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We are excited that after the past two years we 

are finally able to gather again for the 81st Pennsyl-

vania Association of Meat Processors Convention 

& Supplier Showcase.  It seems like so much as 

changed over the past two years but we hope to 

make the convention as normal as possible.  We 

will start the convention on Thursday and run thru 

Sunday. Events on Thursday will include a wine 

tour, a costing session, Best Beef Butcher Contest 

along with product check in, business meeting and President’s Reception.  Moving into 

Friday, we will do the Rotation sessions with award winning Dan Robert offering Cajun-

style products, Ely Farm with Venison Processing and Brad Merkley with Creating 

award winning large diameter luncheon meat.  The Supplier Showcase opens from 3-7 

and we end the day with the Social/Drop-in.  We have educational sessions on Saturday 

you won’t want to miss.  We hope you plan to attend the Awards Dinner & Auction as 

well.  Please join the fun of participating in one of the three competition events:  Prod-

uct Meat Competition, People’s Choice or the Best Butcher Contest.  Do one or all 

three!  Again, we are excited about the upcoming convention.  We hope are planning to 

attend and look forward to seeing everyone.  We may be an association but we are also 

family and always enjoy the time we get to gather and learn from 

each other and catch up and reminisce.  See you in MAY! 

 

 

 

 

 

 

CONTACT PAMP 
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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 Penn Stater Hotel 
(Host of the Convention) 

215 Innovation Blvd 
State College, PA 
1-800-233-7505  
$134.00 per night  
Code – PAMP22A 

Ramada Inn  

1450 S. Atherton St. 

State College, PA 

814-238-3001 

$78.00 per night 

Code – PAMP22 

Super 8 Hotel 
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State College, PA 
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I've always loved it when, during a plant 

visit, I've been able to converse with the 

extraordinary people who work there, the 

backbone of the industry, besides just the 

executives I'm scheduled to interview. 
 

Which leads me to a question: When was 

the last time you had a conversation with 

someone not wearing a supervisor's hard 

hat? Not just pleasantries, do you know 

why they have that job in your facility, what 

their goals are, what they're doing for 

Thanksgiving? 
 

I'm not talking about having a dossier on 

every temp worker brought in to help during 

the busy times. I am talking about having 

substantive conversations with the people 

who are responsible for the quality of the 

product that bears the company's brand. 
 

I get it; a fair number of plant employees 

want to clock in, do their thing, clock out 

and get on with their lives. But a fair num-

ber also 

would like 

their jobs 

to be more 

mean ing -

ful. Wages 

and bene-

fits are increasing, but HR research consis-

tently shows that feeling your work con-

tributes to a larger goal and your presence 

is valued is a far greater factor in reducing 

turnover and being able to recruit top-

quality employees than mere money. 
 

The need to recruit labor has plagued the 

meat industry for years, and has become 

more acute since the pandemic.  A conver-

sation with a guy on the deboning line isn't 

going to solve that. But it will help in un-

derstanding what his needs are and how 

you can help. And the best thing? It didn't 

cost a dime. 
From Lisa Keefe’s Blog  

“The Center of My Plate”  









 

 

“Tacos again?”  

they’ll say.  
 

      “Yes,” I’ll say. 
 

Never mind that it’s Tuesday; I’ve 

got a pound of ground beef that is 

nearing expiration and needs to be 

cooked, have no time to be any 

more creative, and it doesn’t get 

much easier or more cost effec-

tive than good ol' tacos. Not to mention, they’re delicious. 

 

Like most consumers long sequestered to their homes during the 

COVID-19 pandemic, I took to cooking more at home. I began to 

look for new recipes and make new things, and I would love to see 

my family’s satisfaction when those meals would hit the spot. I recall 

at one point making a Beef Wellington (with ground turkey, because 

that's all I had) and a nice homemade gravy, and having it with some 

red wine and feeling pretty damn rewarded.  

 

But life is as busy as it ever was pre-pandemic, with kids again in 

school and sports and various schedules crisscrossing every which 

way. I’m tired. I really don’t care anymore about some feeling of 

having played a crucial part in the creation of a meal. I’d rather not 

have to think so damn hard. I’d rather save the time. And so, I’m 

back to tacos “again.” 

