
  

July-August - 2020 

Volume 7, Issue 4 

PAMP would like to say THANK YOU to all 

the members that support this great organi-

zation!!  The last few months have been very 

trying and the word appreciation has taken 

on a new meaning.  We appreciate all of our 

operators for all you do for your communi-

ties.  Also to all our suppliers that support 

and help our operators so they can be successful in providing all they do for all of us.   
 

As we look ahead to 2021 with the hopes that things will be back to “normal” and we 

will be able to join together for our annual convention, we would like to highlight our 

current active suppliers that have been instrumental to all of us during these difficult 

times: 

 

Again, THANK YOU!! Planning for the 2021 Convention is underway.  Mark your cal-

endars and save the date:  May 13-16th, 2021!!  We will be at the Penn Stater Confer-

ence Center and hope to see everyone there!! 

 

 

 

 

CONTACT PAMP 
1209 Rockdale Rd  

Rockwood, PA 15557 

844-599-PAMP 
Email: 

pamp@pameatprocessors.org 
Website: 

www.pameatprocessors.org 

A.C.Legg, Inc 

AmTrade Systems, Inc. 

Apex Packaging Solutions, LLC 

Biro Manufacturing Company 

Bunzl Processor Division/Koch Supplies 

Con Yeager Spice Company 

CRM North America 

D.R.E.A.M Equipment LLC 

Daves Butcher Supply Inc. 

Equipment Processing Solutions LLC 

Excalibur Seasoning Company 

Fortney Packages, Inc. 

Futamura USA, Inc. 

George Lapsley Enterprises 

Globe Packaging Company, Inc 

Handtmann, Inc. 

High Plains Frontier Supply, LLC 

J.C.Rendering Inc. 

Jarvis Products Corp. 

Jennings/Alberts, Inc. 
JVR Industries, Inc./Promarks 

Kerres USA, LLC 

Linker Machines 

Lynx Systems LLC 

Madge Tech, Inc 

Mainca USA 

Mar/Co Sales Inc. 

Mark Schad Online 

Marlen International 

Meadow Creek Welding LLC 

Met Speed Label 

Mid-Valley Food Equipment LLC 

Miller's Mustard 

Miller Food Equipment 

Mound Tool Company 

Multivac, Inc. 

NY Scale & Equipment Inc. 

Oversea Casing Co./Dewied Int. 

Pennsylvania Beef Council 

Pittsburgh Spice & Seasoning 

Poly-Clip System 

Primal Processor 

PS Seasoning & Spices / Pro Smoker 

Quality Casing Co, Inc 

Reiser 

Risco USA Corp 

Rollstock Inc. 

Sanitation Solutions Plus, LLC 

ScottPec 

silver-clip llc 

Sperling Industries USA, Inc. 

Stello Foods Inc. 

Tech-Mark, Inc. Enviro-Pak 
Tech Tag & Label 

TemPac LLC 

Tipper Tie, Inc 

Tusko Sales 

UltraSource LLC 

Van Hessen USA Inc. 

VC999 Packaging Systems, Inc 

Viscofan USA , Inc. 

Walton's Inc. 

World Pac International 

Zinn Insurance, LLC 

With no convention in 2020, we have used 

some of the time that would have been spent 

convention planning on updating the PAMP 

Website. 
 

Check out the renovated 
website at: 
www.pameatprocessors.org 

Greetings Fellow PAMP 

Members,  
 

The year of the facemask. Love 

them or hate them, they're 

here to stay for a while. Hope-

fully in spite of the new safety 

protocols now in place you 

have had a profitable summer. In our own busi-

ness we've seen a massive increase in retail sales 

and new customers and yet our restaurant and 

wholesale accounts continue to struggle. I would 

expect retail sales to continue to be strong as 

the weather finally cools down and we start 

thinking about the holiday season. Even though 

we won't be seeing each other this year, I often 

think about you and your businesses. I hope that 

you are all well and have been able to success-

fully navigate the changes we have all seen due to 

the pandemic.  
 

Stay Safe and Stay Healthy. 

