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The value in your PAMP membership can be different for each of our members.  We 

have a range of members from meat processors, slaughterers, packers, custom opera-

tors, game processors, wholesalers, retailers, caterers and suppliers that support each 

of these groups.  Our goal is to offer these benefits and make 

PAMP an organization to support you and your business:  

 

Continuing Education ….In cooperation with Penn 

State University’s Animal Science and Food Science Depart-

ments, PAMP offers educational seminars available to its 

members during the year. 

 

Annual PAMP Convention…..usually held in the 

spring each year in Penn State.  This event features edu-

cational sessions which address crucial issues and new 

techniques in the meat industry.  A Supplier Exhibition 

features equipment and suppliers of the meat and poultry 

industry.  Fun and fellowship are part of it. We are look-

ing forward to gather again in 2022!!   
 

Newsletters….. the bimonthly PAMP NEWS keeps 

members informed about important state and national 

meat related news, trends and association activities 

directly affecting their businesses.  Plant members have 

the opportunity to place free classified ads in the news-

letter and suppliers can advertise their products and 

service to our members. 
 

Membership Directory….PAMP publishes a complete listing of all operator 

members and suppliers each year.  This directory is a great way to stay connected and 

support other PAMP members. 
 

Processed Meat Competition….this show is held in 

conjunction with the annual convention to give plant members 

the opportunity to have their smoked, cured and innovative 

products judged and rated.   
 

Networking….members communicate with each other for 

problem solving and mutual aid.  This happens at the annual 

convention but don’t be afraid to use the directory to locate 

other members.  Call or stop by and help each other. 
 

We hope you find the value in your PAMP membership and thank you for your support.  

The Pennsylvania Association of Meat Processors started in 1939 and recently cele-

brated 80 years because of you!  We cannot wait to gather and celebrate again…see 

you May 12-15th 2022. 
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                     Supply Supply Supply...Patience 

Now that the country is opening up 

after covid restrictions are being 

lifted, getting things in is still are 

not easy. There are freight delays, 

parts are out of stock, factories 

don't have enough employees to 

manufacturer the items, customs is 

backed up and the list goes on, 

whether its new equipment or sup-

plies. I don't see an end to this problem any time soon and in fact 

it's getting worse. For example a new machine that would nor-

mally take 2 weeks lead time is now about 12-14 weeks out. It’s 

not the manufactures that are slow, it's the components and parts 

that are the hold up. 

 

Along with new equipment being delayed, service & repairs are 

also now being slowed due to lengthy back orders. I know we are 

doing everything we can to keep the customers up and running 

but unfortunately there are times we just can't due to the simple 

fact that we are not able to get a specific part if its on back order. 

 

I want to suggest to everyone that if there is an item you are look-

ing at purchasing or rebuilding in the future don't hold off trying to 

get it ordered or contact your representative and find out avail-

ability. I am not trying to make this sound like a sales pitch, I am 

just being honest.  Nothing is worse then if you were thinking of 

purchasing a piece of equipment in October and finding out it 

won't be available until February.  

 

As for the supplies: vac pac bags, chub bags, labels, saw blades they 

are running into supply issues as well. Check your stock, look back 

through your past purchase dates and consider doing a bulk order 

for supplies if possible. 

 

There are many reasons for these issues but I'm not going to go 

into that and pretty much all of you know why anyway. At least it 

has not reached toilet paper levels yet and hopefully won't. 

 

We all need to have patience. 

 

 
 

 

 
 

 

One of my high school 

buddies and I keep in 

touch by texting nearly 

every day. Much of it is 

nonsense made to make 

each other laugh, but I can 

tell when he’s dead serious 

and passionate about 

something because he re-

peats himself, as if trying to 

beat me into submission. 
 

More often than not, he’s trying to convince me to listen to some 

music that I’ve not heard, or chosen not to hear, and I eventually 

wiggle out of the death grip with an “I’ll have to give it a listen.” But 

sometimes — because he’s a scientist by day and an avid cook/meat 

lover/griller by night, and he loves the idea of what I do for a living — 

he has some “meat news” for me. 
 

