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Where has 2017 gone? It just seems like we had 

the 78th Convention and now it’s time to plan 

the 79th Annual Convention and Supplier 

Showcase. Each year it’s exciting to plan an-

other convention but also hard to outdo the 

last one. In order to make the convention go as 

smooth as possible we want to highlight a few 

changes, updates and key information that will help 

make it a great convention.  
 

• We have rooms blocked at the hotels listed below. 

Please note that each hotel has a code and rate along 

with a release/cutoff date in order to receive a room at that rate. Rooms must be 

booked by the release date to receive the group rate.  Rooms blocked for the 

convention are limited and are available on a first come first serve basis, So 

book early!! 
 

• A tour to Nicholas Meats in Loganton, PA is 

being offered on Thursday. We are limited to 2 

groups of 18 (am and pm). We will need to 

charge $15/person (first come basis availability) 

to cover the bus fee.  

Must pre-order to reserve your spot. 
 

• Boxed Lunches will be offered again this year. 

They will be handed out during the supplier 

showcase. Must pre-order in advance to receive the lunch. 
 

• Supplier Showcase time change for Saturday. Showcase will run from 10-1. 
 

• Rate Increase: If you decided to pay your dues and registration at the convention the 

rate will be $125.00 for membership dues ($100.00 if paid before) and $60.00 per person 

to attend the convention ($50.00 if paid prior). We recommend paying in advance. 
 

• Meat Competition Rules are included: Please note a few changes. A few classes have 

been added and removed. Also, the price per entry is $10 per entry and $5 if you enter 

additional items in the same class. The featured class for 2018 is “Old World Products”. 
 

• We will offer Convention T-Shirts and Hoodies again this year. Must pre-order as 

well. Please see order form for details. 
 

• Breakfast is offered at the Penn Stater’s Gardens Restaurant on Friday and Saturday.  They 

open at 6.45.  You can make reservations on both days, this should assure you will have 

enough time to make the first classes of the day. The Gardens will be closed on Sunday.   
 

We are looking forward to the upcoming convention and 

encourage you to participate in all the activities it has to 

offer, from the Meat Competition and the People’s 

Choice Competition, to the awards dinner and live auc-

tion and all the events on Thursday as well. We hope to 

see you there!! 

  

Hello members, 
 

As usual, this is the time of year that we start 

getting the word out for the upcoming conven-

tion. You will find details within this newsletter. 

I want to urge the members to not only attend 

the 2018 convention, but to enter products in 

the product competition. It’s always exciting to 

do well in these competitions, however there is 

so much more to it.  The judges for the compe-

tition are present at the product exhibition and 

are more than willing to explain your comment 

card and offer suggestions on how to improve 

your product. All products for the competition 

are registered blindly, so it’s quite possible to 

make quiet comparisons between your prod-

ucts and the ones that placed in that category.   
 

Even the veterans in the meat competition 

should consider entering more products or 

possibly entering products that they haven’t had 

judged for a while. We now have a greater pool 

of judges than in the past. That leads to a differ-

ent appreciation for the products by the judges 

from one year to the next.   
 

We will have two new classes for the Product 

Competition – “Bacon as an Ingredient” and 

“Specialty Flavored Fresh Sausage”. You will 

notice that the Exotic Game class is gone from 

the Product Competition. This is due to dwin-

dling entries over the past couple of years. The 

Smoked Turkey class is in jeopardy as well, be-

cause of low registration recently, but still in-

cluded.  Please use the Product Competition as 

the great learning tool that it is.     
 

On Behalf of the board, I would like to wish 

everyone happy holidays. Merry Christmas and 

Happy New Year!    
 

John Louderback - President 

 
 

  
 

 

The Penn Stater Hotel 
(Host of the Convention) 

215 Innovation Blvd 

State College, PA 

1-800-233-7505  

$114.00 per night  

Code – PAMP18A 
Release Date for Rate 4-09-18 

Ramada Inn  

1450 S. Atherton St. 

State College, PA 

814-238-3001 

$78.00 per night 

Code – PAMP18 
Release Date for Rate 4-10-18 

 

Super 8 Hotel 

1663 S. Atherton St. 

State College, PA 

814-237-8005 

$74.00 per night 

Code – CGPMP2 
Release Date for Rate 5-01-18 

 





Social media is one of the sharpest double-edged swords in 

modern communication. On one hand, it allows farmers and 

ranchers to amplify their voices and share stories, videos and 

photos directly with consumers across the country. On the 

other, animal rights activists have used social media platforms 

to make a few outlier voices sound like a much bigger crowd 

and attempt to silence anyone with opinions that don’t align 

with theirs. 

