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• Thursday Start Date – with a tour of Beaver
Stadium!! We know everyone is busy but hopefully
you can join us. Must Pre-Register for the tour.
• President’s Reception – Refreshments and
snacks will be provided. All are welcome.
• Packaging 101 – Lot’s to learn with our Friday
Morning Rotation Class on Packaging.
• Awards Dinner & Auction – Planning to add
something new to the Banquet this year! Be sure to
order your tickets and be ready to “bid” on all the great items
we will have to auction off! A great night to honor those who
receive awards as well!!
Hello Members,
Our convention planning is under way. The PAMP
board had meetings on November 12 & 13. The
members had a lot of great ideas. Renee will keep
you updated about the coming 2017 convention.
It is the time of year when we need to work countless hours a day to keep up with the demanding
amount of production that is needed this time of
year. Hunting and holidays can be a stressful time,
but doing what we love to do can make it a little
easier. Always keep in mind customer service has
to be at the top of your priority list. With this in
mind you will have a successful holiday season.
From the board members and myself we would
like to wish everyone a happy & safe holiday!
Merry Christmas & Happy New Year!
Bill McMullen - President

• Motivational Speaker – What a great way to end the
weekend!! On Sunday, we will send you on your way…. Motivated!! Thanks to Stoltzfus Meats for sponsoring this event.
Looking forward to the upcoming Convention – Hope to
see everyone there!! Be sure to save the date:
May 11-14th 2017!!
SEE FULL CONVENTION SCHEDULE ON PAGE 3

A few other convention updates:
• Pre-order your PAMP T-Shirt or Hoodie
on the Registration form (T-Shirts will be included with your registration packets)
T-Shirts-$10; Hoodies-$25; add $2 for 2X-4X
• Box Lunch will be offered on Saturday.
Must purchase in advance on registration form.
• A copy of the updated Meat Competition
Rules are included. Please read! This year’s
featured class is Scrapple.

CONVENTION SHIRT ART

• Board Seats – All nominees for the open board seats must be submitted in
advance. Please submit details and information prior to Business Meeting on Thursday May 11th.

President
Vice President
Treasurer
Secretary
Past Pres.

Bill McMullen
John Louderback
Amanda Luke
Renee Pletcher
Bob Wenner

CONTACT PAMP

1209 Rockdale Rd Rockwood, PA 15557

844-599-PAMP

Email: pamp@pameatprocessors.org
Website: www.pameatprocessors.org

• Auction - Items that are given to be auctioned off can be any of these items –
Gift Basket, Equipment, Training Classes, etc.

215 Innovation Blvd.
State College, PA
1-800-233-7505
www.pshs.psu.edu
Rate: $110 per night
Use Code #PAMP17A

THURSDAY, MAY 11, 2017
1:00
Tour Beaver Stadium
(pre-registration required. Meet at Meat Lab)
3:00
Business Meeting @ Meat Lab
3:30
Board Meeting @ Meat Lab
4:30-7:30 Product Check In @ Meat Lab
8:00
President’s Reception @ Penn Stater
FRIDAY, MAY 12, 2017
7:00-1:00 Product Check In @ Meat Lab
7:45-8:00 Welcome (Meat Lab Auditorium)
8:00
Packaging 101
8:00-8:45
Intro. To Packaging
8:45-9:30
9:30-9:45
9:45-10:30
10:30-11:15
11:15-11:45
12:00

Case Ready
Break
Dip/Shrink Tank
Labeling
Lunch

Afternoon Classes
12:00-1:30
Old World Products
1:30-1:45
Break
1:45-3:15
Spices

4:00-6:00
6:00
6:00-9:00
9:00-11:00

BBQ @ Meat Lab in tent
(prepared by Smoke’n Dudes BBQ)
Ribbon Cutting @ Penn Stater
Bill McMullen, PAMP President
Supplier Showcase @ Penn Stater, Presidents Hall
Hospitality Room @ Penn Stater, Senate Lounge

