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This cannot be happening again….but unfortunately, the 2021 

PAMP Convention will not happen this year. The board has made 

a tough decision to not hold the event this year. After a long year 

and hoping it would be better, there are still so many restrictions 

that we would have to follow. It would not have been the type 

of convention that we are used to having. It was also taken 

into consideration the amount of suppliers and operators 

that indicated they were willing to attend. The count was 

pretty low at the deadline. Travel restrictions, room capacity, 

not having or not knowing if they would have the vaccination 

by May and just being too busy to leave their business were just 

a few reasons. PAMP is not the only State Association that has 

canceled. Currently no state show was able to hold their event. Looking ahead we feel 

that the 2022 Convention will be one of the best. We will all be ready to get back to 

our educational classes, supplier showcase, product competition and just being able to 

gather and visit with each other. 

We cannot wait to see every-

one!! Over the next few months 

we will continue to keep you 

updated. Thank you to all our 

members for your support. It 

defiantly has been a rough and 

complicated 2 years, so we prom-

ise to deliver with a great show in 

2022!! 
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Beef Cutting  

Demonstrations 
 

In this 5-part video series, Mr. Glenn Myers 

(Manager, Penn State Meat Laboratory) and 

Dr. Jonathan Campbell (Extension Meat Spe-

cialist) will instruct participants on beef car-

cass yield and quality, as well as all factors 

contributing to official USDA grades of beef. 

This series also includes breaking the beef 

carcass into the primary cuts of beef, includ-

ing their official beef cut names, and how to further fabricate these beef primal cuts 

into retail-ready beef for consumers to enjoy.  

 

WHO IS THIS FOR? 

 Beef cattle producers 

 Novice butchers 

WHAT WILL YOU LEARN? 

 How to grade a beef carcass 

 How to cut beef carcass up 

CHECK IT OUT AT: 
extension.psu.edu/beef-cutting-demonstrations 









Smoking is a proficient technique that enhances 

meats natural flavor, but not all 

wood types pair well with all cuts 

of meat. As you become more ex-

perienced in the smoking process, 

there is nothing wrong with doing 

some experimentation by combining 

wood types for more unique results, 

but whether you are an amateur or 

expert, it all starts with the type of meat you intend to smoke. 
 

When choosing a great flavor combination, one thought to consider is 

the potency of various smoking woods. It helps to look at the intensity 

of smoking woods on a scale of mild to strong. You want the wood 

that you select to harmonize with the type of meat you will be smok-

ing and bear in mind that you do not want to over-smoke your meats. 

Since it is imperative to have some initial knowledge of pairing wood 

to meat, we've created this chart with insights to flavor profiles and 

recommendations for pairing meat with popular wood types. 
 

APPLE: 

Smoky-sweet, mildly fruity flavor. It contains the strongest flavor of all 

the fruit woods and works well for mixing with other wood types. 
 

CHERRY: 

Sweet, mild and very fruity depending on the age of the wood. Give 

light-colored meats a rosy appearance. Works well for mixing with 

other woods. 
 

HICKORY: 

Very strong - pungent with a bacon-like flavor. May cause bitterness if 

not used correctly. It's the most commonly used wood and works 

especially well with pork and ribs. 
 

MESQUITE: 

Strong, earthy flavor that produces lots of smoke. Sweeter and lighter 

than hickory, but can also become overpowering. Creates great flavor 

with rich meats when used correctly. 
 

MIXED HARDWOOD: 

Our mixed hardwood is a blend of oak and maple. This combination 

gives a mild, somewhat sweet smoke flavor that results in rich, smoky 

coloring on meats. Great for brisket and smoked turkey. 
 

PECAN: 

Mildly sweet flavor that is similar to hickory, but nowhere near as 

strong. Great for all-around smoking. Works well for mixing with 

other wood types. 
 

We hope this will be helpful to you in your smoking ventures. 

 
 

 

 
 

Grilled Country-Style Pork Ribs  
2 tablespoons packed light brown sugar 

2 tablespoons kosher salt 

2 teaspoons ground ancho chile 

2 teaspoons ground chipotle chile 

1/2 teaspoon ground cumin 

1/2 teaspoon garlic powder 

1/2 teaspoon onion powder 

3 1/2 pounds country-style pork ribs 

Grilled Country-Style Pork Ribs Directions 
 

Place all of the ingredients except the pork in a small bowl and stir to 

combine. Rub the spice mixture evenly on all sides of the ribs. Place 

the meat in a resealable plastic bag or a baking dish covered with plas-

tic wrap and refrigerate for 8 hours or overnight. 