 

It’s dawning on me now how I’m just one example of what experts 

are observing in the latest consumer trends, and what those trends 

mean for processors and the products they make. I particularly 

identify with what Kevin Ryan of Malachite Strategy and Research 

discussed at the Chicken Marketing Summit in July.  

 

Consumers, he said, are tired of planning for dinner — most don’t 

think of it until right before dinner time — and tired of what they’ve 

been cooking. What they need are solutions, and so marketers of 

chicken (applicable also to beef and pork) need to change their 

mindsets from being just sellers of meat and poultry to being sellers 

of solutions.  

 

Animal protein products, Ryan said, have these seven jobs 

to do: 

 

1. Instantly add value for the last-minute cook by offering 

quick-and-easy meals that are, for example, already 

cooked. 

2. Be “chaos tolerant” for an even busier post-pandemic 

consumer, with products that can be cooked in a crock-

pot, for example, and easily reheated. 

3. Be appliance-compatible for a tired consumer that 

needs some help from things like Instant Pots and Air 

Fryers. 

4. Be “inspiration ready,” capitalizing on social media rec-

ipe sharing by bundling those meal components for the 

consumer. 

5. Work harder … a product must go beyond carbohy-

drates and really pack in the nutrient density. 

6. Reflect consumers’ values. Some 63% of consumers, 

according to Ryan, buy goods and services from compa-

nies who reflect their personal values. An example is 

“Airly,” a cracker made by Post and Anheuser Busch 

from spent barley grain in an effort to go carbon nega-

tive. 

7. 7. Satisfy consumers’ desire for a premium experience. 

Citing IRI research, Ryan noted that more people — 

and at all income levels — are buying premium during 

the pandemic than ever before.  

 

As a consumer, I personally don’t need processors to hit on all 

seven of these jobs. The first three would be just fine. Anything to 

put a good, flavorful and healthful meal on the table in a timely man-

ner — and put an end to the complaints. 
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FAX: (570) 382-8948 

CELL: (570) 780-1873 

MVFE18@GMAIL.COM 
 

BOB KERSVAGE 
OWNER 

Reprinted from Tom Johnston’s Blog 
“Writer’s Block ” from meatingplace.com 
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 Take a moment to see the good 

 To remember the smiles 

 To remember the moments 

 To remember the little things. 

 To be thankful. 

 To be grateful 

 Take time to see the wonderful in this world. 

 The more you see the good,  

 the more you will inspire others to see it as well. 

 Ripple. 
 

  — Rachel Marie Martin (findingjoy.net) 
 

I love the words in this poem. Not only is it a great reminder during 

this holiday season, but it has one of my favorite words – “ripple,” a 

spreading, pervasive and usually unintentional effect or influence on 

others. I would like to have this word on my headstone; I want to be 

known for causing a positive ripple effect because it means I have 

positively impacted those around me for the better. And what better 

time to create a ripple that this holiday season.  
 

Thanksgiving is a time we all give thanks for all our blessings. Right? 

We spend a lot of time on social media daily posting the 30 things 

we are thankful for and appreciate. I have seen posts about parents, 

kids, spouses, friends, a new house or car, etc. So many things, big 

and small. We have a lot to be thankful for today.   
 

Occasionally we throw in the word “grateful.” The Oxford diction-

ary says "grateful" is defined as “showing appreciation or kindness; 

the quality of being thankful.” So, I started thinking, is it better to be 

thankful or grateful? Is it better to show thanksgiving or gratitude? 

While I think it is important that we do both, there is a distinction 

which is critical on the receiving end. 
 

This is where the difference lies; being thankful is a feeling while be-

ing grateful is an action. Gratitude is more than just the feeling of 

thankfulness; gratitude is showing through an action that we are 

thankful. Many studies have shown that people who consciously 

count their blessings tend to be happier and less depressed; those 

people are thankful. However, people who express their gratitude 

actually feel even less depressed and have a life purpose.    
 

Gratitude starts with noticing the goodness in life. Once we notice 

the good, we can affirm all the goodness we have or are receiving. 