Yours in Great Meat,  Nate Thomas 

 
 

President   Nate Thomas 
Vice-President  Loni Saylor 
2nd Vice-President  Mike Holland 
Treasurer      Amanda Luke 
Secretary      Renee Pletcher  
Past Pres.        Gary Gibson  





Now that we are in the throws 

of the pandemic with the 

uncertainty of 

what the new 

normal will be, 

will restaurants 

be forced to close 

again, is another 

lockdown coming, 

will there be short-

ages on product again, are prices going to be 

astronomical, but all we can do is go week by 

week.  
 

CUSTOMER RETENTION 

One thing for sure is almost all of the retail 

stores I have talked to say their business is way, 

way up. So what if you were able to retain 50% 

of those new customers you all have seen. One 

way to do it is by talking to them when they en-

ter the store, suggested selling for items they are 

looking for is a great way to help them with their 

purchases. Not only is your employee talking to 

the customer about what they are looking for 

but its a great way to educate the customer on 

what makes your product so great and better 

than the box store. Educate the customers on all 

the services you offer meat bundles, freezer or-

ders, catering, specialty orders wild game proc-

essing.  
 

From the locations I have been to, a lot of their 

new customers didn't know where they were or 

what that had so they would just go to the local 

big box chain store. Not only are the customers 

returning but they cant believe how much better 

the product they are purchasing taste compared 

to what they would get at the big store. Remem-

ber most of these new customers were not com-

ing to your location prior to the lockdown be-

cause they didn't know what you had to offer but 

now they realize what they have been missing 

out on. 
 

EQUIPMENT DELAYS 

On the equipment side, one thing to look at right 

now is lead times. Machine sales have been going 

strong on a big uptick across the world and there 

will be some longer then normal lead times on 

equipment. Everyone has been busier then nor-

mal to put it mildly, supplies like saw blades, 

grinder knife and plates, patty paper, vac pac 

bags, scale labels and parts are also coming into a 

bit of a lead time as well because of the increased 

demand for these items. We can all keep moving 

forward in positive growth but some patience 

will be needed as well as timely calls for mainte-

nance on equipment remember if its acting up or 

not running right its not going to fix itself  

I remember the day I chose agriculture as a career. I 

also remember the day I chose the agriculture sec-

tor for my career: poultry processing. Making the 

decision to choose this sector was easy but explain-

ing my decision to family and friends was the hard-

est part. Here was the problem (from their per-

spective): I didn’t choose live production as my ca-

reer path. After all, who doesn’t want to work with 

the live animal? Me! I had just taken the road less 

traveled. 
 

But here we are, 25 years later, and I can finally say these words: Processing matters. 

Period. There is no “but” after that statement. Processing matters. Period. There are 

only a handful of us who chose to spend time studying and working (I mean loving) 

poultry processing. I, along with literally a handful of colleagues, have not only studied 

processing but have dedicated an entire career to processing. You can easily spot us 

because we are the ones that wear hairnets all day and even drive home with them 

on before we remember they are not part of our outfit.   
 

We definitely took the road less travelled and, thankfully, we did. What’s happening 

to agriculture products during COVID-19 is a great example of why processing mat-

ters. There is a surplus of animals in live production and yet there are people lined up 

at food banks and grocery stores. I saw a video of a food bank in Las Vegas, hundreds 

of cars deep, waiting for their turn to pick up meat and produce. Fruits, veggies and 

milk are being thrown away or dumped and animals are being humanely euthanized 

because there is not enough processing capacity for the type of market needed.  
 

I had an interesting discussion about milk with someone the other day: My friends 

couldn’t understand why dairies were dumping milk. Why can’t they just sell it to 

consumers? Well, it has not been pasteurized and therefore not deemed safe for con-

sumption. Why can’t the farmers just drop it off at the food bank? Ummmmm, in a 

tanker truck? We need to be able to process, package and store it safely for distribu-

tion. My point is that not only does the public lack agricultural knowledge, they know 

even less about processing. 
 

Chickens and turkeys must be processed for grocery store shelves to be stocked. 

How many people even know how to cut up a whole chicken anymore? Feel free to 

Google it and maybe try it at home. (Disclaimer: Please be careful and wear cut 

gloves to avoid injury). There are a lot more videos now than there were in January 

of 2020 because more consumers are cooking at home. I guarantee that everyone will 

have a greater appreciation for cut up and debone lines. Processing matters. 
 