SATURDAY, MAY 13, 2017
8:00
Morning Classes
8:00-9:00
Basic Sausage 101 (Group of PAMP Members)
9:15-1015
All About Casing (Great West Casings)
10:15-10:30
Break
10:30-11:30
More on GMO’s (Troy Ott)
11:30-12:00
AAMP/USDA Update (Chris Young)
12:00
Boxed Lunch (served outside classroom)
(pre-registration required - See Event Order Form)
11:30-12:00 Supplier Meeting @ Phoenix Scale Booth
12:00-3:00 Supplier Showcase @ Penn Stater, President’s Hall
5:00-6:00 Happy Hour (Penn Stater, Deans Hall)
6:00-9:00 Awards Dinner, Auction & Special Entertainment
(Penn Stater, Deans Hall)
SUNDAY, MAY 14, 2017
8:00-9:00 Bull Session @ Meat Lab
9:00-10:00 Motivational Speaker (Sponsored by Stoltzfus Meats)
10:30
Meet with Judges & discuss score cards/product
11:00
Product Removal

Last week I spent a couple of hours with a meat department manager
named Mike at a large chain retail store. At Mike’s urban location,
the customer demographic is over 80 percent millennials, mostly
post-college, between 23 and 36 years old. We spent some time
watching the younger consumers making their choices at the meat
counter while talking about the fact that most younger shoppers
have a general lack of knowledge about how to cook, especially
when it comes to beef cuts. A Midan Marketing study conducted this
year showed that in an average month, millennials spend $69 more
than baby boomers do on meat ($162 vs. $93). This is likely due to
the fact that millennials are raising kids now and boomers are not,
but also reflects the growing trend toward oven-ready and precooked entrees.
Mike is not only a smart meat department manager; he also knows
how to encourage customers to cook as he’s also had extensive culinary training. He’s spent a lot of time interacting with the burgeoning millennial market.
Here are some of Mike’s observations:
• Millennials are buying more poultry than beef because it’s more
‘goof proof’ and because they’ve been convinced that it’s healthier.
• They stick with what they know and are willing to eat chicken almost every day as their protein source.
• They don’t want to mess up an expensive steak or beef roast so
they won’t buy them if they aren’t sure how to cook them.
• They seem reluctant to ring the bell and ask questions.
• Most millennials could use help with cooking ideas and specific
instructions.
• Most Millennials love the taste of beef every bit as much as previous generations do, and would eagerly buy more unprepared beef
cuts if they gained the confidence that they could cook it well, or at
least cook it in quick, kid-friendly ways. So how can we better tap
into their substantial and expanding purchasing potential?
Most meat cutters are untrained in quickly recommending cooking
methods to customers. But the sheer variety of meat cuts alone can

be confusing,
so
a
little on
-thes p o t
help and
advice as to which cut works best for which dish can go a long way
to helping consumers make the choice to make the purchase. In addition to increasing sales, providing pro-beef information on health
and cooking is a sure way to add real value to our meats at the point
of sale. Remember that millennials grew up hearing that saturated
fats cause high cholesterol and heart disease. Today’s effective meat
merchandisers would do well to be at the ready with advice on how
to prepare a handful of common meat dishes. This is where it pays
off to provide your meat department employees with culinary training. Find a local cooking school and send your meat merchandisers
to a few classes, or bring in an expert to train them on site.
When it comes to the point of sale, there’s no substitute for realtime, person-to-person cooking advice. Of course it’s not the most
terrible thing in the world to send consumers to a website for cooking instructions, but we’d all sell more roasts and steaks if we handed
the younger customers a cut of beef with good recommendations for
side dishes, maybe even including a recipe card, while we briefed
them on how to prepare it.
Retail stores could be featuring in-store cooking demos at peak traffic times featuring a local chef or someone who’s well trained from
among in-house staff. Imagine being equipped to post a large sign at
the meat department that says, “Our meat cutters are trained culinarians. Ask their advice to get the maximum flavor from our
meats.” That may be all the prompting a millennial needs to become
a repeat meat buyer!
Reprinted from Gregory Bloom’s Blog, The Meat Business from
www.meatingplace.com