Last night’s headline, edited for length and clarity because he must 

have said it at least three times in various ways, would have been, 

“Chuck eye; more tender and flavorful than ribeye — for less than 

half the price.” 
 

He’d heard of this “hack,” tried it (prepared same as ribeye, 2-inch 

thick cut, hot grill) and can “attest.”  
 

“Arguably second to filet mignon in tenderness and second to none 

in flavor,” he gushed, noting the quality depended on the skill of the 

butcher. … “Really, flat irons got big, but this is bigger.” 
 

Often my attitude towards his “meat news” is “yeah, yeah, yeah … ,” 

and I discount it, because it’s generally more having to do with con-

sumer use of products rather than how those products got to their 

plates (our coverage area). And while I did  try to end this late-night 

text conversation with, “Well, I’ll have to try it,” I am interested and 

actually will have to try it.  
 

Meanwhile, that he kept repeating the part about chuck eye being 

“literally less than half the price” of ribeye struck me most. He’s just 

one guy, of course, but it’s a reminder of general consumer aware-

ness of price and the importance of value. It’s also an example of the 

need for continued exploration of value cuts, particularly as pan-

demic-conditioned people experiment at home and prices rise. 
 

With an increase in home-cooked meals among consumers during 

the pandemic came increased meat preparation knowledge, and in 

turn a quest for variety, according to the 2021 Power of Meat report 

— compiled annually by 210 Analytics LLC principal, Anne-Marie 

Roerink, for the Food Industry Association – FMI and the North 

American Meat Institute. Four in 10 shoppers bought meat differ-

ently, be it different types (42%), cuts (40%) or brands (45%), the 

study noted. 
 

Consumers also looked for more deals, as they shifted to buying in 

bigger quantities to freeze and use over time.  
 

And so it appears my friend is on trend as a thrifty consumer. 

Whether his enthusiasm for the chuck eye is on point is something 

I’ll have to look into on a personal level. 
 

What are your thoughts on it? Is it the next flat iron?  

 

 

CHUCk EYE STEAK IN AN IRON SKILLET 

Reprinted from Tom Johnson’s  Blog “Writer’s Block”  
from www.meatingplace.com 















 

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 

 

Almost a year ago, I opined about our COVID-19 experience in a 

small Wisconsin town. In that blog, I wrote about how the Wiscon-

sin Supreme Court struck down the then-existing Stay-at-Home or-

der as unconstitutional and allowed businesses to keep their doors, 

and their arms, open.  

 

In the weeks and months which followed, my wife and I have spent 

our time enjoying Wisconsin restaurants and traveling between our 

home in the Dairy State and Florida. We recently bought a new 

home in Cape Coral, and are learning to navigate the Caloosa-

hatchee River, the intracoastal waters, the Gulf of Mexico, and doz-

ens of water-facing bars and restaurants. 

 

As we flew back and forth over the course of the last year, we would 

often comment on how few “coughs” there were anymore. Long 

past are the days were passengers in the airport, or in any location, 

felt the freedom to simply “let out” a good, liberating cough. 

Whether it was a dry throat, or swallowing some water down the 

wrong pipe, we felt as if, if we coughed out loud, we would be 

shunned by the world. A thousand eyes staring us down and glaring 

with hatred.  

 

So, we muffled our coughs and swallowed our sneezes.  

 

Then, thank goodness, May 2021 arrived, and CDC lifted its mask 

guidance for those who were vaccinated. Servers shed their masks at 

most restaurants in Florida, and a sense of normalcy began to return. 

As my wife and I were departing from our house, we stopped at a 

restaurant bar near our departure gate and ordered a cocktail. After 

proclaiming the obligatory “cheers” to a great couple of days, we 

heard something we 

had not heard in quite 

awhile. A human cough. 

