
PAMP is celebrating 85 years of Conven-

tions!! Thatõs a lot of shows!! We hope you 

plan to join in the celebrations at the 85th An-

nual Pennsylvania Association of Meat Processors 

& Supplier Showcase this May. As always, we 

have great educational sessions along with a 

great Supplier Showcase. We invite you to en-

ter into the Products Competition and join us 

at the awards dinner Saturday night. Everyone 

that attends the convention is invited to attend 

this fun event with a live auction and a great 

prime rib dinner. All the details and forms can 

be found on our website. Highlighted in this 

newsletter are a few reminders as well. We 

hope to see you in May!!  

 

 

 

 

  

 

 

 

 

 

The last 3 PAMP Presidents doing the  

ribbon cutting at the PAMP Convention  

 

 

 2025-2026 OFFICERS  
President       Randy Miller  
Vice-President  Scott Carey  
2nd Vice -Pres.   Mitch Frederick  
Treasurer       Amanda Luke  
Secretary       Renee Pletcher  
Past Pres.      Tom Wivell  

 

CONTACT PAMP  
 

1209 Rockdale Rd  
Rockwood, PA 15557  

844-599-PAMP 
 

 pamp@pameatprocessors.org  
www.pameatprocessors.org  

Hello everyone, 
 
 

Spring is right around the corner with the 

Pamp show coming up quick. I hope to see eve-

ryone there. This has become a tradition for 

our shop not only to get informed on new poli-

cies but for the fellowship. We have been chal-

lenged to make a living through volatile econ-

omy issues. Come and share what is going on in 

your lives. Test your skills in the product show 

or meat cutting contest. I would love to talk to 

you so register and have some fun at Penn 

State. 
 

See You There, 

Randy Miller 
 

Quarter 1 2026  

Volume 13, Issue 1  

Hotel Blocks  

&  

Parking at the 

Meat Lab ð  

See Page 3 for 

details. 

Awards Dinner /Auction ð Prime Rib, Auction and Awards Ceremony.  
Tickets must be pur-chased along with 

registration in order to attend.  

Boxed Lunch ð 

This also needs to 

be pre -ordered. This 

is an option to have 

lunch Sat. after the 

supplier showcase and 

before the educational 

sessions begin. 

Best Butcher Contest ð Registra-
tion info was mailed 

and can be found on 
our website. Hope you all take part in this fun event. 

Product Competition  

Rules and Details 

were mailed and can 

be found online. 

Please note the 

times and how the 

product needs to be 

packaged and la-

beled. 

PAMP  SCHOLARSHIP  Be sure to check out 
our scholarship de-

tails on our website 
to see if you qualify.   

PAMP Clothing 

Apparel  

PAMP Apparel must 

be pre-ordered.  

Pick up at registra-

tion table.  

T-Shirt Swap  
Bring 5 shirts to 
exchange Friday 
night be sure to 

leave and pick up 5 
tickets to allow you 

to take 5 shirts. 

For Sale Board  

A classified board 

for those with 

something to sell! 

New Board Members  
Let Renee or a cur-
rent board member 
know if you would 
like to join the board. 
Please Vote at the Reg-
istration Table Friday or 
Saturday Morning . 

.   

NEW  Supplier 

Showcase - Any-

one can now attend 

the Saturday Show-

case for $40!  Must 

pay and receive a 

wrist band to enter. 

Saturday Only! 

SUPPLIERS  
 

See Page 15 For a Reminders Just for You!! 





Penn Stater Hotel  
(Host Hotel)  

215 Innovation Blvd   
State College, PA 
1-800-233-7505  
Code ð PAMP 26A 

Cutoff Date: 4-13-26 

RATE: $145.00 

 
 

Super 8  
1663 South Atherton 

State College, PA 
(814) 290-4203 

Code ð PA Meat Processors 
RATE: $99.00 

 

Ramada Inn  
1450 S. Atherton St. 

State College, PA 
814-238-3001 

Code ð 051426PAA 
Cutoff Date: 4-14-26 

RATE: $79 & $129  

 
 

Comfort Inn & Suites  
1357 E. College Ave. 

State College, PA 
(814) 234-6000 
Code ð P.A.M.P. 
Cutoff Date: 4-29-26 

RATE: $119 & $177  
 

* Please note if you call and 

block is full - PLEASE make 

Renee aware - more rooms 

might be able to be added to 

the block. 

Please carefully review the following to assign a virtual permit to 
your license plate. The permit can be obtained at any time but 
will not be valid until the date listed. 
 

HOW TO OBTAIN A PERMIT  

1. Please create a Penn State Parking Portal Account by visiting: 
https://psu.12hosted.com/cmn/auth_ext.aspx 

2. hƴ ǘƘŜ /ǳǎǘƻƳŜǊ !ǳǘƘŜƴǘƛŎŀǘƛƻƴ ǇŀƎŜΣ ǳƴŘŜǊ ά±ƛǎƛǘƻǊǎ ŀƴŘ /ƻƴπ
ǘǊŀŎǘƻǊǎέΣ ǇƭŜŀǎŜ ǎŜƭŜŎǘ ά/ǊŜŀǘŜ !ŎŎƻǳƴǘέΣ ŀƴŘ ŀŘŘ ǘƘŜ ǊŜǉǳƛǊŜŘ 
information (your full name, email address, and passwords are 
required.  Your password must include a capital letter, a number, 
and a special character.) or Sign in to an existing account. 

