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1. Project Summary

This project details the research and investigahtmthe research to find out if sheep
meat — mutton — is suitable for making mutton wiité aim of launching Welsh Mutton
Salami. It is based on the research and developumeiertaken by me, Tony Davies
assisted by my wife Angela made possible with tigpsrt received from GLASU.

The report details all the elements in the prajeciuding the research, product
development, sampling, food testing, and laundhefElan Valley Mutton Salami.

The report concludes that the project has beer@esa in achieving its aims of finding
out if Mutton is a suitable meat to produce andetigy ‘Welsh Mutton Salami’.

We find that not only is Mutton suitable it is stigingly delicious and very popular
with consumers.

We have really enjoyed the project, are gratefuttie opportunities afforded to us and
are delighted with the outcome. We do not condidisrto be the end as we fully intend
to continue developing our business and feel thiatrtew product the Mutton Salami
has given us a product that can assist in enstiigbusiness viability.

2. Introduction

We are Tony and Angela Davies, farmers of a 1708-slseep farm in the Elan Valley
with large areas of unimproved grassland and opaorlemd. We are committed to the
task of preserving the environment, being membeb®th the Tir-Gofal agri-
environment scheme. Our farm is also Organic, texggd with the Soil Association.

In 2005 we launched Elan Valley Mutton, selling owm quality mountain mutton
direct to the public through farmers markets, féestivals and our own Web Site. The
business has been expanding ever since. Elan \dildtpn is now available from
retailers, butchers, Deli’'s and distributors, tlglbbaut Wales the borders and London.

The successful launch of our direct selling busineas made possible through support
received from Glasu to research the viability diisg Mutton to the public.

We are both active members of the Mutton Renaigs@atnpaign, which was set up
by HRH Prince Charles to promote quality Mutton. ¥ftend meetings and events to
promote both our own mutton and the Mutton Renass@ampaign and are very
proud to have actually met with HRH Prince Charles.



3. History

On a business trip to Norway | discovered Muttota®a it was available in all the
supermarkets and tourist centres. In fact | fodvad Salami could be made from any
red meat, | saw other salamis made from pork, |drabf, reindeer and horse widely
available.

| was very fortunate to getting to visit a coupfesalami producers and saw the
procedures used to manufacture salami. As a slaeeef, meat producer and salami
lover | found it all very fascinating.

| purchased several varieties of Norwegian Salarbring home and found myself
comparing them to Salamis purchased in the UK. &ohwhich were produce of
other countries including Italy, France and Spain.

As a Mutton producer | became very interested énpibssibility of developing salami
myself but was unsure if it was a viable optiontfoe British food market as most of
the Norwegian cured products seem to have a mgthdailt level than we have in the
Uk and | wondered if reducing the salt, changirgrécipes, would impair the flavour.

From this an idea grew of trying to develop ‘We&ilami’ made from Mutton that
would be suitable for the British market place. Hoer we did not really know how to
proceed and so very quickly realized we would remde expert help.

4. Glasu

Having worked with Glasu prior to the launch of icMalley Mutton, we were very
much aware of the importance of good research ewalipt testing prior to launching
anything new. We contacted Glasu in the first ins¢ato see if our salami idea was a
viable research project

Fortunately we were successful in obtaining funding support from Glasu to further
my research into using Mutton in salami.

5. Research

The Internet was a valuable tool in the initiale@sh process. We did not find many
business making salami and none making Mutton Safathe UK so cast our research
net further.

We were already aware of the Norwegian productsveuvere delighted to find that in
Italy Mutton Salami is made, particularly in therbzo region where we found out
that the salami made from pure mutton were stithdp@roduced for the home market,
mutton salami has become quiet a rarity in theatste country and we wondered
why this was. Italy was an area we would have vestigate further.

More research was needed into recipes and metliodarufacturing salami and
although generally only a little information wasadable for Mutton salami, plenty of
information was available for the common pork salaife read through thousands of
documents about salami and the more we researbbeddre confidant we became
that sheep meat, Mutton, could make great salami.



