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The American Association of Meat Processors 

recently held their 82nd Convention in Okla-

homa City.  The turnout was awesome.  That 

is a good indication that we are all ready to 

get out and see each other face to face.  We 

had several PAMP members attend and take 

home awards from the Meat Competition.   
 

Congratulations to these winners: 

• Country Bacon/Dry Cured – Holland Brothers Meat  

  Reserve Grand Champion 

• Frankfurters/Wieners Emulsified–Cunningham Meats  

  Champion 

• Ham/Bone-In Heavyweight–Holland Brothers Meat  

  Reserve Grand Champion 

• Ham/Bone-In Lightweight–Holland Brothers Meat  

  Reserve Grand Champion 

• Jerky/Restructured–Hartman’s Butcher Shop  

  Reserve Champion 

• Meat Snack Sticks/Flavored–Cunningham Meats  

  Reserve Grand Champion 

• Small Diameter Smoked & Cooked Sausage – Holland Brothers Meat  

  Grand Champion 
  

We would also like to congratulate our very own, Dwight Ely 

as the next AAMP President.   
 

Seeing the pictures from AAMP and looking ahead we are even 

more excited and ready for the Annual PAMP Convention in 

2022.  Mark your calendar now for May 12-15th!! 

 

 

 

 

 

 

 

CONTACT PAMP 
1209 Rockdale Rd  

Rockwood, PA 15557 

844-599-PAMP 
Email: 

pamp@pameatprocessors.org 
Website: 

www.pameatprocessors.org 

 
 

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

The PAMP CREW at AAMP 2021 

 

“SOCIAL MEDIA IS NOT JUST AN AC-

TIVITY; IT IS AN INVESTMENT OF 

VALUABLE TIME AND RESOURCES.” 
Looking at Looking at Looking at social media in this way completely changes the way 

you view the game. you view the game. you view the game. Social media is not just a means to be social 

anymore, it has become one of the most effective means to ad-

vertise your business. In that respect, it makes sense that investing 

in time and resources is valuable when it comes to social media. 
 

So, How Can We Up Our Game? 

•  Enlist the help of college or high school students to help with posting. Volunteer 

hours or work experience hours can be counted for this. 

•  Post at least 1 time per day. This is vital in order to keep current in the constantly 

changing algorithm. 

•  Develop a calendar to help you stay organized, even a simple paper calendar can be 

used. If you want to get more advanced, there are programs that will help you schedule 

posts. 

•  Utilize special days of the year or months of year, ie: National Hot Dog day. These 

days are essentially free content ideas you can capitalize on. 
              Continued on Page 5 









Upping Your Social Media Game  
Cont. from pg. 1 

 

• Most every social media platform gives priority to videos. You 

can still utilize photos but think about utilizing videos. Even more 

than posted videos, Facebook and Instagram really like when you 

go Live or utilize the story function. Stories are a great way to 

keep your customers current on what is going on day to day. They 

are simple to make and don’t need to be as formal as a post or 

edited video. 
 

•  Host a contest occasionally. Contests are a great way to garner 

engagement and also get people to share your page. People always 

like to win free stuff, too. 
 

• Become a verified business. This will help people ensure your 

page is actually your business and can help you recover your page 

in the event your page gets hacked. For more information on be-

coming a verified business check out the article "get verified on 

social media." 

 

What Platforms to Utilize? 

At the minimum, Facebook, Instagram, and Google are good places 

to start. If you want to get more advanced video platforms like Tik 

Tok and SnapChat are wildly popular. Twitter is also still ex-

tremely relevant. Email newsletters are also a great way to keep in 

contact with your customers and keep them up to date on prod-

ucts, sales, or events. 

 

Use Common Sense 

Be cognizant of your appearance and the background of when you 

are videoing and taking photographs. Simple actions can have 

big impacts such as putting on a clean apron before filming versus 

having a dirty/messy apron can tell a completely different story. 

Make simple posts. No need to tell a life story. Just show what you 

are up to for the day. Make your products pop. Use a flash in low 

light situations and seek good lighting for videos and photos. 

Take your own photos or use legitimate stock photos. If you use 

anything that isn’t your own, cite where you got it. Copyright in-

fringement is a real thing and you can avoid it by simply including 

where you found any graphic. Enlist a second set of eyes on posts 

and videos. They can check for spelling or grammatical errors or if 

anything looks off before posting. Have fun. Everything doesn’t 

have to be all business, you can have some fun all while remaining 

professional. 
 