I hope you had a wonderful Thanksgiving holiday last week. In addition to feasting on
multiple meals starring turkey and ham (there were other dishes too of course, but the
meat and poultry always lead the lineup for me), I also enjoyed the air of gratitude that
accompanies the day.
This year I spent a lot of time reflecting on why I’m thankful for agriculture, inspired in
part by a campaign we’re running at the Animal Agriculture Alliance dubbed “Why I
Thank Ag” (#WhyIThankAg on Facebook, Twitter and Instagram). As an enthusiastic
consumer of food, I thank the agriculture industry for access to safe, healthy and affordable food – something many of us take for granted. As a professional in the agriculture field, I’m eternally grateful for all the opportunities to learn, develop and grow I’ve
enjoyed since youth. I’d also like to express my thanks to consumers who support our
industry each time they eat – especially the 97 percent of them who enjoy meat and poultry. We often talk about agriculture as “from farm
to fork” – but let’s not forget about the folks holding those forks. If you ate meat, poultry, eggs or dairy today, thanks for being part of
animal agriculture!
Thanksgiving may be over, but in my opinion being grateful is something we all should be certain to do throughout the year. I’ll be continuing to share why I thank agriculture for the role it plays in my daily life on social media using #WhyIThankAg, and I’d encourage you to do
the same. If social media isn’t your speed, there are countless other ways to show your appreciation to everyone involved in animal agriculture – veterinarians, animal health companies, commodity groups, food companies, nutritionists (human and animal!), processors, retailers and many more. Let’s build goodwill and strengthen the agricultural community by loudly and proudly sharing why we all thank agriculture.
Reprinted from Hannah Thompson’s Blog, Animal Ag Watch from www.meatingplace.com

QUALITY
CASING CO., INC.

Professional, personalized service to the sausage manufacturing trade.
We’re working to make a difference for you.
Featuring a complete line of:
Natural hog, beef & sheep casings • Edible collagen and fibrous
• Casings for skinless products

1-800-328-8701
www.qualitycasing.com • email: qnc@qualitycasing.com • fax: (859) 689-5177

PAMP Newswatch is an opportunity to highlight PAMP Members
that have been featured in the local or national media. If you have an
article for the PAMP Newswatch send it to: pamp@pameatprocessors.org

The roots of the Moyers’ business in Blooming Glen
run six generations deep. Back in 1856, Christian F.
Moyer started a butchering business in the unincorporated community within Hilltown. Exactly 160 years
later, his Moyer descendants continue to run the operation, now known as Blooming Glen Pork & Catering, in
Bob Moyer & his daughter, Pene the same spot.
“There has been a lot of satisfaction in being able to continue it,” said owner Bob
Moyer, now 72 years old. “Some family businesses get to a second generation, maybe a
third, but through my daughter, Pene Moyer Bryant, we are into the sixth generation, all
run by the family.”
What’s even more impressive, the business isn’t just puttering along. It’s thriving. “Last
year was probably the strongest year we ever had,” Bob Moyer said. “And, so far, this
year we are ahead of last.” The success is down to the fact that Bob Moyer and his family
never rested on the laurels of the past. Instead, the current crop of Moyers, like the generations before them, evolved with the times, adapting their business to meet market
demand while always being true to their identity as purveyors of high-quality products.
In 1976, Bob Moyer began helming the business. Under his leadership, the company
has switched to focusing on retail sales at its shop in Blooming Glen – a change from when
the business primarily did wholesale. A robust catering business has also been built, with
Pene-Sue Moyer Bryant serving as coordinator. Additionally, Blooming Glen Pork operates a highly popular outdoor barbecue pit on Saturdays from just after Easter through the
first week of November.
The different facets of the business feed into each other. A satisfied retail customer will
often come to Blooming Glen to have an event catered, for example. Similarly, a catering
client pleased with their experience will start shopping for pork products at the store.
BBQ Pit visitors will also come back to shop. “It’s self-perpetuating,” said Bob Moyer,
noting that shifts in consumer habits are also helping to spur growth. “The biggest thing in
the last five to 10 years is that more people want to buy local – to support their neighborhood and their local businesses,” Moyer said. “We’re a niche business, and that has benefitted us.”
In addition to being the current patriarch of the business, Bob Moyer is also quite the
impressive family historian. During an interview, he wove a narrative that told the tale of
the business from its founding in 1856. “Back then, they farmed in the summer and butchered in the winter,” said Moyer, adding that his ancestors sold their meat products in Perkasie and also took the train into Philadelphia to sell door-to-door. By the 20th century,
Bob Moyer’s granddad, Eugene M. Moyer, was in charge of the meat operation. In 1904,
he opened a stand at the Reading Terminal Market (where the Moyers remained until
1997, when changing conditions made the stand no longer economically viable). “They
would butcher the first half of the week and then go to market on Friday and Saturday,”
Bob Moyer said. “That was the traditional way of doing things at the time.” Eventually,
Bob Moyer’s parents entered into a partnership in the business with his grandparents. At
the time, the focus of the business was primarily wholesale. Around 1966, Bob Moyer
joined his mother in running the business, eventually taking over a decade later. Once in
charge, Bob Moyer knew he had some decisions to make. “I noticed that to be successful,
you either had to be really big or really small,” Moyer said. “The middle-sized businesses
weren’t making it anymore. We decided to stay small, stay family-run, doing it ourselves.”
It’s a decision Bob Moyer has never regretted.
“There’s a real pleasure in helping someone find something they can’t find elsewhere,”
said Moyer, noting that professional relationships he has formed through the Pennsylvania
Association of Meat Processors and American Association of Meat Processors have
helped him improve in his trade. Going forward, the Moyers are optimistic that the family
business will continue prospering.
“The Lord has been good to us,” Bob Moyer said. “We give Him all the praise.”