6. Travel To Italy

The Initial Internet research showed us that muselami was a highly prized delicacy
in the Abruzzo region of Italy. We contacted saVeharcuteries by e-mail and two
small family-run businesses agreed that if we waievisit they would be happy to
show us their production methods. A large charceitefused because of business
confidentiality.

After agreeing dates with both charcuteries wekbeddlights and organised our two-
night trip to Italy. Our plan was to visit both &luteries and then go into the city to
visit delis in order to see the salami on saleingiws the chance to research the
packaging, display and pricing structures as waetjiging us the opportunity to taste.

Immediately before we were due to travel | maddaadnonly to be replied to by the
one charcuterie that they were sorry but they gaingy and would not be available!
They were kind enough to give us details of whbegrtsalami was for sale.

The second charcuterie replied that they weralaintg any mutton salami yet; as it
was too early in the season! They then explainedtihat they make all their salami in
one large batch in the late summer to be sold theenext six months; we were a bit
annoyed that this hadn’t been mentioned before.

As we were to find out the Italians are more dédiyimore relaxed than us about
arrangements and detail.

Whilst it was very disappointing the trip was bodkand paid for so we decided to go
ahead with our fact-finding trip. We visited mar8alumeries’ (delicatessens).

Salami sold as whole sausage, pre-
packed and sliced to order in thg
Delicatessen.

We managed to find ‘Salome di pecora’ (sheep salbatiit was not in many
delicatessens and we thought it was deliciousjea} exiting for our project.

The owner of one delicatessen, The Raffaello Sayas very helpful and explained to
us that sheep salami was very actually very pondrused to be widely available
through out the country but now it was really omgde by a handful of artisan
producers. He explained that mass produced ptakngaproduced in the very large
factories was cheaper (but he insisted of a paprality) which was undermining the
price and putting these small specialist charceseunder increased pressure.

He told that while he was primarily a ‘local’ shdpring July and August when Italians
are traditionally on holiday his products were faged by tourists as unusual gifts,
which has given his business an extra boost (jptghvehy his English was so much
better than our Italian)



This set us thinking was there an opening for'Welkliton Salami’ back in Wales
targeted at the tourist trade?

In most of the Salumeries we visited language waaraer to us but we did manage to
communicate, there was a lot of laughing, at ubaint/! We found our knowledge and
understanding of the process of salami was growaihitpe time. Tetti Bruno Butchers
shop was another with a wide range of products nrade sheep and goat’s products
including salami.

Generally in each Salumery we visited the vasteasfgSalami products on display
amazed us. We looked at salami in terms of sizeasaight of sausage, diameter of the
slice fat to meat ratio and the texture of the niesitle the sausage. The variations in
colour, texture, size, weight, aroma and genenaéagance were very varied and we
tried to look with a very critical eye, as to hoatesable it would be in the British
marketplace. We tasted as many as was possiblaranary grateful to the Deli staff
for indulging with us and despite the languageibagharing their salami knowledge.

We started to formulate ideas in order to helpesde what specifications to aim for
in our ‘Mutton Salami’. We felt that sticking t@bics as we did when launching our
raw meat would be a route to follow. We wantedrthéton to be the primary flavour
with herbs and spices added only as enhancemeniigowere still undecided on size.

7 Product Development

We realized that we would have to work with a salexpert in order to develop our
product and choose to work with an award winningu€hterie in Wales, we discussed
ideas for recipes, but largely we were happy tguided by the experts. We wanted to
produce a 100% mutton Salami but their was coniteinthe mutton fat may not react
well in the brining process so we agreed to try loaigeh using pork fat in its place.

7.1 Product sampling - Batch one.

After much discussion we agreed to start by tryhrge different recipes for the first
production batch. They were as follows:

1: Mutton and Juniper,

2: Mutton and Juniper but replacing the muttonafih pork fat.

3: Mutton and Rosemary

Mutton & Juniper Salami
made with pork fat

We decided to have small 100gram salamis made wehithot need to long to dry,
because we were restricted by time, as we wanefirgt batch ready for taste trials at
the Royal Welsh Show. We also called upon friemdsragular customers to take part
in our questionnaire taste trials.