Article by: Jennifer Dewey Rohrich 

Prairie Californian 
prairiecalifornian.com 

Courtesy of the Indiana Meat Packers and Processors Association 

 

PAMP Newswatch is an opportunity 

to highlight PAMP Members that have 

been featured in the local or national me-

dia. This month’s article is a feature about PAMP Mem-

ber, Nicholas Meat and their new Sustainable Resource 

Facility. If you have an article for the PAMP Newswatch 

send it to: pamp@pameatprocessors.org 

 

Nicholas Meat recently broke ground on an environmental manage-

ment system that will allow the company to reuse water and gener-

ate green energy from biogas. 
 

Construction on the Sustainable Resource Facility will take about 24 

months to complete, and the estimated $50 million cost will be 

funded solely by Nicholas Meat, the Loganton, Pa.-based company 

said in a press release. 
 

In addition to its waste-to-energy technology and an advanced water 

treatment facility, the project will help reduce truck traffic at Nicho-

las Meat, contain and minimize odor, decrease the company’s carbon 

footprint and capture greenhouse gases, the family-owned beef proc-

essor said. 
 

Pennsylvania Agriculture Secretary Russell Redding and U.S. Rep. 

Fred Keller were among the public officials who attended the 

groundbreaking ceremony. 
 

“When you look at the project, it’s about doing the right thing for 

our environment, it’s about doing the right thing for our community 

and it’s about making sure Nicholas Meat is successful well into the 

future,” Keller said. 
 

Nicholas Meat is also developing a new conservation area as com-

pensation for the forest and water impacts that will occur because of 

the land development needed for the Sustainable Resource Facility. 

The conservation site, totaling 12.03 acres, includes the planting of 

2,500 trees and will support a variety of native wetland grasses and 

wildlife. It will be protected with a conservation covenant that will 

remain with the land in perpetuity. 
 

“When I am not working, I spend most of my spare time hunting the 

mountains of Sugar Valley and fishing the many rivers, streams and 

lakes in the region. So, in addition to my role as the company's sus-

tainability director, I have a personal interest in seeing this project 

through,” said Brian Miller, the company's director of sustainability. 
 

Nicholas Meat has more than 350 employees and 150 contract work-

ers at its facility. 
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KIP PADGELEK 
SALES AND MARKETING CONSULTANT 
 

Kip.p@excaliburseasoning.com 

 

In a week or so, I’ll be visiting a beef packer in central Pennsylvania. I 

have a soft spot for the area, having attended and graduated from 

Penn State in the late 90s. I will be able to visit the school for only 

the second time in the 22 years that have somehow passed since 

then. 
 

If it's like the first time I revisited, I'll find myself thinking, "How'd I 

get here?" Why'd I come 600 miles from home, and why — when 

certain disappointments arose  — did I choose to stay? Long story 

short, it wouldn't have been possible without the importance I placed 

on earning a degree from a well-respected university. More impor-

tantly, it wouldn't have happened without the help of an athletic 

scholarship. My family couldn't have afforded out-of-state tuition 

back then, even if it was “only” $18,000. It's double that today. 
 

At a time when a college education has become increasingly inacces-

sible — and the return on investment is weighted on the negative 

side of the scale by crushing debt loads — I am long overdue in ap-

plauding major meat firms like Hormel and JBS USA/Pilgrim’s for 

recently implementing programs that offer free higher education for 

their employees and families. 
 

Such generosity represents a timely gesture as the industry slogs 

through an acute labor shortage. Companies have been trying all 

manner of methods to convince workers to stay on the line — from 

significant wage increases, of course, to car giveaways. But that’s the 

now; that’s the get by doing whatever it takes, which is requiring 

more work on Saturdays. 
 

In the blur of such demanding work, I’d imagine it is difficult for the 

worker to see ahead, to look forward to an end goal other than a 

production target. But when your employer offers free tuition to 

college, it communicates 

an investment in just that 

— your future. That future 

may or may not include work with 

Hormel or JBS and the like, but it 

certainly helps generate more op-

tions in rural communities that his-

torically send fewer people to college 

than cities and suburbs. 
 

AS JBS USA CEO Andre Nogueira has 

said, “We will be delighted if some 

choose to build or continue their 

careers with us when they graduate. 

Yet our larger aim is to unlock rural America’s potential through free 

college education for our team members and their children.” 
 