As one example, a group of determined extremists have cre-

ated a Facebook page where they refer to themselves as 

“hunters” and select certain farmers or ag businesses to target 

(referred to as “missions”). Followers will flock to the se-

lected farm pages and bombard them with one-star reviews 

(despite never visiting or purchasing from the business), nasty 

comments and aggressive messages. Activist groups will also 

send scripts out via email and urge supporters to copy and 

paste them on company Facebook pages. Here is one recent 

script: I would really like to see [restaurant chain] take animal 

welfare more seriously. It's time to follow other chains and adopt a 

meaningful broiler welfare policy. Until then, I'll be dining elsewhere. 

Thank you.  

If your company (or the brands you supply) has a presence on 

social media, I recommend you familiarize yourself with these 

tactics and create a plan now for what you will do if you find 

yourselves as a target. Some companies that find themselves 

under fire will react under pressure and give in to activist de-

mands in an attempt to make the negative attention go away. 

It’s important to remember that as long as you’re still selling 

meat, poultry, milk and eggs, you will still be a target. 

A few tactics to consider if you do face this type of situation – 

•  Have a social media policy posted on your page that says 

hateful or harassing comments will not be allowed. The policy 

should also address threats, foul language and vulgar images. 

Swiftly delete any comments that are against your policy and 

ban users making them. If you are questioned on this, refer 

back to your policy. 

•  Consider temporarily taking down the review function if 

you get fake negative ones. You can report reviews to Face-

book for removal if they don’t focus on your company’s prod-

ucts or services, but you can’t do anything about 1-star ratings 

without text reviews. Once you are ready to allow reviews 

again, encourage your customers to leave a truthful review to 

balance out low scores. 

• Do not engage with users who are posting hateful comments 

or sending messages. There is a big difference between some-

one respectfully asking a question or expressing an opinion 

and someone harassing you. Trolls don’t warrant a response.  

Most importantly, don’t let what seems like a horde of angry 

people (most of whom have probably never supported your 

business or purchased your products) push you into making 

decisions that will negatively impact your actual customer base 

by eliminating choices or pushing up prices. 

 
Reprinted from Hannah Thompson’s Blog,  

Ag Watch from www.meatingplace.com 

     The year was 1992. Bill Clinton was elected President, Hurricane An-

drew hit Florida and an iconic consumer brand was born: Beef. It’s 

What’s For Dinner. Featuring celebrity voices and Aaron Copland’s fa-

mous “Hoe-Down” from Rodeo, the beef advertising campaign hit the 

airwaves with a force that immediately pushed beef to the forefront of 

consumer advertising and into the center of the dinner plate. For the past 

25 years, Beef. It’s What’s For Dinner. has helped slow a decades long 

decline in per capita consumption of beef that began in the 1970s. And 

now, with per capita beef consumption on the rise, it is being relaunched 

to remind a new generation of consumers that beef will always be what’s 

for dinner (and maybe breakfast, lunch, and the occasional snack). 

     “Beef Is Back for Dinner as Marketers Woo Nostalgic Millennials,” 

read the headline in the Wall Street Journal earlier this month. But, to be 

clear, Beef. It’s What’s For Dinner. never went away. It has evolved 

throughout its 25-year history as one of the top food brands from televi-

sion and radio ads to the BeefItsWhatsForDinner.com website to a new 

social media and digital advertising campaign launched this month. 

     So why bring it back to the forefront now? Consumer research con-

ducted earlier this year showed that even though the advertising campaign 

has been funded at lower levels over the past decade, due in part to fewer 

checkoff dollars, the brand still holds tremendous equity. Millennials said 

the tagline, coupled with the Rodeo music, brought back good memories. 

Others said, “it’s what’s for dinner” is a powerful declarative statement, 

staking beef’s claim at the top of the protein world. 

Based on this research, we know that Beef. It’s What’s For Dinner. can 

transcend generations and deliver what people want today: Transparency 

about food. For the first time ever, the campaign unveiled this month tells 

the story of beef and the people who raise beef cattle.  