Not only do we as customers want to eat poultry meat, but we also have specifica-

tions before we buy meat. We want it cut up, ground, and sometimes shaped and 

battered and breaded. We want it to taste good and have a long shelf life and be 

pretty in the package. We want it to be nutritious, safe and of high quality. Processors 

have a lot of work to do to make sure anyone buying and eating poultry meat and 

poultry products are “happy.” 
 

We, as processors, have many times been a secondary thought to live production. 

After all, most of the costs of the farm to fork integration are on the production side, 

although the profitability is with processing. With COVID-19, poultry meat process-

ing has been thrown in a media frenzy. In this case, I think we would prefer to be in 

the background. 
 

However, on a positive note, I am thankful that maybe consumers are starting to rec-

ognize that we have a purpose in the farm to fork supply. The integrated poultry sys-

tem includes both live production and processing and each segment carries equal 

weight into the equation of efficiency, poultry meat quality, food safety and cost. One 

segment does not outweigh the other.  
 

Some people may agree with my blog and some people may never consider us an 

equal. Whatever your feelings, I hope that everyone sees and appreciates our pur-

pose. Processing matters. Period. Here is my salute to all of us who have made proc-

essing our career choice — thank you for taking the road less traveled. Stay strong 

and be proud to wear those hair nets — just don’t wear them home. 

 
Reprinted from Christine Alvarado’s Blog: For the Birds  

from meatingplace.com 









July’s National Hot Dog Month may be over, but millions are still rel-

ishing the delicious beef hot dog recipes developed by the Food Rene-

gades, a division of The Digital Renegades a digital marketing agency 

and a chef alliance on TikTok, in partnership with the National Hot 

Dog and Sausage Council (NHDSC) and Beef Checkoff. The 40 unique 

recipes and fun facts about hot dogs, shared on TikTok each 

#WienerWednesday in July, were viewed more than 27 million times, 

generating nearly 3.5 million likes and 15.8 million hashtag views, mak-

ing it the most viral beef campaign ever organized on TikTok. 
 

“Whether it is debating if a hot dog is a sandwich, the best condi-

ments or sharing great recipes, hot dogs have proven over and over 

to be the ultimate social media draw,” said NHDSC President and Hot 

Dog Top Dog Eric Mittenthal. “Add in the creativity of the Food 

Renegades chefs, dietitians and food influencers and there was no 

doubt that TikTok fans would go wild for #WienerWednesday.” 
 

The Food Renegades’ drool-worthy creations inspired hot dog fans to 

show their own creativity and develop their own hot dog videos fea-

turing a unique beef hot dog recipe. The most viewed recipe, “Noodle 

Wienie Dogs” by @mrs_dee_penda, received more than 500,000 

views and 116,000 likes. As the most popular video, Dee Penda wins 

$500 from the National Hot Dog and Sausage Council. 
 

The popularity of hot dogs and #WienerWednesday not only drew 

millions of video views, but also led to substantial increases in follow-

ers for the Food Renegades over the course of the month. As a 

group, the ten Food Renegades added nearly 2.5 million followers in 

July. 
 

The Food Renegades include: 