Repeat customers come into The Country Butcher
in Tolland, Connecticut, seeking to find what 54year-old owner Stephen Boyer has created for them
lately in his boutique-like but old-fashioned American country processing business.
Boyer, who started in the meat business with his
father at the age of 12, is hard pressed to think of a
time when he didn’t make bacon. They were selling
it by the tons. But nine years ago he got creative and
began producing different flavors of the dry cured
product.
“We developed hickory smoked, maple, doublesmoked Black Forest, apple-cinnamon, black pepper
and a few years ago even came up with Paprikova, a
Hungarian-style bacon,” Boyer notes. “Then one day
a customer asked what were you going to make that
was special for Christmas?”
The inquiry got him to thinking about this special
holiday and what was different about it that could
relate to the meat business. He had made special
Christmas sausage previously, but pondered what he
could do to make a special bacon for this holiday.
“We thought about Christmas parties and aromas,
things like those Yankee candles that smell like apple
pie and cinnamon,” he recalls. “It was then that we
came up with a bacon concept that reflected the
aromas and taste of Christmas. We used cinnamon,
ginger, allspice and a few other flavors and vacuum
tumbled and smoked the product. It was an immediate hit.” Stephen Boyer, owner of The Country
Butcher, says many customers who buy the specialty
bacon freeze a lot of it to eat later, while others buy
the bacon to give as a Christmas gift.
Boyer says the specialty bacon is usually ready in his
display cases by Thanksgiving and presents both the
aroma and the flavor he was hoping to offer to his
eager customers. “We provide samples in our retail
area and the smell and taste just drive people crazy,”
Boyer adds. “Not only do they love it, but they
come back and remark how it doesn’t curl up and
splatter when they cook it. And, they like the fact
that it doesn’t shrink up.”
His customers let him know that this product he
developed three years ago “really does taste like
Christmas!” Boyer says it is common to see customers at the checkout with 10 packs of his holiday bacon. It is sold in smaller slab form and sliced packages as well, all with a special label. He believes
many who purchase this product freeze a lot of it to
eat later, but that others think it is great enough to
give as a Christmas gift.
The Country Butcher has earned six consecutive
top awards for its bacon in competitions held by the
Pennsylvania Association of Meat Processors.