Then we can acknowledge the role other people play/have played/are 

playing in providing our lives with goodness. Once we notice and 

acknowledge the good, we can put those feelings/emotions into ac-

tion and ask, “What have I given to __?” The action resulting from 

this question is the ripple effect.   
 

With such chaos in the world and such materialism in today’s world 

we need more gratitude. Gratitude is what unlocks the fullness of 

life. It turns what we have into enough and more. Doing for others 

(the action of gratitude) is what brings us joy and happiness from 

within each of us; gratitude creates that ripple effect which is the 

true secret to happiness. I hope each of you had a wonderful Thanks-

giving and if you haven’t already created a ripple effect, it is not too 

late to start. 

I would like to  

share a short poem called 

“Take time:” 

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

Sometimes what makes a good photo-

graph is some sort of visual oddity-

something out of place so as to pique 

curiosity and beg for answers. The same 

can be said of the basis, or the catalyst, 

of a good story. 
 

The first thing I noticed when walking 

into Crescent Foods’ conference room to interview the Halal 

processor’s executives was a cowboy hat resting in the middle of 

the table. It struck me as odd; for one thing, the plant is next to 

Midway Airport in the most industrial, urban of settings. And sec-

ondly, I didn’t picture Muslims wearing cowboy hats. 
 

The latter speaks to an ignorance that I carried into the building, 

right along with my laptop and digital recorder. The very last ques-

tion in my interview was, in good fun, “OK, so what about the 

cowboy hats?” The reason why it was the last question was that it 

took a good hour and a half of conversation for me to overcome 

my own ignorance — to listen, to learn, and to find comfort in a 

rapport worthy of humorous banter. 
 

Through the course of the interview I had learned so much more 

about what Halal is, and what it isn’t, and that some of the ques-

tions I had prepared were just, well, dumb. So, I audibled on a few, 

like the ones pertaining to historical U.S.-Middle East political rela-

tions and differences between Muslim and non-Muslim consumers. 
 

The cowboy hats and leather vests worn by Ahmad Adam, a Jorda-

nian who founded Crescent Foods in 1995, and his sons, Ibrahim 

Abed and Huthyfah Abed, were so much more than a funny aside 

or a gimmick. They were symbols of the family’s love of not only 

Texas, but of the American culture into which they’ve worked so 

hard to assimilate. And sure, the consumers they’re trying to reach 

might have different religious backgrounds and viewpoints, but all 

those consumers are looking for the same product attributes. 
 

The success of Crescent Foods isn’t just measured in sales num-

bers, which have doubled in the last year; it’s in a consciousness 

and embrace of the concept of universality. Beyond a commonality 

among consumers in their product preferences, though, it’s an 

understanding that food brings everyone together — that supply-

ing the meat and poultry that they want requires productive part-

nerships across a country that so often is divided by race, creed 

and politics.  In such fractious and uncertain times, we’re reminded 

of what matters not only in business, but also in life. In both, we 

need relationships that matter. We need trust. We need respect. 

We need understanding. 
 

We’re also reminded that the power of food — the power of ani-

mal proteins — extends well beyond nutritional benefits; indeed, 

beyond the ability to nourish and sustain life, it has the power to 

bring different people to the table and enjoy a good meal together, 

in peace. 
 

Cowboy hats aside, one of the most powerful things that struck 

me during my time at Crescent Foods was the lunch we all en-

joyed at the end of my visit. As we dug in on a generous spread of 

offerings that included marinated lamb chops, beef kebab and 

chicken shawarma — as well as delicious hummus, baba ghanoush 

and other dips and sauces to enjoy with warm pita — there was a 

distinct and contented silence.  ~  That said it all. 

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



 

I remember a time, not very long ago, when I did a lot of math to put 
food on the table. I would get the Sunday paper, check every single 
flyer, find corresponding coupons, and go to different stores with a 
precise grocery budget and a definitive plan to scrape as many dollars 
off the total as I could. Whenever there was a big sale on shelf-stable 
staples, I would buy them in bulk so that I could remove them from 
my regular expenses and splurge on extra produce or protein. It 
sounds taxing, but it became a bit of a hobby. 
 