Let the ribs sit at room temperature for 1 hour before cooking. Heat 

a grill pan or outdoor grill to medium (350°F to 450°F). 

Place the ribs on the grill with the larger, flatter side down, cover the 

grill, and cook until the pork is browned and crusty on the bottom, 

about 5 to 7 minutes. Flip, cover, and cook until it’s browned and 

crusty on the other side, about 5 to 7 minutes more. 

Rotate the ribs so that they are resting on a thinner side (you may 

need to prop them up against one another), cover, and cook until 

browned and crusty, about 4 to 6 minutes. Flip to the other thin-

ner side, cover, and cook until browned and crusty or an instant-

read thermometer inserted into the thickest part of the thickest 

rib registers 145°F, about 4 to 6 minutes more. 

Transfer to a clean serving platter, tent loosely with foil, and let 

rest about 5 minutes before serving 















Reprinted from Shawn Stevens’ Blog ‘Legally Speaking” 
from www.meatingplace.com 
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As I stare out of my office window, looking out at a warm spring 

morning, I cannot believe that it has been more than 12 months since 

the states began shutting down in response to COVID-19. In the 

time that has passed, we have endured an unsettled spring, a long 

summer, a cold fall and a harsh winter.   
 

Now, with yet another spring on the horizon, the cold winter is be-

ginning to give way to warming weather, blossoming trees and awak-

ening critters. But as we transition into a new season, these are not 

the only things coming to life: So, too, are the food safety regulators. 
 

Moreso on the FDA side, but also to some extent on the USDA 

side, the food safety regulators are beginning to stir. Now that most 

companies have demonstrated their ability to control the spread of 

COVID-19 within their facilities, and the intrusive interventions put 

in place to address the virus have become routine, the regulators are 

beginning to spread more broadly into the field, while conducting 

surveillance and inspections. Thus, as you begin to plan for the com-

ing months, you should anticipate the potential for a visit from FDA 

or USDA investigators. 
 

In turn, because much of the food industry’s attention over the last 

12 months has been focused on COVID-19, the resources in many 

companies usually available to support food safety have been di-

verted to other needs. Because COVID-19 interventions and strate-

gies have been extremely costly for many companies, in many cases 

there have been even fewer funds available to support food safety. In 

addition to the lack of overall resources suffered by many in the in-

dustry, the focus of management and employees has also been di-

verted away from food safety as well. 
 

As a result, there may be some gaps or shortfalls in the food safety 

programs in some companies. Knowing this may be true, and know-

ing that a visit from FDA or USDA investigators may also be looming 

on the horizon, creates a great incentive for food companies to give 

themselves a good spring cleaning. 
 

Indeed, it might be a good strategy for all food safety professionals to 

set aside a few hours to take close look at your programs and spend 

some quality time on the floor to see how they are being executed in 

this post-COVID-19 world. Not only might you identify some gaps, 

but you might also find some areas where improvements could be 

made. 
 

Even if your existing programs are in tip-top shape, a self-critical au-

dit and a second set of eyes can always be helpful. In turn, with a 

little effort today, you should be able to assure yourself that you will 

be prepared if FDA or USDA springs a visit on you tomorrow.  









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 



During this past year of COVID, meat sales — particularly beef sold to the foodservice segment — declined but in-

creased to the retail segment, which pulled overall meat sales up versus the previous year. In the ensuing next few 

months and maybe even years beyond COVID, meat sales are poised to set new sales records. These meat consump-

tion facts were reported in the Power of Meat (POM) study conducted by 210 Analytics on behalf of FMI - The 

Food Industry Association and the Meat Institute’s Foundation for Meat and Poultry Research and Education, 

from which I quote extensively below. 
 

Certainly, like the song lyric above, we ain’t heard nothing yet that forecasts anything like the doom 

and gloom we experienced this past year, so we had better fill our warehouses for the sales ex-

pansion forecast to come. 
 

By now, you have probably heard the top line of the POM, that meat sales are 

up a whopping 19% versus the previous year. The COVID-induced 

at-home shopping fueled 84% of meals prepared and consumed 

at home with online shopping up 40%; furthermore, 59% of 

those online shoppers will continue to do so post-COVID, whenever that occurs. 
 