A centerpiece of the new campaign is a video that tells the modern-day 

beef production story from pasture to plate. The video, which shows the 

care the beef community takes to produce a safe and wholesome product, 

is reaching consumers where they are — online — through search and 

social media. For people who want to learn more about beef production, 

the campaign also features more in-depth video interviews with farmers 

and ranchers highlighting how beef is raised responsibly. 

To reach consumers, opinion leaders, foodservice and retail partners, a 

new consolidated BeefItsWhatsForDinner.com website includes not only 

information about the different beef cuts and how to prepare them, but 

also nutrition information and information on how beef is produced from 

real farmers and ranchers. 

Later in the campaign, new advertisements celebrating beef’s unique quali-

ties as a protein source will appeal to consumers’ genuine love for beef. 

And for those who can’t visit a farm or ranch in person, NCBA, as a con-

tractor to the beef checkoff, will utilize the latest in 360 degree camera 

technology to provide a virtual tour of farms and ranchers using digital 

platforms to further educate consumers about beef production.  

The new Beef. It’s What’s For Dinner. campaign connects the heritage of 

an iconic brand with the desire of today’s consumer to know how their 

food is raised, how to prepare it and trust that it is good for them and 

their families. The repositioning of Beef. It’s What’s For Dinner. will help 

to ensure that the brand stands the test of time for another 25 years. 
 

By Alisa Harrison is senior vice president, global marketing & research for the  
National Cattlemen's Beef Association, a contractor of the Beef Checkoff 





PAMP Newswatch is an opportunity to highlight PAMP 

Members that have been featured in the local or na-

tional media. This month’s article is a feature about PAMP 

Member, T & E Meat’s recent USDA Grant Award.  If you have 

an article for the PAMP Newswatch send it to: 

pamp@pameatprocessors.org 

Recently, the USDA’s Agricultural 

Marketing Service awarded Salatin 

& Cloud LC (dba T&E Meats), of 

Harrisonburg, VA, a $370,532 Local 

Food Production Program (LFPP) 

Implementation Grant. The grant 

for T&E Meats was part of $13.4 

million in the Local Food Promotion 

Program (LFPP) that was awarded 

nationally for 2017. These grants 

are intended to increase consump-

tion of, and access to, locally pro-

duced agriculture products, as well 

as to develop new market opportu-

nities for farm and ranch operations serving local markets. 
 

The grant for T&E Meats provides funding to acquire several pieces of specialized 

equipment for curing, cooking, and smoking meats. The grant also provides T&E with 

funding for equipment to provide digital traceability of inspected meat products 

through scanning and bar coding, thus enhancing food safety and providing data to 

farmers to improve the efficiency of their operations. In addition, the grant provides 

specialized training for T&E Meats staff, salary support to hire expertise in smoking and 

curing of meats under inspection, and funds for educating farmers and the community 

about curing, cooking, smoking of meats, and use of data capture and digital traceability 

technologies. 
 

Joe Cloud, the owner and general manager of T&E Meats, says this: “We are very ex-

cited to receive this USDA grant award. T&E Meats is one of very few businesses in 

Virginia that provides local farmers with USDA-Inspected slaughter and packing ser-

vices, and we have made major investments to increase our capabilities. This grant will 

enable us to provide valuable services for our farmers that we could not afford, and 

we applaud the USDA for supporting the continuing rise in consumer demand for local 

food. With the help of USDA grants like this one, the number of farmers markets in 

America have more than doubled from 3,137 in 2002 to over 8,684 today, and total 

sales now exceed $700 million.” 
 

Daniel Salatin of Polyface Farms in Swoope, VA, says, “T&E Meats processing for our 

farm dates back more than 20 years and has been key to much of our success.  For 

them to be able to add value to the processing work already performed for us, as well 

as adding additional data-driven capabilities, will be a real blessing,” 
 

Jordan Green of J&L Green Farm in Edinburg says, “Something we have wished for 

years is for T&E to have the capability of further processing. Currently have to trans-

port basic cuts of meats from T&E over 100 miles to have farther processing done 

such as cured meats & hot dogs.” 
 

This year’s LFPP grantees represent the diversity and dynamism of the work being 

done across America to support businesses that increase the availability of locally-

produced foods, and to grow businesses connected with local and regional food pro-

duction. The 2017 LFPP grants support projects in 31 states and territories. These 

include Planning Grants for projects in early development and Implementation Grants 

for establishing or expanding local or regional business such as community kitchens, 

food hubs, logistics operations, and others. 
 