It took a few years of this to get into the financial position to get 
married and buy a house. I continued to coupon, stocking up on 
laundry detergent, paper goods, canned beans, breadcrumbs, and the 
like. I would buy end of season sales clothing the next size up for my 
kids to save money on shopping the next year. Hell, I still do that 
stuff. But it was more out of necessity than it was out of being pru-
dent and planning for the future. 
 

We went through job changes, title changes, the whole shebang. And 
we finally made it to a somewhat secure place where I didn’t have a 
calculator and 18 coupons in hand while walking down the aisles of 
the grocery store. We got to a place where we could order pizza 
every Friday and not sweat it. We got to a place where a nice steak 
dinner was not out of the question. And because food and cooking 
are so magical to us, this was blissful comfort. 
 

I was reflecting on this recently in a moment of gratitude. It was ac-
tually after I wrote my last blog, where I was discussing the conven-
iences I happily pay for in order to have more time with my family 
and for self-care.  While I am most certainly in a better place finan-
cially than I was during the times described above, I am still 100% a 
sucker for a good deal. In fact, I have a separate email address I use 
to sign up for marketing emails and promotions for my favorite re-
tailers and sites. I get excited when I get a sale catalog in the mail. 
Here’s my bottom line: Coupons are the best marketing. 
 

Pumpkin marshmallow waffle candles had truly not crossed my mind 
until I got an email telling me to hurry up for 50% off. I can assure 
you that platform sneakers were nowhere on my radar until I saw a 
discount code on my Instagram feed (and yes maybe my teen says 
I’m too old, but man, are they cute sneakers). I didn’t think my hus-
band needed new tactical boots for work until the manufacturer 
emailed me a friends and family discount. And I had zero intention of 
hoarding new pens until I was offered half off if I picked them up 
same day. To be clear, I haven’t actually purchased all of these things, 
despite the coupons and sales thrown my way. But every single one 
got my full attention for at least a minute. (I may have ordered the 
candle.) 
 

I get incredible offers for meal kits, produce delivery and other ser-
vices. But where are the offers from manufacturers and producers in 
the food space in my inbox? I remember the Sunday paper being 
filled with coupons for eggs, pasta, chicken — you name it. But as the 
years went by, they became largely for cleaning and personal care 
products (and oddly, a ton of OTC pain medicines that I could use 
now with the current state of my lower back). It’s time to up the 
ante. 
 

Send me emails promoting your product. Tell me if I try your 
chicken nuggets, I can scan the QR code in your email for 50% off at 
my local grocer. Offer me $3 off to try your chuck roast over an-
other, and I guarantee you that when I am buying a roast, it will be 
yours (especially with prices as they are). You know why? Because I 
am a consumer. I have habits. I buy things I know and I rarely deviate 
unless incentivized. So, incentivize me. Get into my Instagram feed 
and tell me why your bacon is better, where to buy it, and how to 
do so paying a little less the first time. Subscription services do this 
often. But where are the rest of the brands that want to win me 
over? 
 
If you have a new product, a new brand or new shelf space, you need 
to establish market penetration right away. How do you get traction? 
By making people try it. How do you do that? Incentivize them. And 
how are most people incentivized? Money. Have you ever ordered 
something and been asked to leave a positive review in exchange for 

something free or deeply 
discounted? I have; 
and each of those 
products that 
used that kind 
of incentive 
has thou-
s a n d s 
a n d 
t h o u -
s a n d s 
of posi-
t i v e 
r e -
v iews , 
c r e a t i n g 
more buyers. 

 
So whether you are targeting someone who is buying food on a 
shoestring college budget, a parent trying to plan lunches for four 
kids every week, a fitness enthusiast that meal preps every Sunday, 
or retirees that like to dine out, we’ve all got something in common.  
 
We like a good deal. Make it easy and appealing for consumers to try 
and stay loyal to your brands. Think QR codes, promo codes that 
can be used at retail, or a good old-fashioned coupon right in the ol’ 
mailbox. Think coupons. 
 