Sonny Hurrell @thatdudecancook, refined celebrity chef 
 

Vivian Aronson @cookingbomb, Masterchef season 10, Asian in-

spired cuisine, mother of 3 who are frequently included in videos  
 

Matt Groark @groarkboysbbq, BBQ master featured on Good 

Morning America 
 

Tara @aldentediva, Italian mom known for her viral video featured 

on FoodNetwork, garnering over 25 million views  
 

Lauren Bower @cooklikeamother, former Elite model now cooks 

for four kids with her comedy skits 
 

Paola D Yee @paoladyee, sees food, specifically desert, as art with 

lavish and creative designs  
 

Nicole Renard @nicole_thenomad Former Miss Washington who 

travels the country making delicious and nutritious food 
 

Erica Kuiper @tiktokketo, chef and mom who lost over 100 pounds 

cooking keto 
 

Trazia Rae @traziarae, 25 year old former model who specializes in 

comfort food 
 

Ilana Muhlstein MS RDN @nutritionbabe, face and creator of 

Beachbody’s 2B Mindset, has lost over 100 pounds and has helped 

millions  
 

While National Hot Dog Month has come to an end, 

#WienerWednesday remains a weekly phenomenon. As kids head 

back to school, often at home in virtual classrooms, families can adopt 

#WienerWednesday as a convenient, kid pleasing choice to feed hun-

gry minds. The NHDSC will continue to highlight the variety of reci-

pes created by the Food Renegades as delicious and nutritious choices 

for families seeking lunch options. All of the new recipes as well as an 

extensive catalogue of hot dog and sausage recipes are available at 

www.hot-dog.org. 
 

 

P.O. Box 850 Levittown, PA 19058 

CHUCK MULLEN 
TOLL FREE 888.886.0638 
OFFICE 215.956.7200 
FAX  215.956.7201 
CELL  717.577.4213 
E-MAIL chuck@metspeedlabel.com 
WEBSITE: www.metspeedlabel.com 

 

KIP PADGELEK 
SALES AND MARKETING CONSULTANT 
 

Kip.p@excaliburseasoning.com 

Excalibur Seasoning 
Company, Ltd. 
1800 Riverway Drive 
Pekin, IL 61554 
 

c: (412) 616-2326 
o: (800) 444-2169 
f: (309) 347-9086 
excaliburseasoning.com 

 

 

















I was recently asked about my thoughts on the New Markets Bill, the 

RAMP Up Act, and the PRIME Act: legislative initiatives to increase 

the number of small meat and poultry processors. 
 

The coronavirus pandemic reveals the downside of relying on a 

handful of mega-producers for most of our nation’s meat and poul-

try. The mega-producers are extremely efficient at producing mas-

sive volumes of economical product of acceptable quality, but their 

logistical systems are fragile. Their inability to deliver the products to 

the consuming public during the pandemic has left many people ask-

ing why small meat and poultry processors have not stepped in a fill 

the void in the marketplace. 
 

The simple answer is, “They don’t exist.” 
 

The Americans who produce meat and poultry products, and the 

Americans who consume those products, are largely in different 

states. The marketplace is interstate commerce. Preparing meat and 

poultry products for interstate commerce requires inspection ser-

vices provided by USDA's Food Safety and Inspection Service (FSIS). 
 

Obtaining inspection services requires a grant of inspection that, 

once issued, obligates FSIS to provide inspection services to the 

holder of the grant. Providing inspection services requires man-

power: FSIS employees to perform inspection. Therein lies the rub. 

FSIS does not have enough inspectors to perform the inspection. 

Why? Two basic reasons. 

 

No. 1 is location. I grew up in a town of about 50,000 population. In 

the 1960s there were three large livestock slaughter and processing 

businesses in town. Those businesses have long since closed, out-

competed by the mega-producers who moved their operations to 

rural areas where land and labor is cheaper. Most Americans live in 

urban environments. Most inspection jobs are in rural environments. 

Urban Americans simply do not move to rural America in search of 

employment. 
 

No. 2 is the job: My children and grandchildren are millennials and 

Gen-Z. Their economic opportunities are in the private sector: 

clean, air-conditioned offices and laboratories with cappuccino ma-

chines and background music. A public sector job on a slaughter line, 

where it is hot in the summer and cold in the winter, and so noisy 

that hearing protection is mandatory, is simply unattractive. 
 

If you are an FSIS manager or senior executive, you are going to 

maintain a Small Plant Help Desk, offer Small and Very Small Plant 

Outreach, and conduct a webinar titled "USDA Assistance for Small 

Scale Meat Processing." You appear helpful and it is easy to hire em-

ployees for these administrative jobs in urban office buildings. You 

are not going encourage applications for federal inspection from 

small business owners when you lack the manpower to provide to 

obligatory inspection service. For those small business owners who 

do apply, you make the application process difficult and discouraging. 
 

How do you fix this problem? Legislation. The New Markets Bill, the 

RAMP Up Act, and the PRIME Act create paths to opportunity. They 

do not remove the obstacle in the path. To access the opportunity 

requires a federal grant of inspection, which requires manpower FSIS 

does not have. That path is mostly closed. You need legislation that 

addresses the manpower problem. How can Congress do that? 