 

 

Joe Cloud, owner and general manager of T&E Meats. 

I’ve been working in the manufacturing side of the 

business for quite a while now, developing prod-

ucts for an array of various sized companies from 

Fortune 100’s down to small single owner-

operated. I think it is safe to say that we are living 

in some very different times. Our marketplace and 

lives are changed daily by local, national and global 

influences. Businesses of all types can no longer 

stay the course. Business models need to be living 

and not static. That is one of the reasons I am 

writing today about this small/mid-sized company, 

Papa Cantella’s Inc., located in Vernon, Calif. 
 

It is a rare find, as a product developer, to work 

with a company that prides itself on understanding 

its strengths and being flexible and fluid enough to 

change with consumer demands. Papa Cantella's 

was started with a true sense of entrepreneurial 

fortitude from their humble beginnings as a small 

Italian sausage company. They have evolved into a 

mid-sized power house production plant creating 

on-trend, cutting-edge entrées, side dishes, fillings 

and meal kits. To boot they have the highest level 

of certification for food safety in our industry. 

What I love about this company is the willingness 

to try. I spent only three days in their kitchens and 

could see that this family-run plant produces good 

solid food on a daily basis.  I was impressed to find 

out most of the product development is GMO-

free and organic because of customer demand, 

using mostly, and whenever possible, local suppli-

ers to foster strong farm connections.  
 

I found the CEO Tony Cantella’s ideology refresh-

ing. During a discussion about cuisine, he men-

tioned how he aligned protein suppliers with a 

branded Indian cuisine company. He connected 

the dots for his clients to complete a full circle of 

symbiotic relationships that improve efficiencies 

for all. We went from iteration to plant-produced 

samples in less than a month. Product develop-

ment on fast track, and it works. There’s a lot to 

be garnered from this model. Unfortunately, as 

you scale up to the big players, these ideas seem 

to get lost in the sauce by the sheer layers built 

into one’s organizational chart.  
 

My query this week, without getting yourself in 

hot water, is: What are the biggest hurdles you 

face in your company as it relates to taking an idea 

and turning it into reality?  

Reprinted from  Michael Formichella’s Blog - The Chef’s Table 

www.meatingplace.com 



The Food Safety Modernization Act has many in the 
food processing industry concerned. How will this affect 
them economically? Who will face hardships in compli-
ance of the new regulations? How or will this change the 
way food products are labeled?  FSMA was signed into 
law in January 2011, but still many food industry profes-

sionals have questions. It is the most sweeping change to food safety in 
more than 70 years. Facilities that manufacture, process, pack or hold 
human food must maintain and implement a written food safety plan that 
contains elements such as hazard analysis, preventive controls, monitor-
ing procedures and corrective action. 
Some key requirements of the act 
Verification: Covered facilities must establish and implement a food 
safety system that includes analysis of hazards and risk-based preventive 
controls. The rule sets requirements for a food safety plan that includes:  
Hazard analysis: The first step is hazard identification, which must 
consider known or reasonably foreseeable biological, chemical and physi-
cal hazards. These hazards could be present because they occur natu-
rally, are unintentionally introduced, or are intentionally introduced for 
economic gain (if they affect the safety of the food). 
Preventive controls: These measures are required to ensure that 
hazards requiring a preventive control will be minimized or prevented. 
They include process, food allergen and sanitation controls, as well as 
supply-chain controls and a recall plan. Oversight and management of 
preventive controls. The final rule provides flexibility in the steps needed 
to ensure that preventive controls are effective and to correct problems 
that may arise. 
Monitoring: These procedures are designed to provide assurance that 
preventive controls are consistently performed. Monitoring is conducted 
as appropriate to the preventive control. For example, monitoring of a 
heat process to kill pathogens would include actual temperature values 
and be more frequent than monitoring preventive maintenance activities 
used to minimize metal hazards, which could be a simple record of the 
date on which the activity took place. 

