with the next four Chairmen – John Heard, 
Mike Rankin, Bruce Carter and incumbent 
George Ujvary.

“I have very much enjoyed my �me on the 
Board, working with intelligent business-
men who all helped each other. This 
business (Slape & Sons) has definitely bene-
fited from what I learnt at MBL,” Paul says.

“I par�cularly want to acknowledge Mike 
Rankin, Bruce Carter and Marc Van Kleef. 
They formed a sound group of Directors 
who were important in MBL’s modernisa-
�on.”

With Warren McLean as CEO, the Board of 
Mike, Bruce, Marc and Paul made a series of 
game-changing decisions, involving heavy 
investment, to secure the future of the 
Co-op.

These decisions included solving the odour 
problem which threatened the Wingfield 
plant, modernising the exis�ng plant and 
building two others at Wingfield, buying 
and modernising the Keith plant, and 
moving base from cramped Kilburn to large 
premises at Athol Park to allow the 
merchandise business to grow and seize 
opportuni�es. 

Paul says, “We had the responsibility of 
making some big decisions. There was 
worry at �mes but we were confident we 
were on the right path.

“Warren and Bruce drove the ideas and we 
were a cohesive Board. We knew what 

needed to be done and today I look back 
with sa�sfac�on at what we achieved.

“An important first step was the develop-
ment of the Biofilter. It was worth every 
cent, a remarkable achievement that solved 
Wingfield’s environmental issues.

“However, our sole plant at Wingfield was 
an an�quated setup that had high running 
costs and produced only two products – 
generic meatmeal and tallow. 

“We simply had to produce more products 
more cheaply so we built an energy-effi-
cient Low Temperature plant which cost a 
lot of money but we had no real choice. 

“We ini�ally bought the plant at Keith to 
keep compe�tors out of our State but this 
plant ended up performing very well and 
opened new overseas markets.”

In 2018, the Keith plant’s success in produc-
ing premium pet food ingredients, mainly 
for North America, resulted in MBL winning 
a pres�gious Impact award for export excel-
lence against 60 highly-creden�alled export 
companies.  

Paul says the decision to purchase and 
modify a large site with vast warehouses at 
Athol Park was another game changer for 
MBL.

“Our single warehouse at Kilburn was 
overcrowded and had no flow. At Athol 
Park, we developed four flow-through 
warehouses which have allowed us to 
expand our range of products to over 
5,000,” he says.

“Ini�ally, we thought we’d only need two 
warehouses and we’d rent out the other 
two but this didn’t happen as our business 
kept growing. 

“We were able to improve our merchandise 
offering for Members, and we have ample 
room to grow for many years to come.”

G•GThe employee feeling that their 
employer or manager has wronged them in 
some way, such as being underpaid;
G•GA psychological condi�on;
G•GWhere it is clear that there is no control 
of inventory; 
G•GWhere there are likely to be limited 
consequences. 

Inves�ga�on of workplace the�

All workplace the� should be thoroughly 
inves�gated so that evidence can be collect-
ed and also to set a precedent for the work-
place.  

The inves�ga�on may include:

G•GA review of video footage, audits, bank 
statements, invoices and receipts, and 
employee �meslips;
G•GInstalling cameras and implemen�ng 
audits and inventory control;
G•GTaking statements from relevant 
people; and
G•GPu�ng the evidence to the employee 
and asking for their response. 

Workplace the� policy

For many small businesses, it seems count-
er-intui�ve to have a workplace the� policy 
because most employers cannot imagine it 
happening and feel that such a policy is 
“sending the wrong message.” 

Just as it is important to have policies in 
rela�on to occupa�onal health, bullying, 
discrimina�on and the like, it is also import-
ant to have a policy for workplace the�. 

Such a policy may make it clear that the 
employer takes all the� extremely seriously 
and that it will result in summary dismissal 
and repor�ng to the police. The policy may 
also state that the employer will seek full 
res�tu�on.

Preven�on of workplace the�

A good work environment is an excellent 
star�ng point to prevent workplace the� 
but it will not prevent all the�.  It is also 
important to have in place:

G•GA workplace the� policy;
G•GRegular stock and equipment audits;
G•GMonthly (or more regular) reconcilia-
�ons of bank statements and cash accounts; 
and
G•GCameras and spot checks where appro-
priate.