As it turns out, 70% of the 1,250 JBS employees and their depend-

ents who have enrolled in the Better Futures program are current 

team members. This surprised JBS, which logically figured the bulk of 

enrollees would be their dependents, or the next generation of col-

lege students.  
 

I think that is telling. I think it clearly shows how people value new 

opportunities, and that the time to go after them is now — no mat-

ter one’s age or where one works. 

Everyone deserves the ability to learn and to improve their lot in life. 

Meatpackers deserve credit for providing their employees more tan-

gible pathways to do so. 

 
Reprinted from Tom Johnson’s Blog “Writer’s Block”  

from www.meatingplace.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 

 









“COVID tired” is a real thing for me. Over the last 18 months, I have 
overused the word “COVID” both in written and oral format. I have 
other names for COVID, none of which I can put on this blog. I am 
over it, and tired of dealing with issues related to COVID. We can all 
argue about masks, shutdowns, government control, what’s fair and 
what’s not, and point fingers at people for making their own choices. 
But there is one thing we cannot argue about and that is COVID has 
placed a kink in the supply chain for our industry. The consequences 
of the shutdown (right or wrong is not the discussion here) are huge 
as we look at the supply chain and infrastructure to get our business 
done.  
 
Our purpose is to supply safe and quality poultry meat and products 
to our customers (consumers or other companies). That purpose is 
being interrupted and I am upset because we cannot do our jobs 
easily. To clarify, our jobs have never been easy, but now it is crazy 
hard. 
 
This last couple of weeks, I was reminded of just how hard things are 
currently when we had to get some parts in for a piece of equipment 
in the plant. Phone calls resulted in very few leads and even less cus-
tomer service than normal and less than optimal. Try to get some-
one on the phone to help is nearly impossible now. Overnight ship-
ping is unreliable even though we are still paying for overnight 10 
a.m. delivery prices. Freight, shipping and railways are overloaded 
due to the backup of goods that need delivery. 
 
Traveling by air is unreliable as well. I have heard from many of you 
about trip cancellations and changes nearly every time we get on a 
plane. Hotels have extremely limited services and employees work-
ing. Even going to grab food on the road was difficult as restaurants 
were at less than half capacity and when we did get food it wasn’t 
what we ordered, and it was slower than slow. A popular chicken 
restaurant even ran out of chicken twice by 2 p.m. Supply chain dis-
ruptions are not fun for anyone. 

I am not blaming any of the 
people we interacted 
with, as they are all 
dealing with the same 
issues we are dealing 
with as an industry. 
But I am not going 
to lie: It is frustrating 
to try to get busi-
ness done with 
hands tied. 
 
I have always been a 
solutions-based person 
but I don’t see a solution 
here to ease our concerns 
and make our jobs easier. So, 
all I can do is change my mindset 
and look at the positive. There are great people bending over back-
wards in our industry to get safe and high-quality food on our tables. 
They are working double time and are not taking “no” for an answer. 
They are the heroes. The people we meet and work with every day 
are the ones who should be thanked. They are the ones dealing with 
the behind-the-scenes drama so we can have chicken, turkey and 
eggs at the grocery store. Our industry people are the ones that are 
making the world go 'round right now and I am thankful for those 
showing up to work and going the extra mile to make sure my family 
is fed.  
 
Thanks for letting me blow off some steam today. I really hope I 
don’t have to keep using the word “COVID” for much longer and I 
think I am not alone in that wish. I can’t control the supply chain 
situation, but I can thank people and be kind. 
 

Reprinted from Christine Alvarado’s Blog “For the Birds”  
from www.meatingplace.com 



Livestock The government continues to focus on American-made 

products being produced and purchased to support the American 

economy. This is a good thing! Over the past decade, we have also 

seen a call for consumers to spend their dollars at local businesses 

whenever possible. The question bears discussion: Does buying 

local help the community as a whole? Personally speaking, I try 

hard to buy local first, then Made in USA. If that is not available, 

possibly fair trade from another country. And sometimes, I simply 

do without.   
 

It goes without saying that COVID-19 has changed us all in one 

way or another. We are not behaving the same way as before the 

virus. One change that stands out to me, besides greater apprecia-

tion and love for family and friends, is how we shop for products. 
 

When consumers are empowered to purchase goods and services 

from national chains or locally owned businesses multiple factors 

come in to play: Your financial situation and cost of goods, conven-

ience, availability and variety all play a role in our decision. We 

hear that the benefits to buying local and keeping the money circu-

lating in a specific area/ demographic helps strengthen that local 

economy. Data supports that: When we buy locally, slightly more 

than 50% of the retailer’s revenue stays within the local sectors 

creating stronger local supply chains. These businesses tend to 

bank, hire and buy local which helps ensure that statistic. 
 