 

After glancing at each 

other and locking eyes, 

we giggled. We didn’t 

care. And neither did 

another couple in the 

opposite corner of the 

restaurant, because 

they coughed too. It 

was fabulous. For the first time in a year, we didn’t feel as if we 

needed to hide our faces, our feelings or our random, occasional — 

and innocent — coughs. 

 

I hope these trends continue throughout the U.S., and not just in 

states like Wisconsin and Florida. We have all endured a long jour-

ney to get to this point and I hope we can all now begin to live our 

lives without prescriptive mandates about where we can go and what 

we can do. 

 

As our nation’s health returns to normal, so too will the common 

“cough.” I truly feel it is time to live out loud, laugh out loud, and 

cough out loud.  

 

Welcome back, America. 

 

 
Reprinted from Shawn Stevens’ Blog “Legally Speaking”  

from www.meatingplace.com 









The USDA defines food security as “access at all times by all people 
within a household to enough food for an active, healthy life.” I think 
we can all agree that not all Americans are so fortunate as to share 
food security to the same degree. The homeless are an example of 
food insecurity. 
 

If you Google "food security," you will find its four pillars: food must 
be available, able to be accessed, utilized properly and stable in its 
supply. For the homeless, can our industry help with some of the 
food security pillars? 
 

I am in Portland, Ore., and I am overwhelmed by the homelessness I 
witness, plus the lost vitality of the Portland city core. Portland once 
supported vibrant restaurants and other businesses that are now 
boarded up or shuttered possibly for good.   
 

We could argue ad nauseum about the destruction of the city’s core 
by the myriad of protests that have stretched on for nearly a year 
now. However, my focus here is what we as an industry can do to 
provide some form of food security to those suffering from home-
lessness.  
 

I suspect that homelessness in Portland is replicated in many of our 
major cities. I don’t know how to solve it and its randomness and 
proliferation testifies that neither do the politicians. Various Non-
Governmental Organizations supporting agencies are working over-
time to help, but it isn’t enough as the homeless population grows. 
 

Like you, I frequently read of the philanthropic efforts of our meat 
and poultry companies.  Their meat and poultry donations to food 
banks and other homeless helping institutions is admirable. I sincerely 
applaud those companies who make these donations often anony-
mously but no less fervently. This is a picture few outside of our in-
dustry see, but we on the inside do, and we can be proud of the ef-
fort. 
 

Are there other actions we can take to help reduce homeless food 
insecurity? If you don’t think homelessness food insecurity is a prob-

lem, just look at any major 
city or contact those helpful 
organizations doing their 
damndest to provide some 
means of food security for 
the less fortunate and home-
less. 
 

In 2019, on any given night, 
4,015 individuals were home-
less in Portland. That might 
not seem like many in a city 
of 653,000. But I venture to say that with COVID that number has 
grown exponentially in 2020-21 as I see the tent cities’ explosive 
growth this past year. 
 

Certainly, food donations are a godsend for those homeless who are 
fortunate enough to share but there must be more our meat and 
poultry industry trade organizations and companies can do to help.  
 

Here are some of my ideas. Please tell me if they are practicable or 
workable, or not, and alternatives if they are not. First, what about 
job training and subsequent hiring? With our processing plants starv-
ing for employees now partially filled by immigrant workers, could 
we train and hire the homeless, providing jobs and thus a helping 
hand up? What about shelter? Could we work with local agencies to 
build modest shelters for the homeless as meaningful alternatives to 
sleeping on the streets? What about our meat and poultry compa-
nies adopting a city to rid it of homeless by working with govern-
mental and non-governmental agencies to do so? And that’s just a 
start. 
 

Are there other cures for food insecurity that plagues the homeless 
you have witnessed that could be applied by our industry to help? 
Please let us know. 
 