At the Royal Welsh show we thinly sliced the salamd served on a plate with a
cocktail stick, we asked people to try a small pieEeach and comment. We had
expected a certain amount of negative respongestquestion ‘would you like to try
some Mutton Salami’ but actually people were vagpared to try, some were amused
some said | don’t think | fancy that but would tryanyway! | can count on two hands
the number of people who said a definite ‘No wayiis was a pleasant surprise and
shows how far we have come in terms improving thage of Mutton.

We were overwhelmed by the interest in the musmlami. The majority of comments
from the public on tasting the product were vergipee.

A selection of comments made at the Show.

‘Mutton salami, I'm not sure I'll like that’

‘Oh, actually that's really nice’

‘You can really taste the mutton but I think | likg

‘Yummy, can | buy some?’ — referring to the Muttamd Rosemary
‘Nice texture but needs more flavour’- referringh@ Mutton and juniper
‘I'd like it to be more spicy’

‘My husband/ partner/ farther would love that’

‘That's really different, good luck with it’

‘| think it should be in bigger’ - meaning a larggausage

Overall of the people willing to try some the respe was VERY positive and the
100% Mutton with Rosemary was the most populardilay

7.1.i Questionnaires batch one

Numbered samples along with a questionnaire wene gfiven to friends, chefs and lots
of our regular customers. (Numbered so tasting Vdired’)

Sample Questionnaire batch one — see appendix 1.

Results: average scores out of 10
Juniper  Juniper with pork  Rosemary

General Appearance 6.1 7.0 7.5
Aroma 6.5 6.0 7.2
Taste 6.1 51 6.2
Texture 5.9 5.7 6.3
Average 6.1 5.9 6.8

We were delighted that there was not a significaffikrence in the salami with pork, so
made the decision to continue with our plan to icw trails using only 100% Mutton.

A selection of quotes from feedback forms:

“A rich looking salami, it looked natural- Appetid); too much supermarket salami
has an unnatural colour.”

“| prefer bigger sausages.” “Interesting idea.”

“Less fat, more spice” “Looks like normal salami”.



“Yippee it's free!” “The fat lumps are too big.”
“A bigger sausage may appeal more.” “Maybe more spice”
“Not very good looking”

7.2 - Product Sampling the Second Batch.

The Second batch was produced with only two recipethought having tree recipes
was a bit too confusing for tester and a simple 8 choice might give more definite
results. This time we decided to drop the leasufpMutton and Juniper, try to
recreate the Mutton and Rosemary and introduce spoy salami as suggested by
many of our testers

The flavours for the second batch were as follow:

1: Mutton and rosemary

2: Mutton chorizo

Chorizo Salami on left

Rosemary salami on
right.

We took samples of these salamis to three food/édst The Welsh Food festival
(Glansevern), Ludlow Food Festival and Abergavelrogd festival.

The Ludlow and Abergavenny Festivals are very |édogel events; attended by
thousands of ‘foodies’ here we knew were goingaweehour salamis tasted by experts!
We were also up against other stallholders sethiegnore conventional salami.

The response to our tasting was again positive with over half saying they would
like to purchase the salami depending on priceaaadlability. Both flavours seemed to
be equally popular. Some people said they woukl éen more spice but overall
people said do not change anything! We were gettary exited as it looked like we
were on the right track in developing our Muttoria®a.

7.2.1 Questionnaires batch two

Once again numbered samples along with a quesirenware then given to friends,
chefs and lots of our regular customers.

Results: average scores out of 10

Chorizo &yl Rosemary

General Appearance 7.1 7.0
Aroma 6.9 6.8
Taste 6.1 6.8
Texture 6.8 6.5
Average 6.7 6.8

Sample questionnaire batch 2 — see appendix 2



7.3 Product Sampling — batch three

We decided to work with a different charcuterie thoe 3% batch of salami. This was for
several reasons

We wanted to be test the recipes out elsewhenesiare we could achieve
continuity of flavour

We wanted to try salami in different sized sausage.

To be sure that we were receiving value for morayust going for the
cheapest option .