Corrective actions: Corrections are steps taken to identify and cor-
rect in a timely manner a minor, isolated problem that occurs during 
food production. Corrective actions include actions to identify a prob-
lem with preventive control implementation to reduce the likelihood the 
problem will recur, evaluate affected food for safety, and prevent it from 
entering commerce. Corrective actions must be documented/recorded. 
These activities are required to ensure that preventive controls are con-
sistently implemented and effective. They include validating with scientific 
evidence that a preventive control is capable of effectively controlling an 
identified hazard; calibration (or accuracy checks) of process monitoring 
and verification instruments such as thermometers; and reviewing re-
cords to verify that monitoring and corrective actions (if necessary) are 
being conducted.  
Product testing and environmental monitoring are possible verification 
activities but are only required as appropriate to the food, facility, nature 
of the preventive control, and the role of that control in the facility’s 
food safety system.  
Some exemptions to this new rule 
•  A very small business. While exempt, the business would be required 
to provide to FDA, upon request, documentation to demonstrate that 
the business is very small. 
•  The holding of food, except the holding of food in liquid storage tanks 
•  The packing, re-packing, labeling or re-labeling of food where the con-
tainer that directly contacts the food remains intact 
•  Activities that fall within the definition of “farm” 
•  Manufacturing, processing, packing or holding of food for animals 
•  Alcoholic beverages, under certain conditions 
•  On-farm manufacturing, processing, packing or holding by a small or 
very small business of certain foods identified as having low-risk produc-
tion practices. The exemption applies if such activities are the only activi-
ties conducted by the business subject to the rule. These foods include 
certain types of eggs and certain types of game meats. 
For the complete Food Safety Modernization Act, go to  
www.fda.gov/Food/GuidanceRegulation/FSMA 













Distribution Center 
3035 New Butler Road  •  New Castle, PA 16101 

 

Production Facility 
144 Magill Road  •  Zelienople, PA 16061 

 

1-800-222-2460   Customer Service Option #8 













 
 

George Lapsley Ent. 

 
Phone: (267) 221-2426 
Fax: (215) 766-1687 
 

4988 E Rolling Glen Drive 
Pipersville, PA 18947 
glapsley@comcast.net 
www.getfoodhelp.net 

 

P.O. Box 850 Levittown, PA 19058 

CHUCK MULLEN 
TOLL FREE 888.886.0638 
OFFICE 215.956.9101 
FAX  215.956.9102 
CELL  717.577.4213 
E-MAIL chuck@metspeedlabel.com 
WEBSITE: www.metspeedlabel.com 

George D. Lapsley 
Food Safety Specialist 

 



Apex Packaging Solutions, Honesdale, PA 
GDavis@ApexPkg.com, 215 872 1779 

NATURAL 

SKINLESS 

SHRINK BAGS 

HAM NETTING 

BUTCHER TWINE 

CLIPS AND LOOPS 

VACUUM POUCHES 

VENISON  

SAUSAGE 

NOT FOR SALE 
YOUR COMPANY NAME 

YOUR ADDRESS 

PHONE (201) 939-3335 

CUSTOM PRINTING 

www.globecasing.com 

Sausage Casing 
 

FIBROUS 
Summer Sausage, Venison Bologna 

 

COLAGEN 
Ring Bologna, Snack Sticks 

 

PLASTIC CASING 
Fresh, Cooked & Frozen Patties 

TOLL FREE (888) 211-0989 
368 PATERSON PLANK ROAD CARLSTADT, NJ 07072 

E-mail: sales@globecasing.com 







Made in Germany 

Supplying a Full Range of Machines for Slaughter 

Plants and Industrial Meat Processing Factories 

 

 

Rich Wessels 
General Manager 

(314) 968-3991 
FAX: 1-314-968-1240 

E-MAIL rwessels@moundtool.com  

MOUND TOOL COMPANY 
ESTABLISHED 1899 

 

9301 WATSON IND. PART / ST. LOUIS, MISSOURI 63126 U.S.A. 
www.moundtool.com  

10 COUNCIL AVE. 

WHEATLAND, PA 16161 

www.joshen.com 

JOSHEN IS A FULL LINE  
SUPPLIER TO THE MEAT  
PROCESSING INDUSTRY: 

CONTACT JOSHEN FOR A  
SALES CONSULTATION  1-800-334-8430 

 PLASTIC MEAT FILM 

 FOAM MEAT TRAYS 

 LABELS 

 SANITATION & BACKROOM 

CHEMICALS 

 POLY MEAT BAGS 

 FULL LINE OF SPICES 

 AND MORE…... 

Merry Christmas 
& Happy New Year 
to all our members and friends!! 