Dismissing an employee 

Under the Fair Work Act, an employee can 
be summarily dismissed for serious miscon-
duct and it is clear from various case law 
that the� will o�en cons�tute serious 
misconduct. 

However, a single foolish act may not always 
cons�tute a proper reason for summary 
dismissal.  Each ma�er must be judged on 
its par�cular facts and circumstances.

Paul says the Board had to cope for several 
years with the horrendous carbon tax on 
top of substan�al rises in network charges 
for gas and electricity.

The carbon tax cost MBL about $800,000 
over the 2013 and 2014 financial years, 
while between 2011 and 2013, gas network 
charges jumped by 64% and electricity 
supply charges leapt by 60%.  The CPI over 
the three years totalled 7.2%.

“We were hit by the carbon tax at the same 
�me as gas and electricity prices escalated 
to levels nobody could have predicted,” 
Paul says.

“If the Board hadn’t properly addressed 
these issues at the �me, MBL wouldn’t be as 
successful as it is today.”

While MBL has been a resounding success 
story during Paul’s tenure, so too has his 
family business. Slape & Sons has gone from 
making 650,000 sausages weekly in 2008 to 
churning out of 2.5 million in peak weeks.

The Slape story began in the early 1960s 
when Paul’s father Robbie, a butcher in 
Beulah Park and then St Peters, supplied his 
sausages to half a dozen other butcher 
shops.

Robbie decided to specialise in sausages, 
star�ng Robbie Slape Sausages in 1965. He 
changed the name to Slape & Sons when 
sons Paul and Philip joined the business in 
the mid-1980s.

Paul says, “I qualified as an op�cal techni-
cian and was working at Laubman & Pank in 
Mt Gambier when Dad started thinking of 
selling the business. I came back to help 
him.

“I never thought I’d stay in the business for 
35 years but I’m glad I did. Dad would be 
happy up there looking down and thinking 
how the business has grown.

“Dad would also be proud that it will con�n-
ue as a family business with Philip’s three 
sons following in our footsteps.

“As I leave, I’ve also found it comfor�ng that 
everything Philip and I have worked for will 
stay in the family. That’s great.”

Drake Supermarkets features Slape & Sons 
in a current TV ad promo�ng local SA foods 
from iconic companies including Beeren-
berg and Spring Gully.

“It’s pleasing that people see us as iconic, 
recognising that we’ve been making great 
products for a long �me,” Paul says.

“It makes me proud that, when I’m out and 
about in a Slape & Sons shirt, people see the 
logo and o�en say, ‘You make good sausag-
es.’

“At a Bunnings checkout the other day, a 
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woman saw the logo and said, ‘I love them. I 
had them for dinner last night.’ It’s very 
sa�sfying.

“But it’s not just about me. The success of 
this business is down to the efforts of our 
loyal staff, many of whom have been 
involved for many years.”

Like with MBL, Paul will ensure he keeps 
abreast of future developments at Slape & 
Sons, saying it’s hard to just walk away.

“You can’t just turn off the lights and go 
fishing. I’m sure I’ll be dropping by from 
�me to �me. I might be seen peering over 
the fence,” he says.    

“That said, I’m looking forward to the next 
stage of my life with Kathy, doing things 
you’ve always thought about doing like 
fishing, bike riding or just walking along a 
beach.

“I’m leaving content and sa�sfied at what I 
have achieved at the two businesses. The 
future looks great for both.”  

MBL has joined AMIC in hos�ng 
a networking event at Murray 
Bridge races in January for 
butchers, wholesalers and 
suppliers.

Organisers of the Butchers’ Big 
Day Out are hoping several 
hundred people from the indus-
try will a�end the event at 
Murray Bridge Racing Club on 
Saturday, January 16.

Tickets are subsidised at $60 
per person for a two-course 
lunch and four-hour drinks 
package in a private area, but 
bookings must be made by 
December 18.

Return bus transfers from 
Adelaide are offered at no extra 
cost.

“We subsidised the event to 
keep the cost down as a bonus 
for our Members. It will be an 
enjoyable day and a great 
networking opportunity,” says 
MBL’s Bexley Carman.

AMIC’s Chris Kelly says, “It’s an 
event for everyone to get 
together in a relaxed environ-

A day at the races
ment to socialise and network, 
giving the opportunity to share 
ideas on where the industry is 
going.