To be sure we were producing the very best quadissible

To get the advice of another award winning charndate

We opted to precede using two recipes this timevasated to test the chorizo against
the Mutton and Juniper flavour. We opted to testiowarious sizes in order to get feed
back on pack size. We opted to get 500-gram salarade instead of the 100 gram
previously made. We packaged them as whole, lnatfid and ready sliced

Half of a 5009
Salami.
That could be
thinly sliced

Some of the Salani

pre-sliced and
packed in
100grams

This third Batch of salami was being tested atBBE Good Food Show at the NEC in
Birmingham; this event is billed as being the bgjgeod event in the UK. People
travel from all over the country to attend this vand we knew that this was the big
test for our salami. The event is held over fivgsdgiving us the opportunity to sample
to large numbers of people. We realized that #mslback was going to be crucial in
our experiments and obviously we hoping for a pasitesult. .



BBC Good Food Show Results

We sampled the different salamis and again had s@myepositive feedback.
The majority suggested that the chorizo needed smoes but otherwise the product
was good. We also had some suggestions to imphevesemary salami by adding
fennel and other herbs.

We also asked the tasting public about packagithe answers were very varied.
Pre sliced was popular as a convenience food leuatlger sausages were commonly
bought at Christmas.

A selection of comments

“The rosemary is lacking something”
“Where can | buy it?”

“Great Idea”

“A little bland”

“Looks good”

“I have eaten mutton salami in Italy”

“The chorizo is not spicy enough”

“Try some other spices with the rosemary”
“Delicious”

“Brilliant idea”

8 Food Testing

We sent salami off to a registered food-testing this is a legal requirement to ensure
that food products are safe for human consumplibe.Lab will be testing for a range
of bacteria to ensure that our salami had undepénmitted range.

Food testing results — see appendix 3

The laboratory is going to test our salami at miyndver the next six months. The
initial results from the lab are very good with @atami falling well within the required
limits. We will continue the testing over the nésav months in order to be able to put a
clear sell by/ use by date on the packaging.

Similar products normally achieve a shelf life etlween three and six months and it
would be very pleased to pass these tests. Wdsareiradertaking our own taste tests to
ensure the product does not lose quality overpgisd. Because there will be no point
having a six month shelf life if over time the saldoses flavour.

9 Labelling & Packaging

We looked at various options in terms of packaging realized that there needs be
variation depending on who the customer is to be.

There are legal requirements to meet in termsapfired wording on the labels
including ingredients,



For sales direct to consumers Individual salamegirie be vac-packed in most retailers
but some delicatessens sell salami, which theg stiorder. Labelling will have to be
compliant with Trading Standards as well as beieg@ging to the end consumer. We
will use our existing marketing skills to sell & a quality product with a local
Provenance.

Conclusion

We would not of committed to this project if we didbelieve we had a chance of
succeeding, we know from previous experience thatder to succeed you have to be
prepared to give up a substantial amount of tintegaive 100% effort.

By sampling our salami during the autumn Food Fakieason we estimate that over
20,000 potential consumers have tasted our mu#tlams over the last few months.

The responses we have received on sampling oumShées been very positive and are
very grateful to our initial group of taster’s wiere prepared to be brutally honest
with their feedback and support. We are very pleédlsat overall throughout the project
the feedback has been very positive, and we hase thelighted to be able take on
board the constructive comments made. We are ootfident that if we take our
Salami to food festivals and give away sampleswawill be able to sell it.

However, given the current climate a lot more wawik need to be done to ensure
‘Mutton Salami’ can be an economic viable prodwet,must be mindful that in even in
Italy which we would consider to be ‘Salami couhn#ytisan producers are at risk
from mass production and that price is very dedigifa barrier to sales.

The main purpose of the project was to find oghiéep meat, Mutton, is appropriate
for making salamis suitable for the UK palate. Amglfind that the answer to this
guestion is a definite ‘yes’, Mutton is excellentan for the production of Salami it has
a lovely colour, texture, the aroma is good andfidneour is outstanding.

The support we have received from Glasu in termenocburagement and financial
support has been crucial in helping us. We are inae position of turning a

innovative idea in to a viable product option whichurn will increase our product line
helping our business viability. This will also hedppport the other local businesses that
we use and add another product to the growin@fi¥owys foods”