But wait, there’s more: Nearly all American households (98.4%) purchased meat in 2020 and 43% of Americans now buy more meat than 

before the pandemic, according to IRI data. Interestingly, consumers looked for meat sales/deals during the pandemic. Processed meat is 

selling more on promotion than fresh meat with 39.4% of all processed meat volume sold on promotion versus 32.9% for fresh. And, as a 

hint for future meat marketing, in-store signage remained the most popular way for consumers to research meat specials. 
 

Lest you think that the environment wasn’t top of mind for consumers, 49% consider sustainability a rising platform driving sales. And as an 

education opportunity for meat marketers, environmental measures are deemed as important by 37% of consumers; they just need more 

education about it. 
 

What about plant-based faux “meats?” Well, just as in the pre-COVID days, these items grew and did so this past year at 83.9% in popular-

ity but remain a small part of the overall meat/alternative sales at 0.6%. Within this category, the vegetable/meat blends have greater appeal 

than the 100% plant-based varieties. I think I prognosticated this a year ago as their growth continues. Are you selling any yet? 
 

But what is causing this forecasted dramatic increase in sales and what should we do to prepare for it? Anne-Marie Roerink, in the latest 

version of the POM report sponsored by Sealed Air, gives us a few clues. If you want to grow faster than your competition you had better 

recognize and adjust to the following trends:  
 

More cooking at home than pre-COVID will continue. Too bad you are not in the home cooking appliance business as that segment experi-

enced unchecked growth with instant pots, etc. But, if the Gen Xers and their friends are going to cook more at home, even with restau-

rants opening, then it’s in your best interest to feed this monster with not just new varieties of meats, both packaged and fresh, but also 

digitized recipe ideas or any other means of making the “cooking” easier and the meals more flavorful. 
 

Another avenue for the expanding cook-at-home crowd is with premium varieties of beef. That’s right, prime beef is growing because that’s 

what consumers want. To their credit, the beef industry has responded with cattle feeding regimens that have increased the percentage of 

the upper choice and prime grades of beef. 
 

Why is all this happening? Because 20% to 25% of the working population of 155 million people will be working from their homes up from 

7% in 2017. Not only are more working remotely, but they are also eating “remotely” at home. All of this is supported by the surge in 

online shopping. If you are not offering your meat products online, you should be. 
 

This trend of increased meat sales, which is forecast to continue, is an opportunity to not sit on our backsides and reap the results. Rather, 

it’s a time to reinvigorate ourselves for a new dynamic of sustained meat industry growth. 

 

 

Reprinted from Mack Grave’s Blog “Meat Your Markets” from www.meatingplace.com 







Rodney Schaffer, Schaffer Label Consulting LLC 
493 Clearfield Road 
Cabot, PA 16023 
724-290-2143 mobile                          SchafferLabel@gmail.com 



I love mentoring stu-

dents – both graduate 

and undergraduate. It 

was my favorite thing 

about my job in acade-

mia. It is the part of aca-

demia I hated to leave. I 

am fortunate that I am 

still asked to participate 

in career-building and 

activities with students 

and I am thankful many 

of them still reach out to 

me when they have that 

sudden feeling of, “ Oh 

no, what now?” or, 

"What do I want to do 

when I grow up?" (They 

always laugh when I tell 

them I am 50 and I still don’t know what I am going to do when I 

grow up!) 

 

I know that mentoring was and probably still is one of my main driv-

ers and purposes in my life. So many students need direction. We 

ask them to “Google it” way too many times in the classroom as 

well as outside the classroom. How are we stepping up to mentor 

the youth of today to be our industry leaders of tomorrow? Intern-

ships — that’s how.  

 

It’s that time again, time to apply for internships, probably one of the 

most impactful activities a student can do in their college career. I 

have always felt that internships (both graduate and undergraduate) 

should be mandatory and I pushed for that during my time in acade-

mia. Internships allow for life-long lessons and skills and students can 

apply knowledge from the classroom to real life examples. It is 

enlightening and empowering. 

 

Most professors in academia spend too much time on book smart — 

and honestly, I can look up the reactions involved with curing on 

Google. That’s not what is important: What's important is the com-

bination of learning the science, learning the industry/business and 

learning the reality. It is the “Oh, crap” moment when something 

goes wrong and people look to you to fix it. There is nothing better 

than real hands-on experience to handle that decision-making. I 

know many companies have internships and I thank you for the ex-

perience you provide to students. 