 Reprinted from Laura Zinger’s Blog 

“Omnivorous Opinions” from meatplace.com 
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glapsley@comcast.net 
 

George D. Lapsley 
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www.getfoodhelp.net 
 

“We still make housecalls” 





H O M E TO W N  M E AT  M A R K E T  

PAMP Newswatch is an opportunity to highlight PAMP Members that have been featured in 

the local or national media. This month’s article features this month’s Blue Plate Operator, Hollenbaugh’s Home 

town Meats.   This article was run in a local Clarion newspaper. If you have an article for the PAMP Newswatch send it to: 

pamp@pameatprocessors.org 

Fresh products, friendly service, and a family-like atmosphere 

are on offer at one of Clarion’s newest businesses, Hol-

lenbaugh’s Hometown Meat Market. Located on Route 322 at the for-

mer site of Clarion Bowl Arena/Ragley’s Bowling Alley, Chad and Dar-

lene Hollenbaugh opened the business in mid-November to, in part, fill 

the void left by the recent closure of Comet Food Warehouse, a com-

munity fixture for nearly 50 years, and the closure of Alderton’s Meat 

Market’s store front, just outside Brookville. 
 

“We’ve always had a little meat processing shop in Strattanville where 

we’ve done wild game and custom beef and a few hogs for people. And 

then the need grew stronger (for a larger store) with a lot of different 

things taking,” Chad Hollenbaugh said. 
 

“I’ve always worked in the meat industry. I actually started at Comet 

back in 1980 or 1981. From there I worked for a couple different gro-

cery store chains and then ended up at Con Yeager Spice Company and 

I’ve been there for the last 20 years teaching meat processing and how 

to make bolognas, snack sticks, jerkies. So over the years that’s where 

I’ve learned almost everything,” he said. 
 

The new market carries a full line of beef, pork and poultry products, 

much of which can be custom cut on site to fill requests or special or-

ders. “We have a large full service (meat) counter. And I think that 

makes it different, that people can come in and say ‘Hey, this is what I’m 

looking for. Can I have this?,’” Hollenbaugh said. 
 

““We’ve had a lot of special orders in here, things that people don’t 

want to travel to go get or run to different places. We’re right here and 

willing to get those items in or cut them from the swinging meat (whole 

carcass animals) that we have in the back.” 
 

The Hollenbaughs also take satisfaction in obtaining products from local 

growers and suppliers, something they believe their customers value. 

“We really try to support the local guys, the local farmers, local pro-

duce people. We’re really trying to lean into as much local stuff as we 

can,” he said. 
 

“We’ve got a few people raising chickens for us, as well as buying local 

hogs that we process in the back (meat cutting area) and some local 

beef. I think truly that the people in the area want to support locals,” he 

noted. 
 

The Hollenbaughs are slowly branching out to include other products in 

the store, such as homemade meat pies, lasagnas, goulashes, stuffed 

meat loaves and meatballs. They also stock a full line of deli items, baked 

goods, canned and jarred foods, bulk candies and locally produced dairy 

products. 
 

“As people are asking for things, we’re reaching out and getting those 

items in here,” he said. “It’s been a big learning curve, but we’ve been 

fortunate the community has been very patient with us in figuring out 

what they want and how to keep it out here. We’ve learned as we 

went along.” 
 

Despite growing their business, the Hollenbaughs continue to process 

wild game, with this past deer season being particularly busy. “I could 

never hold many deer before. Then this year we crushed some pretty 

big numbers and had to shut them off at the end of the season. Just 

because we can hold a lot more doesn’t mean we can get a lot more 

done,” he said. 
 

“We had to stop after a while and get caught up. Now we know what 

the potential is. And, we’re making sure everybody gets their own deer 

back.” 
 

Not only do the Hollenbaughs pride themselves on the products and 

services they provide, but also the family nature of the business. This 

extends beyond the immediate family to also include all others that 

work at the market, many of whom they’ve known for a long time. “It’s 

a family business and the people that work for us are family as well,” 

Darlene Hollenbaugh said. 
 

“Our son (Noah), daughter (Alecia), and granddaughter (Malia) all work 

here,” Chad Hollenbaugh said. “I’ve got three or four young fellows in 

the back. Cam Girt, who’s going to get a meat science degree from 

Penn State next year. We have Ian Larson and Austin Newcomb (a pair 

of high school students) working here and getting trained up. We have 

some good senior help. Rich Bair is in the back. He used to be the 

USDA inspector in the area. Mark Bunch works the meat counter; 

Jackie Work is out front; Julie (Schreckengost) and Bing (Sheryl Carney) 

from down at the Comet; (and) Nealy Greenwalt. 
 