“Because of COVID-19 restric-
�ons, we have not been able to 
hold normal industry events this 
year and a day at the races 
provides a different alterna-
�ve.”

The day begins at 11.30am with 
the last race at about 5.30pm. 

For those wishing to make a 
weekend of it by staying 
overnight in Murray Bridge, 
special rates are offered at the 
Oval Motel. To book, call the 
motel direct on 8532 2388 and 
quote “Australian Meat Industry 
Council.” 

For event details and how to 
book �ckets before December 
18, contact Chris Kelly at AMIC 
on 0472 545 190 or email 
ckelly@amic.org.au

Paul Slape retires

Slape & Sons founder Robbie Slape (right)
with his sons Paul (left) and Philip.
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In stepping down as a Director of MBL a�er 
20 years of sterling service, Paul Slape has 
feelings of awe and sa�sfac�on as he 
reflects on the modernisa�on of the Co-op-
era�ve.

Paul, pictured above, played an important 
role in evolving MBL from a compara�vely 
limited opera�on with an outdated business 
model and a single an�quated recycling 
plant into a modern business with custom-
ers sca�ered around the world. 

“It’s not un�l you stop and reflect that you 
fully realise how much has been achieved 
over the past 20 years. It’s hard to believe 
just how much has changed,” says Paul, 59, 
who stood down in July to re�re to 
Queensland.

“If we didn’t make changes to modernise, 
MBL would have been le� behind. We 
would have been outdated and not relevant 
to the Membership.”

Paul has been replaced on MBL’s Board by 
Anthony Skara, the founder of flourishing 
Skara Smallgoods (see story on opposite 
page). 

Paul’s 35 years at Slape & Sons ends in the 
first week for December. With his brother 
Philip as co-manager, Paul turned the 
business into a household name in SA, 
producing up to 2.5 million sausages weekly 
for na�onal consump�on.

Philip, 57, will con�nue running the business 
with help from his three sons Lachlan, 
Hayden and Sam, ensuring the family 
tradi�on con�nues.

Paul’s three daughters – Olivia, Rosa and 
Vanessa – have also worked in the business. 

“I really enjoyed working with them. It was a 
privilege. Of the third genera�on, Vanessa 
has worked here the longest, bringing 
energy and fresh ideas,” he says. 

Re�rement to Queensland looms in the 
New Year for Paul and his wife Kathy. They 
plan to spend winters in the Sunshine State 
and return to Adelaide each spring for �me 
with family and friends, staying for the 
Christmas period. 

Paul says he’ll always value his �me as an 
MBL Director and will keenly observe the 
Co-op’s development in coming years from 
afar.

MBL Chairman George Ujvary says the 
Board acknowledges and thanks Paul for his 

Golden tax breakButchers and other MBL 
customers have been present-
ed with an amazing golden 
opportunity to upgrade 
machinery and other equip-
ment under Federal Govern-
ment s�mulus ini�a�ves.

Businesses can claim immediate 
tax deduc�ons for any number 
of items purchased at any cost, 
as announced in October’s 
“COVID recovery” Budget.

The unprecedented offer 
applies un�l June 30, 2022, but 
machinery must be in use, or 
installed ready for use, by that 
date.

The offer dwarfs previous 
instant tax write off schemes 

that have come and gone over 
recent years and is unlikely to 
be repeated.

It is the second expansion of the 
limit in 2020 alone. The scheme 
applied to purchases up to 
$30,000 before the purchase 
cap jumped to $150,000 in 
March.

This $150,000 offer was due to 
end on June 30 this year but was 
extended to December 31. It 
was set to dwindle from 
$150,000 to just $1,000 on 
January 1, 2021, before the 

brakes were released in the 
Budget in October.   

As Business SA Chief Execu�ve 
Mar�n Haese says, “Businesses 
should grasp the new incen�ve 
with both hands and make hay 
while the sun shines.” 

MBL Members and customers 
should consult their accoun-
tants for specific tax advice 
about how the offer applies to 
their businesses.

MBL always delivers compe�-
�ve prices thanks to our buying 

power and we have generous 
12-month interest free payment 
terms available for approved 
applicants. Members also 
receive the Co-op’s annual 
rebate.

We have a full range of Austra-
lian and imported machines to 
sa�sfy the requirements of 
every Member, from the small-
est butcher to the largest 
processor.