Trent Loos, sixth-generation farmer and all-around raconteur, made
a well-received speech to the American Association of Meat Processors earlier this year. The main thrust of his address was to exhort
the association’s mostly small- and mid-size processors to get out in
front of the meat-consuming public and be more transparent about
their operations.
In his speech, Loos repeated an analogy he said was laid out for him
once by a military commander: “Those of you in the farming world
share the same frustration that we do in the military. The very men
and women we risk our lives to protect don’t understand what we
do or appreciate the sacrifices that we make.”
Boy, did that ring a bell. “A Few Good Men” is one of those movies I
watch over, and over, and over. The climactic courtroom scene
never gets old. (You know the one: “You can’t handle the truth!”) In
it, the character Col. Nathan R. Jessup (Jack Nicholson) skewers the
defense team (Tom Cruise, Kevin Pollak) for their lack of combat
experience, and says the deficiency makes them unfit to question his
decisions as a commander.
Following the analogy made by Loos’ military friend, let’s see how
the script might be written if the scene were to play out between a
consumer, say, and a processor.
Processor: “You want answers?”
Consumer: “I think I’m entitled.”
Processor: “You want answers?”
Consumer: “I want the truth!”
(314) 968-3991
FAX: 1-314-968-1240

Rich Wessels
General Manager

E-MAIL rwessels@moundtool.com

Processor: “You can’t handle the truth! We live in a world that
wants poultry and meat, and that poultry and meat has to be processed in volume, with almost guaranteed safety, by somebody. Who’s
gonna do it — you? I have a greater responsibility than you can possibly fathom. You weep for the animals and you curse the processors. You have that luxury. You have the luxury of not knowing what
I know. That the animals’ death, while hard to watch, means that vital
protein is available to people who need it. That my company’s existence, while incomprehensible and grotesque to you, saves lives.
… I have neither the time, nor the inclination, to explain myself to
consumers who thrive on the very nutrition that I provide, then
question the manner in which I provide it. I would rather you just
said ‘thank you’ and went on your way. Otherwise I suggest you
build a barn and buy a calf. Either way, I don’t give a damn what you
think you are entitled to!”
Stirring stuff. I love the idea of a Nathan Jessup-type character as the
stand-in for the meat industry that works so hard and gets so much
misguided criticism. I can just hear Nicholson’s ringing baritone
knocking the meat detractors over with its power. But let’s think
about where the scene goes from there: The defense attorney leads
the military commander right to admitting a major crime, and into a
court martial. The commander was too arrogant to see, or acknowledge, the limits of his authority or the extent of other parties’ —
yes, entitlement — to question his decisions.
For the vast majority of processors, the idea that they commit actual
crimes in the course of doing their jobs is as remote as a rookie lawyer exposing a top-ranked Marine Colonel’s crimes in open court.
But the arrogance remains an issue.
As frustrating as it is to be misunderstood and unappreciated for the
work and the sacrifices, not giving a damn about what consumers
think they are entitled to is not an option.
Reprinted from Lisa M. Keefe’s Blog The Center of My Platewww.meatingplace.com
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In advertising, reach
and frequency are two
important axioms. You
need both for an effective message. To illustrate this, let me tell
you about my cousin.
Dick “Tiny” Graves
was the consummate
entrepreneur and marketer extraordinaire. He started with a small
fruit stand, as they were known in those days, in his home town of
Cashmere, Wash., and built it into arguably the largest “fruit stand”
around and a great family business known throughout the Pacific
Northwest and beyond.
Tiny, as you might imagine from his nickname, was no small man. In
fact, he topped out at over 400 pounds. You couldn’t miss him or his
presence with his large flowered Hawaiian shirts, knee length shorts
and booming voice that was always full of laughter. He knew people
would remember him and, more importantly, his fruit stands if they
could associate the word tiny with a mental image.
Tiny’s marketing strategy was simple. Get the name “Tiny’s” well
known throughout the land. If you visited his football field length fruit
stand in Cashmere and were traveling on to somewhere outside the
state of Washington, Tiny would ask you to take one of his signs and
put it up somewhere it could be seen along the highways and byways
of America. In those days local truly meant local. Tiny marketed local
fruits, so when the season was over so were his fruit stands for that
year. During the off season for fruit stands, Tiny would load up his
car with signs and travel around the West putting them up in fields
close to the roads. You could see Tiny’s signs all over the place. They