Modernize the way FSIS performs inspection — particularly post-

mortem inspection, which has changed little in the past 50 years. We 

can put men on the moon and engineer white blood cells to fight 

cancer; surely, we can find a way to perform inspection with less 

manpower. 

Revise 9 CFR, Chapter III, Subchapter A. Many of these regulations 

have their foundations firmly planted in the Bureau of Animal Indus-

try, the federal agency that implemented the Meat Inspection Act of 

1906. Too much time is wasted enforcing duplicitous, outdated 20th 

century rules on a 21st century industry. 

Incentivize state governments to operate State inspection programs. 

More locally sustainable, locally sourced meat and poultry products is 

a public good. Small business owners will have to work out the eco-

nomic realities in their local economies. 

State inspection programs are “at least equal to” the federal pro-

gram. Every state should have a program that operates under a Co-

operative Interstate Shipment Agreement so state- inspected prod-

uct can move in interstate commerce. If governors want to refuse 

entry of product from another state, that is an issue for that gover-

nor to work out. State-inspected product should not move in export 

markets. 

States without a livestock or poultry industry large enough to sup-

port a state inspection program should be able to contract for in-

spection services from neighboring states with inspection programs 

or enter into joint programs with neighboring states. 

Leverage the Talmidge-Aiken Act, which allows state inspectors to 

perform inspection in federal establishments. It is easier for Ne-

braska to hire a Nebraska resident for a job in rural Nebraska than it 

is for FSIS to hire a Mississippi resident for a job in Montana. FSIS 

reimburses states for the inspection cost but maintains control over 

training and performance of inspection. 

For what it’s worth, those are my thoughts. What are yours? 

 
Reprinted from Michael Fisher’s Guest Blog 

from meatingplace.com 

 

 

 





Penn State Extension is hosting a butcher apprenticeship program. 

Apprentices will receive in-classroom and meats lab training, as 

well as a paid external apprenticeship at a Pennsylvania meat proc-

essor. The school will provide training in many different skills, in-

cluding carcass evaluation and pricing. 
 

The total time of the apprenticeship is 40 weeks. Students will 

study at the University Park Meats Lab for five (5) months and then 

five (5) months at an external apprenticeship.  
 

PSU Extension Butcher Apprenticeship Program FAQs 
 

Q1. How will the learning be structured? 

Students will receive in-classroom instruction as well as hands-on 

instruction in the Meats Lab. Students will harvest live animals. 
 

Q2. How long is the apprenticeship? 

The total time of the apprenticeship is 40 weeks. Students will 

study at the University Park Meats Lab for 5 months and then 5 

months at an external apprenticeship. Students will be studying in 

the classroom for 10-15 hours (unpaid) and work 15-20 hours in 

The Meats Lab (paid). The external apprenticeship should average 

20-40 hours per week (paid). The apprenticeship will run from Janu-

ary to November 2021. 
 

Q3.  What are the dates of the apprenticeship? 

The internal apprenticeship begins on January 11, 2021 and ends on 

May 16, 2021. The external apprenticeship begins May 24, 2021 and 

ends on November 19, 2021. 
 

Q4. How many students will be selected? 

5 students will be selected from the applicant pool. 
 

Q5. Is this apprenticeship paid? 

Yes, apprentices will receive a wage of $14 per hour.  
 

Q6. Are there any educational requirements? 

Students must have a high school diploma or GED. 
 

Q7. What is the minimum age to participate? 

Students must be at least 18 years old. 
 

Q8. What is the location of this training? 

Students will be on Penn State’s Main Campus for the first 5 

months of training and then will be placed at an external meat 

processor in Pennsylvania for 5 months. 
 

Q9. Who can I contact if I have a question not answered here? 

Please contact Dana Ollendyke at djm428@psu.edu 
 

Q10. How do I apply? 

Please visit https://forms.gle/7m3FAfGyVnyPdXKM8 and fill out this 

form to receive information about applying. 
 