3. Once you have signed in to your account, please remain signed, 
and select the Permit Link below:                                                    
https://psu.12hosted.com/per/index.aspx?key=2d6f1667351b468da2f953486430e42c  

4. hƴ ǘƘŜ ά{ŜƭŜŎǘ tŜǊƳƛǘέ ǎŎǊŜŜƴΣ ŜƴǎǳǊŜ ȅƻǳΩǾŜ ǎŜƭŜŎǘŜŘ ǘƘŜ ŘŜǎƛǊŜŘ 
permit. 

5. Follow the prompts on screen to assign a virtual permit to your 
license plate. 

6. Proceed to check out. Upon completion, a virtual parking permit 
will be assigned to your license plate. 

3. 

PERMIT DETAILS  

PRICE: 
$16.00 

VALID DATES: 
5/14/26 - 5/17/26 

VALID LOCATION: 
Porter North 



In the meat industry, we tend to measure everything. 

Yield. Labor efficiency. Downtime. Audit scores. We 

understand that small inefficiencies compound quickly in 

a protein operation and cause adverse financial out-

comes. 
 

The cost of tolerating individual mediocrity is 

something that many companies never con-

sider when thinking about their KPIs. I am talking about 

chronic underperformance that goes unaddressed. Itõs 

the employee who coasts, who does the minimum, who 

never quite meets the standard but never quite gets cor-

rected, either. The most expensive part of that situation 

isnõt the dip in output. Itõs the damage to the teams morale. 
 

When an employee is allowed to consistently underperform and remain 

untouched, the team notices, starting with the high performers. They notice 

who carries their weight and who doesnõt. And they see whether expecta-

tions are enforced evenly across all members. 
 

Tolerating mediocrity sends the message that standards donõt really matter. 

Once that message takes hold, performance recalibrates across the group. 
The employee who used to push for better yield or top performance starts 

wondering, òWhy am I pushing so hard if the person next to me isnõt?ó 
 

That recalibration across the organization is expensive. In a plant environ-

ment, work is interdependent. If one person coasts, someone else has to 

compensate which shows up as fatigue, frustration, and disengagement. Over 

time, your strongest people either slow down or leave. Both outcomes cost 

far more than one uncomfortable conversation ever would have. Every 

leader knows how damaging one underperformer can be to a high-

functioning team. It only takes one to change the tone of a department. 

Leadershipõs job is not to create a revolving door where people are dis-

missed quickly. That creates an entirely different set of problems! Leadership 

needs to create clarity for their teams. Employees need consistency in ex-

pectations from us. They need to know what good looks like. And they need 

to know that the standards apply equally. When that clarity is missing, ac-

countability feels random or targeted. 
 

The tools for addressing poor performance are not complicated. Giving can-

did feedback and supporting those trying to improve is a simple way to im-

prove team performance and reduce mediocrity. People want to do good 

work. Itõs human nature. Candid feedback means direct, respectful conversa-

tions early and not after months of quiet frustration. Creating a mechanism 

for follow-up ensures consistency and protects fairness. Itõs not about build-

ing a case for termination; donõt get confused. Itõs about tracking progress 

and being specific. Being supportive as a leader means coaching, retraining, 

and additional oversight if needed. If someone is not performing at their 

peak, it is important that leadership identify it and help close the gap. 
 

Ultimately, if someone cannot handle performing the tasks necessary for the 

role after support efforts are made, then a change has to happen. Keeping 

someone in a position they cannot execute is not kindness. Itõs avoidance 

that damages the rest of the team in more ways than you may realize. 

At our company, we talk about performance all of the time. Feedback isnõt 

reserved for annual reviews. Itõs daily. Most of it is positive to reinforce good 

behaviors, call out strong execution, or acknowledge when someone steps 

up. Employees are also welcome to share feedback with their supervisors. 

And no one gets upset about it. Weõve built a culture where open and hon-

est feedback is simply part of what we do. 
 

That openness gives us speed. When someone is not performing at the level 

necessary, we react quickly. There are no whispered resentments in the 

break room because everyone knows standards are high and applied evenly. 
Because performance conversations are a part of daily life, they are not dra-

matic and morale stays intact. 
 

Our industry is demanding, and expectations are high. We cannot afford to 

signal to our best people that effort is optional. Mediocrity isnõt a perform-

ance neutral phenomenon. It spreads to the rest of the team over time. 

The cost of tolerating mediocrity is paid in a decrease in morale, engage-

ment, and eventually in performance. Good leaders must decide that that 

cost is too high and must have the courage to act. 
 

By Chris Williams reprinted from MeatingPlace.com  

 



What the heck is influencer marketing? Can 

we use it in marketing meat and poultry? 

Itõs not a new concept, as the term influencer 

marketing has been around for a few years. 

But, itõs new to me, and maybe to you, too. 