were as ubiquitous as those old Burma Shave signs.
The sign was simple. All it said was “Tiny’s, Cashmere, WA.” The
fact that those world famous Aplets and Cotlets, powdered sugar
covered, chewy apple and apricot flavored treats, were also made in
Cashmere was a bonus for both brands.
Now, let’s get to how Tiny’s advertising is a lesson for all of us. First,
let’s define reach and frequency. Reach is the number of people you
touch with your marketing message or the number of people that
are exposed to your message. Frequency is the number of times you
touch each person with your message.
A simply way for you to remember these two marketing truisms, is
this: If you are in a movie theater and someone runs up to the front
and yells “fire,” that is reach because everyone there will hear it.
Now as you are heading for a movie theater door, the sign above the
one you want is lit up and it says “exit.” That is frequency. You need
them both. If you are going to advertise your meat and poultry business, just like Tiny, you need to make sure you do so with both
reach and frequency.
That goes for whether you are one of the big four for beef, one of
the big pork companies or your hometown meat or poultry company. The largest chicken companies already advertise their wares,
which is another lesson for the beef and pork companies.
If only the big guys can afford sophisticated Madison Avenue produced advertising, how can the smaller companies compete and get
their message to resonate? Well, we have a great leveler now with
social media. Your opportunity for reaching your target audience
with the frequency needed to make an impact is utilizing the many
forms i.e. Twitter, Facebook, Instagram, etc. of social media.
Reprinted from Mack Graves’ Meat Your Market Blog from
www.meatingplace.com
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CUSTOM PRINTING

Sitting out there in the middle of the Oregon forest primeval the following thought popped into my
head, “The peace of God which passeth all understanding…” All by my lonesome, out in the fullness of nature trying to understand just about anything from the current vitriolic political races to
the impending birth of my fourth grandchild to
what the heck was I trying to do at my age anyway, that biblical passage is my next

thought. Why?
Strangely, I knew I was at peace at least for that moment. I knew I had overcome
my failing the last time I had attempted the Pacific Crest Trail, I knew I could do
it because I had now proven it to myself averaging 12 miles of hiking per day. My
experience was three days of spectacular scenery and tough hiking with a 44.7
pound pack on my back and one bad day of driving rain and wind with a 1,700
foot elevation gain in a mile and a half of the twelve miles of hiking that day and I
did it. I was at peace if not for the rest of my life at least for that moment and
what a moment it was.
When you are by yourself in the “wilderness” there is no one that is going to
come fluttering in on a helicopter to serve you lunch. Whatever happens, you
have to deal with and overcome (I won’t mention the noises I heard at night
while in my tent that sounded suspiciously like a bear or two). I don’t profess to
know or to understand my “peace” experience, but I do know how I felt if only
for that fleeting moment. Then, I kept on hiking, looking mostly at the trail in
front of me and not too often at nature around me. But that feeling of peace
stayed with me.
To me, here is what is important about my second attempt at the PCT after my
previous failure. The biggest impetus for my second attempt was the responses I
got from many of you. Your testimonials how you had stared failure in the face
and by sheer determination, perseverance, and yes, damn hard work, overcame a
business failure or impending failure inspired me. The fact that you could make
your meat business successful based on your determination alone was my inspiration. How could I let some little thing like a tough hike overcome me when many
of you described putting it all on the line, your lives, your savings, your family,
your reputation to make a fledgling meat or poultry business first survive and
then prosper. You did it! After reading those, I couldn’t let my legacy be of a
little hiking failure when you told me of your life changing business success stories. As I write this, our political races are hard to believe. But, from my experience and as evidenced by your responses, I know that it is from within each of us
that we will continue to succeed as individuals, as an industry and as a country.
I have this fundamental belief and optimism that sustains me corroborated by
your messages of tenacity and the willingness to never give up on your
dreams. It still comes down to getting up early in the morning and working on
the seemingly mundane tasks that each meat business must go through to make
that day successful or that week or those years.
Certainly we have our problems in the meat business, with many detractors. And, we also have the machinations of government regulations impinging
on our businesses. I believe, however, these regulations are for the most part
done by good people trying to help us in our quest to market a consumerdesired animal protein. Sure, there are some specious rules that drive me nuts
(and probably you too), but not most of them.
Finally, I believe we are in a business that provides consumers choices of healthy,
nutritious protein whether it is beef, pork, chicken, turkey, bison and much
more. We can be proud of what we do and what we provide.
Keep up the good work meat and poultry people. You are all doing what is right,
fair and honest and isn’t that what’s important?
Reprinted from Mack Graves’ Meat Your Market Blog from www.meatingplace.com