Jarvis Products Corporation manufactures equipment for kill 

floor and boning room applications. A recently introduced tool 

is Jarvis’ new line of JHS-Hand Held Pneumatic Skinners spe-

cially designed for fast and efficient removal of trimming strips, 

skin patches, rounds, butts, hindquarters, and loins from pork 

carcasses.  They are also useful for trimming and de-fatting 

hams, fish skinning, removing chicken breast skin, and trimming 

turkey membranes.  Jarvis’ new JHS skinners provides low cost 

skinning of boars and sows with clean, uniform, controlled 

depth removal of skin and fat, without knife cuts or gashes.  

Three different cutting depths are available – 1/16”, 1/8” and 

3/16”.  Easy to operate, clean and maintain, the JHS also has an 

adjustable 360 degree rotating handle for comfortable handling. 
 

Information on Jarvis’ JHS skinners is available upon request. 
  

Tel: 860 347-7271 •  Fax: 860 347-9905  

Website: www.jarvisproducts.com  



 
 

 

Promotion: Please find 2 PAMP brochures included with this news-

letter.  Feel free to hand these out to other processors for them to 

join and receive the benefits of being a member.  Also, if you work 

with a supplier who does not belong to PAMP….give them one.  Their 

products could benefit other PAMP members.  If possible have them 

indicate who referred them to PAMP on the form.  
 

Supplier Forms: Please find the supplier forms included.  Use these 

forms for advertising and to reserve a booth at the 2018 Supplier 

Showcase.  Take advantage of advertising in out newsletter, website 

and directory.  Sponsorship is also an option for the showcase.  We 

appreciate all you do!!! 
 

Supplier Showcase: IMPORTANT—As we continue to grow, the 

amount of booths we can offer in the main exhibit hall may be limited.  

We will first fill the room and then proceed to fill the hallway leading 

into the exhibit room.  Placement will be based on the time that pay-

ment is received to reserve your spot. 
 

Operators: Invoice for dues are included along with an Order Form 

for the Convention.  Please notice the extra options on the order 

form…. Pre-registration for the Tour on Thursday, Boxed lunches 

and Convention T-shirts. 
 

2018 Convention Schedule Enclosed 

Please note the location for each event 

Addresses for locations: 
 

 

 

 

 

Penn State Visitors Center 

If you are not planning to attend all the activities for the convention 

and have some free time...check out the Visitors Center, located right 

beside the Meat Lab. 

Centere County/Penn State Visitor Center/CPCVB 

800 E. Park Ave. 

State College, PA 16803 

Monday-Friday: 7:30 am-6:00 pm (5:00 pm Dec. 1-Mar 30) 

Saturday-Sunday: 9:00 am-6:00 pm (5:00 pm Dec. 1-Mar 30) 

Local:814-231-1400 • Toll Free: 800-358-5466 • Fax: 814-231-8123 

CONTACT PAMP 
1209 Rockdale Rd Rockwood, PA 15557 • 844-599-PAMP 

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

 

CLASSIFIEDS 
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. 

 
 

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 Assem-

bly Call Tom at 570-279-3534 for more details. 
 

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 
 

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 200 patty maker with 3 plates and cart $800.00 Call 

Jake @ 570-689-2350. 
 

FOR SALE:   

Stainless Steel Heat Seal Packaging Machine and Shrink Tunnel, 

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. $7,999 or best offer; 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 
 

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 
 

FOR SALE:   

Hollymatic Tumbler 100lbs - $4000 ;   

Hollymatic Super 54 Patty Machine s.s. base - $4500 

Famco Mini Linker 4” - $1500  

Call Tom Miller @ 412-551-8551 

 

FOR SALE:   

Hobart Meat Saw   Model 5212 single phase   New motor $2500 

Karcher Pressure Washer HSD900    $950 

Call Bill  570-277-6971 

 
 

 
 

 

 

 

A Warm Welcome to Our Member 

Futamura USA, Inc. 

Makiko Yamamoto 

369 Lexington Ave. 

New York, NY 10017 

646-556-6652 

www.futamuragroup.com 

The Penn Stater 

215 Innovation Blvd. 

State College, PA 16803 

Meat Laboratory (ML) 

**across from football stadium 

16C Meat Lab 

University Park, PA 16802 

 

 

President   John Louderback 
Vice President  Gary Gibson  
2nd Vice Pres.  Nate Thomas 
Treasurer      Amanda Luke 
Secretary      Renee Pletcher  
Past Pres.        Bill McMullen  

  

mailto:elyfamily5@msn.com