He said, “There’s always three or four people behind the counter that 

are standing here ready to wait on: customers. “I think with the larger 

chains you don’t get to see anybody anymore. I think that makes a big 

difference.” 

 



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  

The Metalbud NOWICKI company is a modern enterprise, one 

of the most recognized European manufacturers of high quality 

machines for meat processing (food industry). The company’s 

tradition of reliable production and professional service is dating 

back to 1974. 
 

We are here to serve you 

Highly-skilled and experienced specialists (scientific research 

engineers, engineers – designers, technologists, operating per-

sonnel of CNC machines, technicians and managers) are able to 

implement even the most difficult and complex tasks resulting 

from constantly changing customer’s needs. The crucial aim of 

the Metalbud NOWICKI’s activity is to satisfy the customer’s 

needs at the highest level. 
 

Machines for meeting your needs 

Metalbud NOWICKI is a manufacturer of approximately 20 se-

ries of types comprising almost 150 models of machines for 

meat and food processing as well as complete, technological 

lines for individual applications. Our trading network (direct and 

distributors’) reaches over 71 countries on all continents 
 

The highest quality for you 

Our production is based on up-to-date, highly advanced tech-

nologies of cutting, machining, plastic forming as well as on re-

peatable assembly operations. All of them are carried out with 

professional, digitally operated machines which are supervised by 

the computer quality control system; for example machines for 

water cutting, for plasma cutting, laser cutting, machines with 

numerical control: turning lathes, CNC millers, advanced semi-

automatic welding machines and assembly stations. 
 

Quality control for you 

Every step of production process is subject to quality control 

which begins with raw materials delivery (testing of hardness, 

testing of conformity of material composition and dimensions), 

include all manufacturing operations and it is finished with final 

quality control of ready machines in operation. All the quality 

control system is supervised by a computer system which elimi-

nates defective materials, components and semi-finished prod-

ucts so that the highest quality elements are directed to the as-

sembly lines. 
 

Presenting Metalbud-Nowicki …. Get to know us 

Metalbud-NOWICKI ’s designing office, technological depart-

ment and R & D department are equipped with professional 

construction and laboratory- tools. They are oriented for a per-

manent development of our existing products for their better 

performance and to forecast future demand of the market. 

 

 

 
 

 



 
 

 

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

 

 

SAVE THE DATE: AAMP CONVENTION-JULY 14-16, 2022 

 

 

2022 DUES: Your 2022 dues are included.  We would like to say 

“Thank You” for all of your support and we look forward to the 

2022 convention.  Dues need to be paid in order to attend conven-

tion.  

 

CONVENTION REGISTRATION: Operator and Supplier regis-

tration forms are included and will be on the PAMP website as well.  

Looking forward to seeing everyone. 

 

 

BUTCHER’S CONTEST: PA Beef Council & Northeast Beef Pro-

motion Initiative are happy to host the Best Beef Butcher Contest 

again this year.  Agenda, Official Rules and Application will also be on 

our website.  

 

 

BOARD SEATS: We will have several board seats opening up this 

year.  Please consider being a board member.  There are 2 meetings 

each year.  One held in the fall and one during the convention.  If 

needed there could be zoom meetings or committee meetings.  

Those are usually done over zoom or emails.  If you are interested, 

please email Renee or reach out to a current board member.  

 

  

 

 

HELP WANTED 
 

 

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

looking to fill the following positions: 
 

Butcher/Bologna Maker   •   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 succes-

sor 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:  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:  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 Members 

ARRO Consulting, Inc. 

Ed Overberger 

321 N. Furnace Street 

Suite 200 

Birdsboro, PA 19508 

484-525-4557 

ed.overberger@arroconsulting.com 

www.arroconsulting.com 

Straight Off The Block 

Chad Raught 

10 Center Street 

Sheffield, PA 16347 

814-366-1958 

chadraught@gmail.com 
 

 
 


