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Section 2: Growing the Game Meat Industry 

A strategy for growth and transformation encapsulates an industry-wide plan that lists 
interventions with an aim to overcome current and potential future challenges, as well as to 
achieve goals towards expanding the footprint of game meat in the local, regional and where 
possible, in the international market.  

5.1 Problem Statement    

Current hunting practices is the dominant factor in the industry that funds conservation efforts 
and ensure sustainable ecological management of South Africa’s biodiversity – producing a 
by-product in the form of game meat. Game meat could be a healthy source of protein to 
South Africans, specifically from a food security perspective. However, this market is not yet 
optimally developed.  

Furthermore, large volumes of proteins such as chicken, beef, etc. are imported – which could 
imply raising costs, increasing risks to food security if supply chains are disrupted and resulting 
in the sale of imported goods where a unique locally produced source of protein could have 
been successfully positioned in the local market.  

Given this background, the problem statement is multifold in nature: 

1. It is estimated that about 8% to 10% of total game meat produced is sold in the formal 
SA market, which implies that about 90% of game meat in the market does not conform 
to directives as detailed in the Draft Game Meat Regulations. Whilst the current 
regulatory framework aims to promote meat safety, disease control and the 
conservation of biodiversity, the complexity of various permitting and licencing 
systems, overlapping departmental mandates and the unique challenges presented 
by game meat harvesting, as opposed to livestock production, inhibits sectoral growth 
and compliance.  

2. The industry is fragmented, ranging from non-integration between government 
departments, as well as other governance structures such as industry associations, 
across the game meat value chain. This factor may inhibit the formalisation, 
compliance and control of the game meat value chain ─ and thus the growth of the 
industry as a whole. 

3. Limited available market intelligence on the supply, demand and consumption of game 
meat impacts the ability to postulate strategic direction on which to base informed 
decision making. Data related to the local market is not available in a single repository. 

4. Inconsistent supply of game meat could be the main reason game meat is not available 
in retail stores on a continuous basis. 

5. As a result of the FMD ban on game meat exports from South Africa only ostrich, 
crocodile and zebra meat are currently exported to the EU, China and to the UAE (in 
total just over 3 000 tons of meat were exported in 2019). The knowledge of the 
potential export market size and demand for game meat products is constrained.  

6. The lack of adequate and appropriate technology and equipment, such as Rural / Low 
Throughput Abattoirs and cold chain transportation, due to a combination of limited 
capital investment and its commercial feasibility as well as bureaucratic processes for 
approval of compliance, place significant constraints on developing the game meat 
market to its full potential whilst simultaneously ensuring the integrity of the product. 
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7. The game meat industry is not representative of the South African demographic profile. 
Various barriers to enter the game meat market, such as the capital required and the 
meat volumes needed to ensure economically feasible operations, have been some of 
the main contributors that slows transformation in the game meat industry, with only 
about 4% of all value chain actors being Previously Disadvantaged Individuals (PDI). 
Similarly, the complex and laborious compliance and bureaucratic processes to deliver 
game meat to the formal market, as well as limited training and capacity building 
specifically aimed at game meat production among new entrants, further serves as a 
barrier to entry. This could result in other land-use options, such as subsistence 
farming, livestock production or tourism, often being preferred or conducted under 
transformation programmes, where game meat production might have presented 
significant potential on SA marginal agricultural land often facing drought conditions. 

8. A lack of skills, awareness and knowledge throughout the entire value-chain, from  best 
practice during harvesting, to meat inspection, to consumer awareness and culinary 
skills impact on the production and consumption of game meat. 

9. Consistent and effective marketing and sales of game meat is currently lacking, 
impacting the ability to build a strong local game meat brand. 

5.2 Vision Statement for the Game Meat Industry for South Africa  

The proposed vision for the Game Meat Industry for South Africa follows:  

 

 

 

5.3 Goals that could Enable Growth in the Game Meat Industry    

Specific goals to ensure growth in the South African game meat industry are: 

Goal 1: To increase game meat production from the current 59,184 tons per annum to 
>100,000 tons per annum by 2030. 

Goal 2: Increased compliance (meat fit for human consumption) of game meat from the 
current 10% to 85% by 2030. 

Goal 3: To increase the number of thriving PDI’s, women and youth ranchers and other 
Game Meat Value Chain Actors from the current <4% to >25% by 2030. 

Goal 4: To grow job opportunities in the game meat sector by 10% per annum by 2030. 

Goal 5:  Shift from an informal byproduct of hunting to commercial meat production, 
processing and marketing industry with >30 large production enterprises, >5 
large harvesting enterprises, and >10 large processing enterprises by 2030.  

Goal 6:  1 million hectares of community owned land brought into game meat production 
with associated localised value chains by 2030. 

A formalised, thriving and transformed game meat industry in South Africa that 
contributes to food security and sustainable socio-economic growth 
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Goal 7:   The game meat industry becomes consumer demand driven by 
2030.5.4 Strategic Objectives  

Given the elaborate stakeholder engagement process undertaken to extract the challenges 
that currently impede on sectoral growth, ten strategic objectives were identified.  

These will form the baseline for steering the strategic direction of the game meat industry into 
a growth trajectory, as depicted in Figure 40. 

 
Figure 40: Strategic Objectives 

In drafting this strategic plan, industry will be building on their strengths and address the 
weaknesses, which, in turn, will improve industry’s ability to turn exciting ideas into tangible 
assets such as game meat products in every retail store in South Africa to maximise value 
addition, and ultimately financial returns.  

Given the uniqueness of our country’s landscape, its diverse species complemented by the 
health-related features of game meat could be a key driver to increase productivity. Some 
additional fundamentals that were considered are: 

• To create a wildlife economy where everyone can improve their skills, knowledge and 
education at any stage of their life. 

• That Government should commit to increased investment into infrastructure whilst 
providing greater certainty and a clear, long-term direction of the game meat industry. 
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