 

An internship is a time to learn. It is the time to make mistakes and 

take away life lessons. It is not the time to “make them tough” but it 

is it time to teach and reflect and strive for continuous improve-

ments. That “tough challenge” is not the way most people learn, and 

many good people will walk away from our industry just because 

they don’t fit the tough guy/girl image. None of this is to say that 

there are not the lazy kids or the bad bosses — they do exist, but I 

am a firm believer that those people are rare exceptions out of the 

many great people in our industry willing to teach and mentor.  

 

With fewer and fewer poultry schools available and fewer and fewer 

students going into the poultry industry when they graduate, our 

ability to have strong leaders in the next generation is a growing con-

cern. How can we, as an industry, help? 

 

Well, when we hire interns, have an educational growth plan for 

them. Set goals and milestones and allow them the opportunity to 

discuss parts of the job they liked and what they did not like and 

why. Allow them to fail and learn and succeed and learn. During the 

internship, not only teach them their job duties but have someone 

mentor them. They need an experienced and trusted adviser as a 

guide to teach them about our industry. 

 

Check in with your intern, ask questions, learn their strengths and 

put those strengths to good use. Using strengths is what builds confi-

dence. Interact with them and teach them about good leadership. 

When the internship is complete, have them present to the upper 

management team what they learned along with their successes and 

failures. This reflection time is meant to identify areas for continuous 

improvement for both the student and the company.  

 

I have been involved with and worked in this industry for many 

years, and the reason why I am still here and love this group so much 

is because I had great mentors and leaders who helped me build on 

my strengths. Thanks to those allowing this growth to happen with 

current students and thanks for creating the next generation of lead-

ers. 
Reprinted from Christine Alvarado’s Blog ‘For The Birds” 

from www.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” 





About 30 years ago, I became very inquisitive about the 

butchering business and decided to do some research and 

seek a butcher in the business who would be willing to 

become my mentor and teach me the trade. My search 

was successful when I met Guenther “Hank” Schineller. I 

asked him if he would be willing to mentor me, working 

solely for the opportunity to learn. 
 

After several years of working as Hank’s apprentice, I felt 

confident enough to branch out on my own; it was time 

to apply the priceless knowledge Hank gave me and put it 

to the test, by starting my own business. My wife and I 

purchased our farm in 1982, with my father’s help, we 

began butchering wild game in a one car garage on our 

farm.  
 

During our first year in business, we proudly butchered 

40 deer. Each year following, the business continued ex-

panding, and my passion grew stronger. Within a few 

years, I knew it was now time to begin making the spe-

cialty meat items that Hank had taught me how to pro-

duce. So, I decided to build a proper butcher shop on our 

farm. In the years that followed, our business started to 

grow rapidly, leading to further additions to our butcher 

shop, including two smokehouses, several walk-in coolers 

and freezers, along with the machinery and equipment 

required to process the specialty meat items for our cus-

tomers. 
 

Fast forward to current day, we operate as a Federally 

Inspected USDA facility, employing more than 25 employ-

ees, and processing meat for over 100 farmers.  
 

At the core of our business is ultimately a simple philoso-

phy that Hank instilled in me, words that, to this day, I’ve 

never forgotten: “Nello, if you give a customer a quality 

product, they will return. If you give them anything less, 

they won’t.”  

    Sebastian Loiacono 

 

500 Schoeneck Ave.  •   Nazareth, PA 18064  

 

 

 

 

 

 

 

 



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  

For almost 60 years, four generations of the Hanni family have 

been dedicated to mastering the craft of smoking and seasoning. 

PS Seasoning was formed in 1986 as a natural progression from 

our industrial meat smoker company: Pro Smoker 'N Roaster 

formed in 1977 but our experience dates back well before our 

companies were born. 
 

Founder Harold Hanni was born during the midst of the Great 

Depression in 1931. To stretch their resources during those 

times, the Hanni family relied on old world cheese and sausage 

making skills passed down from Harold's father, Gottfried Hanni. 

When Harold returned from serving in the Korean War, he had 

a renewed interest in the art of sausage making, which he passed 

down to his five sons. Harold’s passion for the craft inspired him 

to build a homemade smoker from an old chest freezer. 
 

On a cold Wisconsin day in 1976, Harold’s homemade chest 

freezer smoker caught fire and nearly burned the house down. 

This near disaster inspired Harold to design a safe way for the 

home sausage maker to smoke sausage. Harold’s pursuit of a 

safe smoker became a reality with the Model 100, thus forming 

Pro Smoker 'N Roaster. 
 