Some machines are displayed at 
the MBL showroom at Athol 
Park.

Bronte Illsley needed only two words to 
sum up his 57 years as a highly-respected 
butcher – “thoroughly enjoyable.” 

The meat industry stalwart passed away on 
October 28, aged 80. Always a model to 
up-and-coming butchers, he made many 
unpaid contribu�ons to the industry, includ-
ing roles with AMIC. 

He operated a number of shops throughout 
Adelaide and was an ins�tu�on in Sterling 
where he ran Oak Meat Store for 21 years 
un�l his re�rement.

In a story in MBL News in 2011 to mark his 
re�rement at age 72, Bronte said, “I didn’t 
have much of an educa�on, star�ng as an 
appren�ce at 14, but I feel very good about 
my career.

“My career was thoroughly enjoyable, 
giving my family a good lifestyle, but looking 
back, it was a mammoth effort.” 

Bronte won several awards for his 

eye-catching window displays, saying 
displaying quality meat in the correct 
manner was a key to success.

“The window has to look a million bucks, 
with good use of colour to break up the 
different types of meat,” he said.  

 A fourth genera�on butcher, Bronte did his 
appren�ceship with his English father, who 
migrated during the Depression, at Windsor 
Meat Store which was then at Unley before 
its move to Malvern. 

Later, a�er an extended working holiday in 
England to visit family and broaden his 
butchery experience, Bronte’s first business 
was at Woodlands Park.

He spent four years there before he and his 
wife Carol went to Canada. Bronte honed 
his business skills working in the meat 
departments of several high-end supermar-
kets. 

A�er four years in Canada followed by three 

years in Melbourne supermarkets, Bronte 
bought a shop in Glenelg, running it for 
eights years before shi�ing to S�rling.

He became a Meat Studies lecturer at 
Regency TAFE, helping young people on the 
road to butchery.

He was always willing to pass on his skills to 
young appren�ces. A number now own 
their own shops, including his son Kane at 
Aldgate and Aaron Reddy at Balhannah.

Bronte served as Chairman of AMIC’s SA 
Retail Council for 12 years and was SA’s 
representa�ve on AMIC’s Na�onal Retail 
Council.

He was AMIC’s “butcher in residence” at the 
Royal Adelaide Show for many years, giving 
his �me to demonstrate sausage making 
and explaining the various  cuts of meat.
  
He received an AMIC Industry Recogni�on 
award at the Big Night Out soon a�er his 
re�rement. 

Bronte Illsley, pictured in his Sterling shop in 2007, made many valued contributions to the SA meat industry. Photo: Jane Horton.

important contribu�ons over 20 
years.

“Paul was part of a Board that 
made key decisions which will have  

las�ng benefits for the Co-opera�ve,” 
George says.

“He was a great mentor during my early  
years on the Board, and he can be very 
proud that he has been able to leave the 
organisa�on in a much be�er posi�on than 
when he started.” 

Paul joined the Board in 2000 when Bob 
Stevens was Chairman and went on to work 
with the next four Chairmen – John Heard, 
Mike Rankin, Bruce Carter and incumbent 
George Ujvary.

“I have very much enjoyed my �me on the 
Board, working with intelligent business-
men who all helped each other. This 
business (Slape & Sons) has definitely bene-
fited from what I learnt at MBL,” Paul says.

“I par�cularly want to acknowledge Mike 
Rankin, Bruce Carter and Marc Van Kleef. 
They formed a sound group of Directors 
who were important in MBL’s modernisa-
�on.”

With Warren McLean as CEO, the Board of 
Mike, Bruce, Marc and Paul made a series of 
game-changing decisions, involving heavy 
investment, to secure the future of the 
Co-op.

These decisions included solving the odour 
problem which threatened the Wingfield 
plant, modernising the exis�ng plant and 
building two others at Wingfield, buying 
and modernising the Keith plant, and 
moving base from cramped Kilburn to large 
premises at Athol Park to allow the 
merchandise business to grow and seize 
opportuni�es. 

Paul says, “We had the responsibility of 
making some big decisions. There was 
worry at �mes but we were confident we 
were on the right path.

“Warren and Bruce drove the ideas and we 
were a cohesive Board. We knew what 

needed to be done and today I look back 
with sa�sfac�on at what we achieved.

“An important first step was the develop-
ment of the Biofilter. It was worth every 
cent, a remarkable achievement that solved 
Wingfield’s environmental issues.