As the kids head back to school and the end of summer 

approaches, it's time to end the season with one last, big 

cookout.  If you're feeding a crowd, this traditional Texas

-style beef brisket recipe will produce a great piece of 

smoked meat. You will need eight to 10 hours to pro-

duce your masterpiece, but it is time well-spent.  
 

Ingredients 
 1 8 to 10-pound untrimmed brisket 

 5 tablespoons paprika 

 3 tablespoons kosher salt 

 2 tablespoons garlic powder 

 2 tablespoons onion powder 

 1 tablespoon black pepper 

 1 tablespoon dried parsley 

 2 teaspoons cayenne pepper 

 2 teaspoons ground cumin 

 1 teaspoon ground coriander 

 1 teaspoon dried oregano 

 1/4 teaspoon hot chili powder 

 Optional: 1/2 cup brown sugar 

 Wood chips (oak, fruitwood, hickory) 
 

1.  Preheat smoker and add wood chips  
 

2.  Rinse and dry the brisket. 
 

3.  In a medium bowl, whisk together paprika, salt, garlic 

powder, onion powder, black pepper, dried parsley, cay-

enne pepper, cumin, coriander, oregano, hot chili pow-

der, and, if desired, the brown sugar until thoroughly 

mixed. 
 

4.  Apply Texas-style brisket rub. 
 

5.  Place brisket in the smoker for 8 to 10 hours. Keep 

the smoker temperature at about 225 to 250 F (108 to 

120 C). 
 

6.  To increase tenderness, take the brisket out of the 

smoker once it reaches 170 F, wrap in aluminum foil and 

place back in the smoker or in an oven at 180 to 200 F 

for the last two hours or until the internal temperature 

reaches 190 F. 

 

Serve and enjoy! 
 

Tip: 
Typically after 8 to 10 hours, a piece of meat will have 

absorbed as much smoke as it can and additional smok-

ing may impart a bitter flavor. 



Shock. Fear. Panic. 

Frustration. These 

emotions have been 

coursing through 

Americans since mid-

March and have been 

especially acute for those of us in the meat business. I know I experi-

enced the first two, then was too busy supporting crisis communica-

tion to ever have time for panic. But frustration? Yeah, I am there as 

I suspect many of you are, too. We are all wondering when this pan-

demic is going to end and what our world will look like when it does. 
 

COVID-19 has had a devastating impact not only on the meat chan-

nel (especially foodservice), but on how consumers view packer/

processors. Recent research and social listening point to the need to 

act now to counteract the ever-present opportunists. 
 

In the early days of the pandemic in the U.S., the meat industry 

landed smack dab in the media crosshairs. Just like a good movie, a 

juicy news cycle must have a villain and we were it. The negative 

press was like an endless rushing river with the industry trying to 

navigate upstream against the rapids. During this time consumers’ 

positive perceptions of packer/processors took a hit, plummeting 18 

percentage points, from 62% expressing positive sentiment before 

COVID-19.1 
 

When they see an opening, the vultures — I mean opportunists — 

always seem to show up. One example in the meat industry is vegan 

and vegetarian movements. They made every effort to capitalize 

upon the negative news cycle and proclaim “their” way was the bet-

ter way. This type of spin was pronounced in our social listening re-

ports. There was a 469% increase in conversations that included the 

words “meat” and “vegetarian” or “vegan” from March through May 

of this year versus 2019. The reporting also indicated a 24 percent-

age-point increase in negative sentiment about meat in general during 

this same time frame. 
 

Perhaps this is one of the reasons we are all feeling frustrated? 
 

Things have gotten better. For the most part, reporters with TV 

cameras are no longer lurking outside of processing plants and mak-

ing calls promising disgruntled employees their 15 minutes of fame. 

But, collectively, we still have a lot of work to do. 
 

When consumers stand in front of the meat case or order off the 

menu, there may be a seed of doubt about meat that wasn’t there 

before, and we need to address that now. Otherwise the animal ac-

tivists and plant-based groups will be circling. We must work to re-

move that doubt. As stated on Edeleman’s website when they re-

leased their Brand Trust in 2020 report, trust is now “the make or 

break difference for brands.”2 I want all of us to make it. 
 

What can we do? 
 