Harold's son, Ken and his wife Kate formalized the family’s love 

of sausage making by officially incorporating PS Seasoning as a 

business in 1984.  
 

PS Seasoning continues to carry on old-world flavors and tradi-

tions of the past, while also creating new products and blends to 

meet modern day demands.  Our passion is not only great tast-

ing food, but the moments that are made in the kitchen and at 

the dinner table. 
 

At PS Seasoning, we blend unique flavor profiles to create one-of

-a-kind culinary experiences; Not everyone is a master chef, but 

we should all eat like one. 
 

Today, our library has grown to over 3,000 seasoning blends 

with 30 million units of product made annually. Available to both 

wholesale and retail markets, our offerings are designed for sau-

sage making, BBQ, culinary and more. Our sister company Pro 

Smoker manufactures industrial-grade smokehouses that range 

from 50 lb to 30,000 lb capacity.  
 

Over the years, our customers have won several state and na-

tional awards in both BBQ and Meat competitions. Creating 

award winning flavor profiles isn't our business it's our passion. 

With three generations of Hannis currently in the mix, PS Sea-

soning continues to provide great tastes and blends. We thank 

you for your continued patronage and look forward to serving 

you for generations to come. 

 
 

 



 
 

 

 

CELL PHONES NUMBERS  & EMAILS: PLEASE, …..PLEASE 

submit your cell phone numbers and emails.  Sending a quick text or 

email is the easiest way to keep everyone up to date. 

 

 

MEMBERSHIP: Thank you to all the members that paid their 2021 

dues.  We appreciate your support!!  If you have not sent in your 

payment, please do so A.S.A.P. 

 

 
 

RETURNED CONVENTION REGISTRATION: If you submit-

ted a check for the convention, please find it enclosed with this 

newsletter.  It is being returned due to the convention being can-

celled. 
 

 

 

SPECIAL THANK YOU: A special Thank You to MAR/Co Sales 

for donating their credit from the 2020 Convention and also making 

a donation in 2021.  We greatly appreciate it!!  

JOB OPPORTUNITY 
 

PLANT PRODUCTION MANAGER IN CHARLESTON WV 

Now hiring Production Manager for New USDA Slaughter Facility 

scheduled to open in September 2021.  This small 10k sq. ft (100 

head/wk), multi-species (beef, pork, lamb) plant will engage in live 

animal slaughter, whole animal butchery and value-added process-

ing.  Production Manager will be responsible for building, training 

and leading a team of 20+ staff to perform various meat-processing 

activities with a commitment to safety, quality and efficiency.  Send 

cover letter and resume to: info@appalachianabbatoir.com. 
 

For questions or more information please contact Dan 

Schumacher at Dan@beef.buzz 
 

More info on www.appalachianabattoir.com/careers/ 

 
 

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. 

 

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:  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 $15,000;   
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 
 

FOR SALE:  Stainless Smokehouse Carts, 33X43X75.  They 

are made out of 1.5” square stainless tubing.  $1000 each.  6 Avail-
able.  They take 42” smoke rails.  I have some rails available. 
Email: nate@sclydeweaver.com or call 717-569-0812 X 108 
 

FOR SALE:  VEGMAG ROBOT 500 STUFFER: TYPE 128 

$27,000 obo-Contact Loni @ 570-289-4353; stepbeef@gmail.com 
 

FOR SALE:  SPIROCUTTER (Ham Slicer) #T-2000.   

Serial# 20304;  Used; good to very good; rarely used.  Please con-
tact us for pictures.  Asking price: $5,500.  
Contact Mark Eifert @ 570-253-5899 
 

FOR SALE:  9 Foot Refrigerated Trailer for Sale:  Asking 

$3,000.00, located in Blooming Glen PA - 110 Volt Single Phase -  
2 Axle, lights, brakes and title included, used for storage and cater-
ing items.  Contact us at 2-15-257-2710 - Bob Moyer with Bloom-
ing Glen Pork (photos available upon request.) 
 

 

FOR SALE:  BRINE INJECTOR MACHINE 

Spec:  21 Needle Gunther Brine Injector;  Asking Price: $8,500 
OBO;  Condition; good - runs well;  Contact: Mark Eifert; 
Phone: 570-253-5899; Pictures on PAMP website and available by 
email by request. 
 

BUSINESS OPPORTUNITY 
 

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

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

Message.  Turn Key Operation! 

 
 
 
 
 

mailto:elyfamily5@msn.com