“However, our sole plant at Wingfield was 
an an�quated setup that had high running 
costs and produced only two products – 
generic meatmeal and tallow. 

“We simply had to produce more products 
more cheaply so we built an energy-effi-
cient Low Temperature plant which cost a 
lot of money but we had no real choice. 

“We ini�ally bought the plant at Keith to 
keep compe�tors out of our State but this 
plant ended up performing very well and 
opened new overseas markets.”

In 2018, the Keith plant’s success in produc-
ing premium pet food ingredients, mainly 
for North America, resulted in MBL winning 
a pres�gious Impact award for export excel-
lence against 60 highly-creden�alled export 
companies.  

Paul says the decision to purchase and 
modify a large site with vast warehouses at 
Athol Park was another game changer for 
MBL.

“Our single warehouse at Kilburn was 
overcrowded and had no flow. At Athol 
Park, we developed four flow-through 
warehouses which have allowed us to 
expand our range of products to over 
5,000,” he says.

“Ini�ally, we thought we’d only need two 
warehouses and we’d rent out the other 
two but this didn’t happen as our business 
kept growing. 

“We were able to improve our merchandise 
offering for Members, and we have ample 
room to grow for many years to come.”

Paul says the Board had to cope for several 
years with the horrendous carbon tax on 
top of substan�al rises in network charges 
for gas and electricity.

The carbon tax cost MBL about $800,000 
over the 2013 and 2014 financial years, 
while between 2011 and 2013, gas network 
charges jumped by 64% and electricity 
supply charges leapt by 60%.  The CPI over 
the three years totalled 7.2%.

“We were hit by the carbon tax at the same 
�me as gas and electricity prices escalated 
to levels nobody could have predicted,” 
Paul says.

“If the Board hadn’t properly addressed 
these issues at the �me, MBL wouldn’t be as 
successful as it is today.”

While MBL has been a resounding success 
story during Paul’s tenure, so too has his 
family business. Slape & Sons has gone from 
making 650,000 sausages weekly in 2008 to 
churning out of 2.5 million in peak weeks.

The Slape story began in the early 1960s 
when Paul’s father Robbie, a butcher in 
Beulah Park and then St Peters, supplied his 
sausages to half a dozen other butcher 
shops.

Robbie decided to specialise in sausages, 
star�ng Robbie Slape Sausages in 1965. He 
changed the name to Slape & Sons when 
sons Paul and Philip joined the business in 
the mid-1980s.

Paul says, “I qualified as an op�cal techni-
cian and was working at Laubman & Pank in 
Mt Gambier when Dad started thinking of 
selling the business. I came back to help 
him.

“I never thought I’d stay in the business for 
35 years but I’m glad I did. Dad would be 
happy up there looking down and thinking 
how the business has grown.

“Dad would also be proud that it will con�n-
ue as a family business with Philip’s three 
sons following in our footsteps.

“As I leave, I’ve also found it comfor�ng that 
everything Philip and I have worked for will 
stay in the family. That’s great.”

Drake Supermarkets features Slape & Sons 
in a current TV ad promo�ng local SA foods 
from iconic companies including Beeren-
berg and Spring Gully.

“It’s pleasing that people see us as iconic, 
recognising that we’ve been making great 
products for a long �me,” Paul says.

“It makes me proud that, when I’m out and 
about in a Slape & Sons shirt, people see the 
logo and o�en say, ‘You make good sausag-
es.’

“At a Bunnings checkout the other day, a 

woman saw the logo and said, ‘I love them. I 
had them for dinner last night.’ It’s very 
sa�sfying.

“But it’s not just about me. The success of 
this business is down to the efforts of our 
loyal staff, many of whom have been 
involved for many years.”

Like with MBL, Paul will ensure he keeps 
abreast of future developments at Slape & 
Sons, saying it’s hard to just walk away.

“You can’t just turn off the lights and go 
fishing. I’m sure I’ll be dropping by from 
�me to �me. I might be seen peering over 
the fence,” he says.    

“That said, I’m looking forward to the next 
stage of my life with Kathy, doing things 
you’ve always thought about doing like 
fishing, bike riding or just walking along a 
beach.

“I’m leaving content and sa�sfied at what I 
have achieved at the two businesses. The 
future looks great for both.”  