The number is only 14% for national chain retailers. Money circu-

lating through the local economy benefits everyone who is a part 

of each transaction. For example, let’s look at a farmer local to me, 

On Cape. They plant half an acre. They sell wholesale to restau-

rants, have a CSA, sell plants in the spring and do flowers for local 

events including the opening of a store that sells the wares made 

by Cape Cod artisans. They bank and get loans locally to make 

improvements. They buy soil amendments, greenhouse supplies, 

building materials and tools all from a local businesses. They regu-

larly buy takeout for dinner because they are too tired to cook, get 

massages so they can function, haircuts (finally) and buying local 

meats and eggs from farmer friends. And so forth. 
 

This all takes a different mindset as well as extra time finding what 

you need. Once you have it down it really does become second 

nature — and there is a whole lot less cardboard around as well.  
 

Do you make an effort to support local small businesses? Or do 

you prefer to shop based on other criteria such as price, availabil-

ity, and quality no matter where the products are made or sold? 

Please be honest; we appreciate your thoughts, circumstances and 

input. There is no judging from our end.   
 

Live well.      Reprinted from Michael Formichella’s Blog “Chef’s Table”  
from www.meatingplace.com 

 

 

My year as president of the Poultry Science Association board of 

directors has come to a close as of yesterday. I cannot believe this 

year has come to an end so quickly. It has been fun and exciting 

serving our association, but mostly I’ve learned and been reminded 

of some important lessons. It seems no matter what leadership po-

sition we hold (church, university, government, industry, company), 

these same lessons apply. Maybe there is a poultry industry leader 

who could use some reminding of these lessons I have learned, and 

maybe it can serve as a reminder of our impact and why we lead.  
 

Leadership is hard. There are some hard choices to make but they 

must be made to keep things moving forward. Change is hard on 

everyone, but being too comfortable with the status quo is usually 

the death of innovation, knowledge and progress. Make the hard 

choices and move the needle. 
   

Surround yourself with a great team. We all have strengths and 

weaknesses. Most of us know how to use our strengths when we 

are in a leadership role. That’s the easy part. Hiring or choosing 

people to be on our team that bring that knowledge to support our 

weaknesses is critical to success. Rarely do things happen with one 

person “in charge.” It takes a team to drive success. Remember to 

recognize that great team often because we don’t work in a bubble.  

Be flexible. Life is in constant motion. I always thought it was my 

kids in constant motion but then I realized it’s mostly everything 

around my kids — the world is in constant change mode. And if 

leadership plus COVID has taught me anything, it is be flexible. Life 

happens and it’s OK to evaluate choices and direction often. Flexi-

bility is needed for success. 
  

Learn to filter the constructive criticism from the ugly comments. 

We all can do better. We all can learn from our mistakes. That kind 

of learning is important for our personal growth as well as the 

growth of whatever company or organization or agency we are 

leading. Everyone always has an opinion, and it’s important to deci-

pher opinion from constructive criticism. Can I take this email or 

voicemail or whatever form of communication and glean some 

learning? Can I do better next time? This takes some mental 

strength. It’s never fun to make mistakes but it happens. Own it. 

Learn from it. Ignore the ugly. 
 

Always be kind. We are leaders of organization, companies, agen-

cies or (insert whatever you lead here) but most importantly, we 

lead people. Our goal is to lead with kindness and compassion while 

we strive to make forward progress. We can always analyze fi-

nances and all the numbers that define success for a company/

organization. But in order achieve true success, we must ask our 

team. That’s the key to leaving things better than where we started. 

Ask people and always be kind. We never know what our team is 

dealing with personally. 
 

There are so many more lessons and reminders but I have limited 

time and space. Feel free to add comments below on any lessons 

you have learned. Sometimes they’re great reminders to others that 

we are leading with a purpose and the reminding ourselves that the 

journey is worth the struggle.  
 

Reprinted from Christine Alvarado’s Blog “For the Birds”  
from www.meatingplace.com 









It’s been encouraging to see all the efforts during the past year to get 

more small meat processing plants up and running. If you’ve been 

reading the Meatingplace daily news feeds, no doubt you’ve seen the 

stories of many states and the USDA allocating funds and resources 

to help small plants start up or expand. 
 