Be proactive: Marshall Goldsmith’s quote (and book title) “What got 

you here won’t get you there,” couldn’t be more fitting. Whatever 

level of proactive-ness you thought you were at before COVID 

needs to be dialed up — way up. There is a sense of urgency now 

that far outpaces prior times. Put your company’s narrative out 

there. Share what you are doing in a proactive way so that you don’t 

appear defensive later. 

 

Focus on safety: COVID-19 has moved consumers from a state in 

which food safety was just expected to a time where it is top of 

mind. If your brands are trusted, communicating what you are doing 

to keep meat safe will help keep you in the “trusted” column. If your 

brands lose consumer confidence, you will not gain it back without 

addressing safety. 
 

Up your transparency: Here is where our personal and professional 

lives collide. In my personal life, if I am unsure of something, I seek 

more information; I read with a higher degree of skepticism. I bet 

you do too. But professionally, we like to keep everything all nice 

and tidy and only share the good stuff. Consumers see right through 

that. Be real. Be authentic. Be transparent. Rule of thumb: If you are 

completely comfortable with everything you are sharing you proba-

bly aren’t being transparent. The level of information you are sharing 

should leave you feeling a tad vulnerable. Without doing so, we risk 

not regaining any trust we have lost. 
 

Talk directly to consumers: Don’t leave this for the retailer or food-

service operator to do. If you haven’t already, increase your social 

media presence including timely — no, insanely quick — responses 

to the questions that come in. Not answering is a death sentence. 

Slow response times are toxic to consumer trust. 
 

Any long-term business impact from COVID-19 is dependent on 

what we do now to protect and grow consumer trust. Let’s get to 

work. 
 

Reprinted from Danette Amstein’s Blog: A Marketer’s Lens  

from meatingplace.com 

















George Lapsley Ent. 

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

 
 
 

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

George D. Lapsley 
Food Safety Specialist 

 

www.getfoodhelp.net 
 

“We still make housecalls” 
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CLIPS AND LOOPS 
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NOT FOR SALE 
YOUR COMPANY NAME 
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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 







 

In 1939 Samuel W. Hippey developed a meat business 

out of his home located on Baumgardner Road in 

Willow Street, PA (near Mellinger’s Coal & Lumber 

Yard). He predominately retailed his products at mar-

ket stands throughout the Central and Southern parts 

of Lancaster County under the name of Willow-O-

Brand. He diligently worked on improving his family 

recipes until he was able to manufacture the type of 

product that was demanded throughout Lancaster 

County. 

 

To meet this increasing demand, Mr. Hippey reno-

vated his place of operation to a federally approved 

plant. In order to meet the growing demand for wider 

distribution of his products his plant became opera-

tional on a wholesale basis. His clientele expanded 

from countywide to statewide as well as bordering 

states. Within his fifty-four year career, he developed 

many new meat products. His most famous creation 

was Ring Bologna. It became so popular that today 

many other meat processing plants manufacture it as 

well, although no one else can say they were the origi-

nators. 

 

In 1969, Sam’s son, Jay C. Hippey, and employee, 

George Sirianni, left S.W. Hippey’s to start their own 

venture. Jay and George purchased the building that 

was formerly Leid’s Meats on Railroad Street in Den-

ver, PA which became the home of Denver Meat 

Company. It didn’t take long for Denver Meats to be 

known for their own creation of Ring Bologna and 

Hot Dogs which are sold under the “Hippey” brand 

name. Today, the company is still proudly run by the 

founders grandson, Matt Forney. 

 

 

 

 

 

https://us02web.zoom.us/meeting/register/
tZMldu6srj4qGdDaL74En3QGOUwtZqmChKxd 

Event Registration 
Link 





The LYNX Systems makes your product labeling and temperature 
monitoring a seamlessly easy task by integrating our state of the 
art technology into your day-to-day plant operations.  You’ll find 
our ingenuity, engineering, forethought and high integrity of our 
systems far surpasses our competitors. 
 

LYNX Systems LLC 

1-903-600-LYNX 
www.LYNXSystemsLLC.com • Sales@LYNXSystemsLLC.com 

• LYNX Production Labeler System  • LYNX Temperature Monitoring System  

Bunzl Processor Division | Koch Supplies is proud to 

have serviced the meat processing and food packaging 

industry for over 135 years! 
 