SPICY VENISON MEATBALLS
Using ground venison for meatballs is a great
way to make some super dishes. Whether with
spaghetti or other pasta dishes, maybe just a
little marinara, or with some veggies instead of
a patty, meatballs are just fun. And good.
Additionally, meatballs are great appetizers.
Roll them smaller, add toothpicks, serve with
your favorite barbecue sauce or dip, and then
accept the congratulations.
One of our favorite wild game chefs, Scott
Leysath of California, offers his version of venison meatballs below. Be sure to check
out HuntFishCook.comfor more recipes for
venison, other big game, waterfowl, upland
birds, small game and fish.
2/3 pound ground venison
1/3 pound ground beef (15 – 20% fat)
3 garlic cloves, minced
2/3 cup onion, finely diced
2 – 3 tablespoons prepared horseradish
1/2 cup shredded Parmesan cheese
1/2 cup Japanese breadcrumbs (panko)
1/4 teaspoon salt
1/8 teaspoon pepper
olive oil
In a medium bowl, combine all ingredients except olive oil. Mix well. Form into golf ball-sized
meatballs. Heat a thin layer of oil in a large skillet over medium heat. Brown meatballs
evenly. Browned meatballs can be frozen and
vacuum packaged for later use.

Rollstock Inc. has provided thermal forming packaging solutions for
over 30 years with proven equipment. Our machines are hand
assembled right here in the United States to give them the lowest
cost of ownership in the industry. You will find Rollstock to have
some of the most loyal customers in the industry. Some of the
names you might recognize are Sysco, Hormel, Smithfield, and US
Foods, all having multiple Rollstocks in their facilities.
The Rollstock Inc. horizontal form fill seal machine is built robust
with solid ¾ inch thick onepiece frames. We custom build every
machine around your products to reduce film waste and give your
product the best presentation possible. We can accommodate
packing needs from a small deer processor all the way up to the
largest facilities in North America. The length of the RA-200 is 11.5
feet while the RI-200 is 16 feet upwards of 30 feet.
Quick lead times of 6-8 weeks on machines, 4-6 weeks on tooling and next day delivery of “on the shelf” replacement parts
gives unparalleled security. With 95% of all service calls solved
over the phone in less than 15 minutes; Rollstock significantly
reduces your need for costly onsite service calls.
To view videos of our machines, please go to the
following link: www.vimeo.com/rollstockkc

CONGRATULATIONS
FUTURE ICON
CHRIS YOUNG
As part of The National Provisioner's 125th Anniversary,
they have selected 25 Future
Icons. They are individuals
who they feel will change the
meat industry over the next
decade or two. Among those
selected were AAMP Executive Director Chris Young.
Young was named executive
director of AAMP one year
ago after serving as the outreach specialist since 2013. He
has worked in the meat industry for more than 20 years,
and under his leadership, AAMP increased membership
for the first time in several years and gone on a streak of
collaboration with industry partners. One of Young’s
stated goals for AAMP is to develop a stronger presence
in Washington, D.C. NP
We have had the great pleasure to work with Chris, and
we have always known how vital his role is to the industry.
We are proud to see that The National Provisioner has
awarded Chris for his skills and dedication.

CLASSIFIEDS
A Warm Welcome to New Member

If you would like to add items, feel free to email or call me
with the details. Also, be sure to let me know if any items
need to be removed to keep the listings current.