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



The Livestock Marketing Association (LMA) recently convened a 

convention of cattle producer and farmer organizations to discuss 

the challenges involved in finished cattle marketing. The results of  

bringing together The American Farm Bureau Federation (AFBF), 

National Cattlemen’s Beef Association ({NCBA), National Farmers 

Union (NFU), R-CALF USA, and United States Cattlemen’s Associa-

tion (USCA) were the following action items: 
 

 Expedite the renewal of USDA’s Livestock Mandatory Reporting 

(LMR). 

 Demand the Department of Justice (DOJ) issue a public investi-

gation status report and as warranted, conduct joint DOJ and 

USDA oversight of packer activity 

 Encourage investment in, and development of, new independent, 

local and regional packers. 
 

In his May 24, 2021, edition of Cattle Buyer’s Weekly (CBW), Steve 

Kay reported that “the group talked openly and candidly about a 

wide range of important issues facing the industry including but not 

limited to packer concentration, price transparency and discovery, 

packer oversight, Packers and Stockyards Act enforcement and the 

level of captive supply and packer capacity.” 
 

However, the word “consumer” nor any reference to the final arbi-

ters of beef demand — those who consume it — was not mentioned 

nor referenced anywhere in the CBW report nor in the May 17, 

2021, industry press release of the meeting’s results. 
 

Such a navel-gazing attitude on the part of the leading cattle pro-

ducer and farmer organizations is a myopic view of the critical com-

ponent to the marketing of finished cattle —a.k.a. beef — and its 

future growth. The sum of their discussions revolved around the 

inconsistencies and inequities of government oversight of cattle and 

feed production with nary a mention of beef marketing. While this 

may seem like a logical discussion by producer/farmer groups, it is a 

distortion of the most important beef marketing issues and remedies, 

as if they were looking through the wrong end of a telescope. 
 

It seems to me that a gathering of the industry’s major raw material 

(cattle and feed) producing groups should have at a minimum ad-

dressed consumer issues such as declining consumption of the indus-

try’s one and only product, beef. They should have at least discussed 

how to combat the market incursion of plant-based faux 

“meats” (PBMs) that is growing in share at the expense of beef. Or 

was this meeting simply a producer get-together to salve their collec-

tive grievances about how the government is not properly protecting 

their rights/interests? 
 

In my view, any meeting of these disparate parts of the cattle-beef 

industry continuum should begin with a review of current consumer 

beef needs and how those from farms and ranches to retail can work 

together to meet those needs. 
 

If LMA calls this group together again, here are my suggestions for 

meeting topics to be discussed resulting in actionable items to be 

implemented by the attendees: 
 

 Declining beef consumption due to: 

 •  PBMs — The plant-based meat marketers have pinned 

    their hopes on a message of environmental destruction 

 caused by animal agriculture. To effectively combat this, the 

 beef industry must first develop cause cures for the environ

 ment they impact and then broadcast these positive results. 
 

 •  Climate change concerns — This issue is going to be top 

 of mind for at least the next three and a half years. The beef 

 industry must develop its responses and how they’re to be 

 implemented to take away the fear that cattle are a major 

 climate change cause. 
 

 Nutritional issues and how beef answers them — Beef is a nutri-

ent-dense food, but in the consumer’s mind, eating beef pales in 

comparison when juxtaposed to consuming plants.  This must be 

dispelled with facts. 
 

 Government impinging actions and what to do about them — If 

DOJ or USDA impinges on the agreed-upon consumer action 

issues or precursors to those actions, then it is proper that such 

grievances be addressed in a loud enough voice to show that the 

producer’s livelihood and ability to service consumers’ needs are 

severely and negatively impacted by such encroachments. And 

just as importantly, the producer groups must offer reasonable 

remedies, thus not leaving any issue unsaid nor unresolved. This 

leaves the government little option but to accept, reject or mod-

ify the actions, but at the very least consider them rather than 

pass them off as simply an industry groups’ lamentation of im-

pending doom without justification nor proposed remedies. 