Yes, many of these plants are small, but even small plants provide a 

valuable regional service. 
 

During this past crazy COVID year, I’ve fielded dozens upon dozens 

of calls and emails from beef producers all over the U.S. who are 

looking for a small slaughter facility close to their ranches where 

they can send their market-ready cattle. In many areas, finding a plant 

for 5-to-50 head of cattle is hard. Some plants are booked out for 

over a year. Others have some room for a few head at a time, but 

not full truckloads of cattle. 
 

Because of this, cattle are often loaded on trucks and hauled more 

than a thousand miles away to be processed. Not only is this hard on 

the cattle, but it’s expensive. 
 

Small plant challenges 
 

Among the many issues I’d like to address with blogs this year re-

garding small plants, a few important issues are: packaging, food 

safety, temperatures, cold-chain, interventions and labeling. Can you 

think of others? 
 

For this edition, I’d like to address the inferior packaging machines 

found at many small plants. Often, when I visit some small state-

inspected plants, I can’t believe what I see them doing with their 

packaging. 
 

Regarding packaging equipment, it’s expensive to buy the modern 

roll-stock vacuum packing machines that package beautiful packaging 

that consumers want and deserve. But packaging beef in cheap im-

ported pouches and using an old flip-flop vacuum sealer that needs 

new seal bars and a new vacuum pump just doesn’t cut it. 
 

Last week I visited a local rancher who had a pallet of fresh beef cuts 

for sale from a current fabrication. The beef wasn’t graded but it was 

beautifully marbled, had great color and was trimmed decently. It 

would have been fairly easy for me to buy and sell this beef, except 

for the crappy-looking pouches. More than half were leakers. Purge 

from the pouches had leaked through the bottom of the boxes and 

the boxes were soggy. I checked a pallet of frozen beef he had in the 

freezer. About 20% of the pouches were leakers and there was 

white frost on the insides many of the bags. That’s not a good way to 

sell. 
 

I asked the beef producer why he didn’t demand the use of high -

quality shrink bags for his beautiful beef. He had nowhere else to go 

for his five head of cattle. This state-run plant he found was his only 

option within 800 miles. The plant doesn’t have a shrink tunnel or a 

modern vacuum sealer. “Beggars can’t be choosers,” he said.  
 

I really think the USDA needs to hire an expert packaging consultant 

that can visit these small plants, old and new, and consult with them 

on the industry standards and best practices for packaging, food 

safety, proper temps and interventions. I also think the USDA should 

offer easy-to-apply-for grants and micro-loans for small plants that 

can be used for purchasing new packaging equipment. 
 

For cut steaks and grinds, freezer paper looks terrible. Yes, I know, it 

holds up well if used correctly, but just try speed-thawing a pound of 

ground beef that’s been wrapped in freezer paper in cold water. 
 

Every small plant needs to have a roll stock vacuum sealer for steaks, 

roasts and grinds. For sub-primals, they need to be packed with high 

quality shrink bags that go through a shrink tunnel before going into 

boxes. 
 

I know this seems so elementary, but you’d be surprised to see what 

goes to the marketplace coming out of these small plants. They are 

trying hard, and most really want to improve their operations, but 

with the slim margins and ever-increasing operating costs, they just 

don’t have the funds to improve their equipment. 
 

Let’s advocate on behalf of the small plant processors to those who 

can help, like the USDA and state agencies. They could use some 

wider advocacy and help with upgrades. Let’s strengthen the weak 

links in our industry! 

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” 





Blooming Glen Pork Products (Eugene M. Moyer & Son) has 

been providing quality meats since 1856. Its cozy store nestled in 

the village of Blooming Glen, Pennsylvania is stocked with their 

own fresh and smoked meats, including honey-glazed-spiral-

sliced hams, scrapple, kielbasa, sausage, bacon and many more 

meats processed by this family-run and family-owned business. 

 

When the company closed its stand at Philadelphia’s Reading 

Terminal in 1997, it gave flight to Blooming Glen Catering. This 

division has been providing fine meats and whole roasted pigs for 

take-out as well as staffed buffets. Guided by the 6th generation 

of Moyers in the business, the company has grown and branched 

out to accommodate all styles of parties – from backyard barbe-

ques to elegant white-tent weddings and large corporate events. 

 

The Moyers invite you to experience true full-service shopping 

at their butcher shop and worry free party planning with their 

catering coordinators. Either way, you’ll be sure to enjoy their 

friendly service and mouth watering delicious foods. 