Bunzl Processor Division | Koch Supplies is a leader in the meat 

processing, food processing and food packaging industries that 

services national platforms as well as multi-plant, single-plant, 

small shops and game processors. We offer an assortment of 

high-quality products designed specifically to meet the needs of 

the meat processing, butchery, food service, food processing, 

janitorial, industrial and healthcare industries. While our focus 

has traditionally been towards plant operation supplies for the 

food and meat processing industry, many of the products we 

carry are ideal for almost any industry! 

 

We Have A Rich History in the Meat Processing Industry 

Koch Supplies opened its doors over 135 years ago as Koch 

Butchers Supply Company, servicing meat processors – making 

it one of the oldest names in the food processing industry. Sev-

eral of the products that we carry today had their humble be-

ginnings many years ago. View our Koch Classics board on Pin-

terest to take a peek inside our 1912 catalog and see some of 

our history for yourself! Koch Supplies takes pride in its re-

nowned past and we have been proudly serving generations of 

customers since 1883! 

 

In 2001, Koch Supplies became a part of Bunzl Processor Divi-

sion – a leader in the food processing and food packaging indus-

tries. Today, Bunzl Processor Division/Koch Supplies is a lead-

ing source of plant operating supplies to the food processing 

industry and beyond. 

 

We Sell a Variety of Supply Products 

We service a wide variety of customers, and as a result our 

product lines have expanded in order to cater to these needs. 

That means we sell something that everyone can use in their 

homes, offices, small businesses, big businesses as well as large 

plants. Supplies such as knives, trash cans, disposable gloves, 

earplugs, totes, dollies and so much more! By offering a diverse 

line of products, any industry can benefit from the items we 

sell. 

 

 

www.bunzlpd.com 
 

 

 

 



 
 

 

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.  Classifieds for Operators 
ONLY…….No Suppliers. 
 

 

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. $4,500 or best offer; Call 
Dwight @ 215-262-2305 or elyfamily5@msn.com. 
 

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:  Kerres Smokehouse 2250 Single Truck Jet 

Smoke, MFG 1996.  Comes with 2 trucks $45,000. Call or email, 
Brett @ 603-269-2900  -  tiedefarmssmokehouse@outlook.com 
 

FOR SALE:  4 Year Old - Bizerba Slicer;  A406fb with con-

veyor belt and cart; Asking $25,000;   
Contact Loni @ 570-289-4353 
 

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:  301 Non Forming film from Cryovac - 84 Rolls - 

2.50 mil.  Best offer for the lot.  
Contact Joe @ 856-423-4000 x 101 - Mickleton, NJ 
 

BUSINESS OPPORTUNITY 
 

FOR SALE:  USDA Slaughter, process, retail butcher shop.  

Great Location, Excellent Opportunity, Call 610-745-0227.  Leave 

Message.  Turn Key Operation! 
 

UNIQUE OPPORTUNITY 
 

Anyone interested in having Nick Vukojevich come to their facility 

and assist their workers??  Nick will provide hands on tips and 

techniques in Beef, Lamb and Hog Dressing, knife sharpening, etc.  

This is an opportunity to maximize your potential in animal dress-

ing!!  Any interested parties please contact Renee at PAMP. 

 
 
 

 
 

2021 CONVENTION:  May 13-16, 2021; SAVE THE DATE!! 

   Penn Stater Conference Center 

 
 

IN MEMORY - DON WALTON 
 

It is with great sadness the we 

share that Don Walton passed 

away early Sunday (June 28th), 

peacefully at his home.  Don was 

the found of Walton’s Inc. and 

even though he retired in 2009, 

he remained connected to many 

employees at Walton’s, and he 

remained connected to many in 

the meat processing industry. 
 

Don was not only a blessing to 

the Walton family but also a 

blessing to many customers 

across the USA.  He will be 

missed by all of us.  The Family 

would like to Thank you for all 

the thoughts, comments, and 

prayers as they go through this time. 

 

mailto:elyfamily5@msn.com