2017 Dues: Please find your membership invoice included. Thankyou for your continued support.

FOR SALE: 1992 Handtmann VF 200
12 vane - Heavy Duty Meat Pump - Brand New Control Panel & MC
Panel - New Rebuilt Bush Vacuum Pump, and wiring schematics gone
thru 2 mo. ago. Just Serviced last Summer for 3000 hours by Handtmann
Tech. Works Great - too big for my production at this point. Looking for
Smaller Handtmann. This machine is a workhorse and can be sold with
or without the linking assembly ( Linking assembly new in 2006 ). Asking
$30,000 for Stuffer Only; Asking $37,500 for Stuffer and Linking Assembly Call Tom at 570-279-3534 for more details.

2017 Registration Forms:
Suppliers - Reserve your spot for the supplier showcase
now. Take advantage of advertising in our newsletters, website and
directory. Sponsorship is also available. We greatly appreciate all you
do!!

FOR SALE: Brine Pump
TOP of the LINE: Commercial, like new Brine Pump. (Waterproof
Motor) Excellent condition. Stainless steel pump. Add instant value to
your products. 4 prong needle holder with 3 sets of needles.
$2250 or Best Offer!! UPS Shipping Available. Call:1-518-669-6111

Operators - Registration forms are included. Be sure to
check out and pre-register for all the additional things this year.

FOR SALE: Famco mini linker $1500.00 / Biro Pro 9 Cuber
$1500.00 / Biro VTS42 Vac. Tumbler $1800.00 / Hobart 2712
Slicer $2400.00 / Hobart 4056 Grinder $3000.00 / Hollymatic
LV20 Vac $3000.00 Torrey M22 Grinder $950.00.
Call Tom @ 412-551-8551

NY Scale & Equipment
Jamey Ciferni
6378 Kirkville Road
Kirkville, NY 13082
315-656-2214

Hope you had the opportunity to join family
and friends for THANKSGIVING. Always remember the blessings in your life.
Wishing you and your family a very MERRY
CHRISTMAS!! Be sure to remember the reason for the season!!
As we close another year and welcome 2017,
we hope you and your business much success
and happiness in the NEW YEAR!

FOR SALE: Walk in Cooler: 20x20, 16x36 2- 4’ sliders, 2-36”
entrance door. With refrigeration. Like New only used
1 ½ years. $20,000.00 Call Jeff @ 302-734-5447.
FOR SALE:
Hollymatic 54 Patty Machine, 2 Plates 4-1 & 5-1. $3,000 Call Bill
Stepniak @ 570-289-4951
FOR SALE:
Hollymatic 200 patty maker with 3 plates and cart $800.00 Call
Jake @ 570-689-2350.
FOR SALE:
Heat Seal Packaging Machine, Purchased new in 2007. Great Condition. We loved using it to heat seal our venison products up
through this past season. Just purchased a roll stock and no longer
need this machine. Can email photo if desired. $13,000. Call
Dwight @ 215-262-2305 or elyfamily5@msn.com.
FOR SALE:
Vacuum Packing Machine, 2009 Sipromac 450A 3 Phase, Single
Chamber. Good Condition. $2800 call Joe @ 845-876-6306.
FOR SALE:
SOUTHERN PRIDE XLR 1400, NATURAL GAS, 120 VOLT
30 RACKS ON CASTERS - $16,500.00 TOM 412 551 8551
FOR SALE:
Commercial Ham Presses, $25 each, call Gary Karas @
724-468-5811 - kountrykows@windstream.net

WANTED:
Compressor evaporator/condenser, 2 horsepower, single phase.
Contact Bob @ 215-297-5203
WANTED:
Jumo KPF-92 Microprocessor, Looking to replace controller on
smokehouse ASAP! Please call Bob @ 215-257-2710 or
bob.bgpork@verizon.net

FOR SALE: Bowl Chopper-Model TV Vall CRI 20, Serial
#1003. The bowl size is 20 liters which is 5.28 gal. or about 5060lbs of product at a time. 3 phase, motor is a 2/3 hp (1,5/2,2 kw)
I have the original manual for this machine. I also have commercial
fryers, stoves, refrigerators, etc. Call and let me know what you
need. I may have it. Nick Stello 1-800-849-4599.
FOR SALE: Globe Slicer - Model 725 - Manual or Automatic
Runs on 110 - Like New in excellent condition.
$2,500.00. Call Floyd @ 570-254-6921