 

1248 Route 113  •  Blooming Glen, PA 

(215) 257-2710 

 
 

 

 

 

 

 

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  

What started out as a one-man operation based on curiosity, 

has since evolved into MadgeTech, a leading manufacturer of 

data loggers worldwide. As MadgeTech has grown, we have 

never lost sight of President, Norm Carlson’s, original vision of a 

company that maintains meaningful customer relationships and 

manufactures the highest-quality data loggers on the market. 
 

Preserve Quality, Prevent Loss 
From cooking and cooling to shipping and storage, ensure food 

quality while protecting your bottom line. MadgeTech data log-

gers are essential to any HACCP plan — keeping auditors happy, 

customers healthy and business profitable. Real-time monitoring, 

alarms and notifications give users the power to manage critical 

control points before deviation occurs. Maintaining records is a 

breeze, MadgeTech 4 Software automatically generates reports 

for compliance and analysis. 

 

Talk to a Specialist Today: 877-671-2885 
 

GET VERIFIED ON SOCIAL MEDIA 

Spoofing is when uncredible people download a profile picture and recreate a shallow version of 
a page with the intent of stealing information. Many IMPPA packers have had this problem. 
Some spoofers try to contact the company's friends and tell them that they have won a prize, 
compliments of the credible company. However, the spoofer continues to ask personal ques-
tions such as entering a credit card, etc. While this seems fishy to some people, others believe 
it to be a legitimate request since a credible company is behind the request. 
 

Many people do not understand that uncredible people would steal information from a credi-
ble company or even the credible company’s customers. While it is an unfortunate problem, 
it is real, and we should address it individually in our companies. One way for our customers 
to realize that we are credible companies is to have a verified badge beside our social media 
pages such as Facebook, Twitter, and Instagram. A verified badge is a blue circle that ap-
pears next to a Facebook page or profile. It means Facebook has confirmed the page or 
profile is the authentic presence of the brand it represents. 
 

The verified badge is a tool to help people find the brand's real pages. If a page has the 
verified badge, Facebook (or other social media platforms) has confirmed that it repre-
sents who it says it does. If the badge is not there, it may not be the real page. Posts, stories, and 
other content from verified Pages are not verified by the social media company, but the page itself is 
verified by the social media company. 
 

For more information use the links below: 
Facebook: https://www.facebook.com/help/1288173394636262/ 
Twitter: https://blog.twitter.com/en_us/topics/company/2021/relaunching-verifi-cation-and-whats-next 
Instagram: https://help.instagram.com/854227311295302 

Many meat packers, and companies of  
all kinds, have been victims of 'spoofing' 

By Darla Kiesel, Executive Secretary,  

Indiana Meat Packers and Processors  
Assocation. 



 
 

 

 

 

 

 

 

BOARD MEETING: The fall board meeting will be held on Octo-

ber 16th & 17th.  If you have any suggestions about classes you 

would like to have during the 2022 Convention, please email us at 

pamp@pameatprocessors.org. 

 

 

 

SAVE THE DATE: PAMP CONVENTION-MAY 12-15, 2022 

 

HELP WANTED 
 

 

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:  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:  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 Member 
Energy Impact LLC 

Jon Lally 

2071 Eagle Trace Dr. 

Greenwood, IN 46143 

317-536-0200 

www.energyimpact.us 
 

ABOUT ENERGY IMPACT: 

Energy Impact helps businesses in 

30 states uncover utility sales tax 

exemptions on utilities used in the 

manufacturing process. We sepa-

rate production versus nonproduc-

tion energy usage on utility meters 

to determine the precise percentage 

being used. 
 

Compensation is based only on the 

savings generated. Energy Impact is 

results oriented and expects to 

achieve significant savings for our 

clients. 

EDUCATIONAL OPPORTUNITY 

Hazard Analysis Critical Control Point Programs 

for Meat and Poultry Processors (HACCP) UP 
 

SEPT. 7-9, 2021 
Registration Deadline: Sept. 3 

 

This course covers the fundamentals of HACCP (Hazard Analysis 

Critical Control Point) and the application in meat and poultry proc-

essing operations. It provides the participant with hands-on experi-

ence in developing a HACCP plan. This course is certified by the 

International HACCP Alliance and meets USDA requirements for 

HACCP training. 
 

Erickson Food Science Building 

252 Food Science Building 

University Park, PA 16802 
 

Register @ https://agsci.psu.edu/haccpup-20210907 