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









It’s been great to see 

restaurants opening 

again to full or near full 

capacity this week in 

many parts of the coun-

try. For those that sur-

vived the COVID 

counter-measures, con-

gratulations on your 

success at surviving a 

tough 14+ months. 

 

But it’s obvious that restaurants aren’t out of the woods yet. Some 

still have reduced capacity restrictions. Many are struggling to regain 

employees that have been lost into the "vortex of ease" resulting 

from government over-funding of over-extended unemployment 

benefits. The jobs lost last year in the restaurant industry are back, 

but where are the workers now? 

 

Many former employees have fallen so deeply into the large divots in 

their couches that they require cave rescues. And when rescue is 

offered, their Stockholm-syndrome love affair with their government

-subsidized lifestyle means they will only come back to work if the 

pot is sweetened with substantial raises in wages. I’ve seen restau-

rants in Colorado this week offer $25 per hour starting wages and a 

sign-on bonus if they stay for six months. They still can’t find work-

ers! 

 

Also, prices for pretty much everything restaurants use are up from 

a year ago, including paper products, produce, dairy, fry oil and meat. 

I’ve asked around and haven’t found price reductions on literally any-

thing that restaurants use compared to a year ago. Do you know of 

anything that’s actually gone down? 

 

Just in time for Memorial Day, summer grilling and Father’s Day, beef

-middle meat prices are climbing faster than ever. I had to raise 

prices by $2 a pound on middles from just a week ago. I fear that I 

will have to raise prices daily instead of weekly very soon. 

 

Last week I had a customer return several cases of fresh chicken 

breasts because they were “too big.” I explained to my customer 

that chicken plants everywhere are short on labor, and consequently 

birds are bigger than normal at slaughter. There’s not a whole lot 

anyone can do about it in the short term. The customer returned 

them anyway. I guess chicken sandwiches were removed from their 

menu this week. “No soup for you!” has become, “No chicken sand-

wich for you!” 

 

What miracle can I perform to rectify this problem? Oh, I know, I’ll 

just ask for small bird breasts next time from all the vendors with 

the oversized birds. Sure, that will work. 

 

Maybe you’ve noticed that when you order chicken wings at your 

favorite wing joint that the wing count per order is going down and 

the wings are getting bigger and more expensive. Do you think res-

taurant customers will pay $20 for a plate of a dozen chicken wings? 

At one of my favorite stops in Denver, an order of 12 wings has now 

become eight wings, and the price is now up to $16 for wings as an 

appetizer. After a drink and a tip, that’s nearly a $30 tab. Wow. 

Would you pay this for a plate of wings? 

 

Many of my restaurant-operating customers have been working hard 

on their new summer menus. For some, I think they’ll have to just 

print “market price” for items that are price-volatile. Some will scrap 

the printed menu entirely and just use a digital menu that they can 

easily change prices on weekly. That seems like a smart idea, given 

the cost of frequently reprinting menus when many economic fore-

casters and prognosticators are all sadly predicting the continuation 

of food inflation. 

 

The saving grace for many independent and burger-centric restau-

rants has been the almighty beef burger. Yes, prices are up some, but 

not like beef middles or chicken wings. The food cost on an all-beef 

burger is still excellent at below 25% for most operators. The resil-

ience of beef burger popularity has demonstrated that a restaurant 

can charge nearly $20 in most big cities and consumers will happily 

pay it for the rich satisfaction that a burger and fries brings to the 

pallet. 

 

What trends are you observing from your restaurant customer’s 

behaviors to find help and to mitigate food cost inflation? 

Reprinted from Gregory Bloom’s Blog “The Meat Business” 
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” 





For a taste like no other, people have turned to Willie’s Smoke 

House for more than 40 years. Find out for yourself what makes 

our fresh smoked hams and meats unlike anything you’ve tried 

before. 
 

Using a century-old recipe for dried beef that our founder Wil-

liam “Bill” McKee received from an old German butcher, our 

fresh smoked hams and meats for sale in Pittsburgh, PA have a 

unique and unforgettable flavor that truly dances on the palate. 

Our trademark approach uses only the highest-quality cuts of 

meat and our special blend of hardwoods—never liquid 

smoke—to impart a smoky taste to each of our small-batch 

meats and cheeses. 
 

Since first opening our doors as a retirement business in 1972, 

Willie’s Smoke House has continued to grow and develop our 

tastes—and those of our customers! Now in our third genera-

tion, our boutique smoke house offers a full range of delicious 

smoked meats, including: 
 

   •   Smoked Turkey •   Smoked Sausages 

 •   Smoked Beef Jerky •   Smoke Cheeses 

 •   Smoked Bacon  •   Smoked Salmon 

 •   Smoke BBQ Baby Back Ribs 

 

And of course, Willie’s Famous  

Old Fashion Smoked Bone-In Hams! 
 

Today, Willie’s Smoke House still follows the same tradition that 

has been passed down for more than four decades when making 

our fresh smoked hams and meats. We use the classic recipes, 

signature hardwood blends, and small-batch production methods 

that have made our products so highly sought after, not only 

here in the Pittsburgh area but also throughout all 50 states and 

even Canada. 
 

 

562 South Main Street • Harrisville, PA 16038 
 

 

 

 

 

 

 

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



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  

VC999 Packaging Systems was founded almost a half-century ago 

by Bernhard Inauen. The company remains family-owned and 

headquartered in Herisau, Switzerland. Recognized around the 

world for our Design, Engineering, & Manufacturing Expertise in 

all aspects of packaging machine systems. 

 

The continued growth and global expansion of VC999 through-

out Europe, Asia, and Africa into the west includes manufactur-

ing in North Kansas City, Missouri and offices throughout 

North, Central & South America. This US facility designs and 

manufactures the rs, p, and i-Series Thermoform machines sys-

tems and manages the company's sister brands, XtraPlast Pack-

aging Materials & XtraVac Packaging Machines. 

 

In 2011, the US office celebrated 25 years of sales, manufactur-

ing, and spectacular service. VC999 currently employs hundreds 

of skilled people worldwide and has manufacturing, distribution, 

sales, and service offices in more than 20 countries. 

 

VC999 Packaging Systems and our sister brands XtraPlast Pack-

aging Materials & XtraVac Packaging Machines are truly dedi-

cated to customer satisfaction, as well as Machine and Material 

quality. Your products are very important to us too. 

 

Contact Info:  

Jim Wright – 1-800-728-2999 – Sales@VC999.com 

 
MOVE IT • MARK IT • WRAP IT • SEAL IT   

SCAN IT • PICK IT • PLACE IT • PACK IT  

WEIGH IT • SORT IT • STACK IT 
 



 
 

 

SAVE THE DATE: CONVENTION 2022 - MAY 12-15 

 

 

GOOD LUCK: To all out PAMP Members participating in the meat 

competition at AAMP. 

 

 

PAMP CLASSIFIEDS: Please help us keep the classified section up 

to date.  If you sold an item, please let us know. 

HELP WANTED 
 

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/ 

 
 
 

ALPINE MEATS & DELI, located in Blairstown, New Jersey, is  

looking to fill the following positions: 
 

Butcher/Bologna Maker   

General Counter Help  

Butcher’s Apprentice 
 

Alpine Meats has specialized in German cold cuts, smoked meats, 

and sausages since 1980. We are hoping to find the right people to 

fill these positions, and we hope to train someone as a successor 

to take over the business. If you’re interested, please call 1

(908)-362-8568 and ask for Roy 

 

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:  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! 
 

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. 
 

 
 
 

A Warm Welcome to New Members 

Bryan Garman Custom & 

Inspected Slaughtering 

201 Bridgeville Road 

East Earl, PA 17519 

717-354-6362 
 

 

Jamison Packing 

John Jamison 

171 Jamison Lane 

Latrobe, PA 15656 

724-834-7424 

www.jamisonfarm.com 