Hereõs the Wikipedia definition: 

òInfluencer marketing is a form of social 

media marketing involving endorsements 

and product placement from influencers (isnõt 

that obvious?), individuals, organizations who 

have a purported expert level of knowledge or social influence in 

their field.ó The operative word here is òpurported.ó 
 

Whew! Talk about restating the obvious. But the definition goes on 

to say, òInfluencers have the power to affect the buying habits of 

others by uploading some form of original content to social media 

platforms like Instagram, YouTube, Snapchat, TikTok or other online 

channels.ó 
 

Since this is the 21st century and if we want to be relevant 

òinfluencersó ourselves to our meat and poultry consumers, we bet-

ter jump onto the bandwagon of this centuryõs particular argot and 

use it effectively. 
 

Those of us who are a bit òlonger in the toothó and have been in and 

around the meat and poultry industry for more than a few years may 

feel we qualify for òpurportedlyó having an expert level of knowledge 

accumulated through those years of experience. Or, in other words, 

legends in our own minds. 
 

But does that give us license to be influencers? I guess so. Actually, I 

hope so, because the pervasiveness of social media gives license to 

many whose academic credentials may not qualify them for any place 

in the advising coterie of relevant participants. Remembering that 

opinions are like noses and nearly everyone has one means that 

there really is no qualifying standard for òinfluenceró relevancy or 

credibility other than an individual influencerõs chutzpah. 
 

Sure, I suppose some form of advanced academic proof or òtime in 

serviceó in a similar business may be a qualification, but it seems that 

prognostications on any social media platform are paramount in an 

influencerõs outreach to potential customers. 
 

Credibility, like beauty, is in the eye of the beholder. Influencers 

worth their salt must build credibility on more than hallowed hall 

degrees or background. What really matters, as it does for all who 

attempt to òinfluence,ó is past success. If an influencer can point to 

successful customer engagements that produced demonstrable posi-

tive results, they have earned a measure of credibility for the next 

engagement. Still, I suspect that a person attempting to influence is 

only as good as their last engagement. 
 

Do we need òmarketing influencersó in our centuries old meat and 

poultry businesses? Frankly, there is always room for a better way to 

do nearly anything. If someone or some entity can prove that they 

have discovered a new secret to success, there is no doubt in my 

mind that we will want to replicate that success and that means an 

influencer has something to sell us. 
 

How do we find such influencers and, better yet, how do we judge 

their credibility and potential success for us? That is the crux of any 

engagement decision. Itõs a leap of faith, 

no doubt about it. Your marketing suc-

cess needs, and new fields of dreams 

demand, you screen the plethora of 

potential òinfluencersó with caution, 

but an open mind. 

 
Caution is a given, but open-minded, 

why? No doubt youõve heard that the 

world is changing and changing rapidly. There 

is little room nor patience for nay or doomsayers. The current man-

tra is  òtry it, you may like it, but it is easily discarded if you donõt.ó 

With the proliferation of scams of every description available in the 

nether regions of the world, how can one be cautious and open-

minded at the same time? 

 
My advice to you, as I fashion myself an influencer, is to trust your 

gut. If an influencer òpurportsó to solve your most vexing problems 

with titillating social media messages, be cautious. However, at the 

same time, be open-minded enough to keep trying to find that influ-

encer who will be the dragon slayer you need. Your gut, not your 

heart, will tell you who is best qualified. 

 

 

 
By Mack Graves reprinted from MeatingPlace.com  









Phoenix Scale & Food 
Equipment is a family 
owned and operated 
business. The Luke   
Family started selling 
and servicing the food industry in 1937, 
which was founded by John T. Luke Sr. 
Our company is small enough to care for 
your business and to get to know you, but 
large enough to provide the very best   
service. 

 

 

Our company services and sells most retail      
equipment makes and models for food equipment 
such as: bowl cutters, spiral and planetary mixers, 
grinders, mixer grinders, meat mixers and saws, 
patty machines, scale printers and automatic     
wrappers, slicers, smokehouses, stuffers and twist 
linkers, tumblers, vacuum packs, and wash systems. 
We also sell supplies such as labels, boning knives, 
vacuum pack bags, wood pellets, seasonings, saw 
blades, grinder plates and knives. 

Roõs ad on the coveted Super Bowl stage, at a price tag of at least $8 

million, undoubtedly was a testament to GLP-1õs place in consumer 

health trends. Quite a testimonial, too, featuring tennis great Serena 

Williams touting its use in her post-career weight loss journey. 
 

To say nothing of the irony of one of the worldõs best-ever athletes 

advertising her need for a drug to help her lose weight, worse was 

the contrast of a Dove ad highlighting girls quitting sports due to 

body positivity issues. And boy, was Serena getting some social me-

dia backlash for it. 
 

Itõs a cautionary tale for meat processors, too, especially as they 

begin to speak of GLP-1s and growing consumer demand for animal 

proteins in the same breath when they describe a current industry 

tailwind. Targeting a market with negative associations is risky busi-

ness; the bigger payoff is in, well, thinking bigger. 
  

Sure, those using GLP-1s to help lose weight decrease their appetite 

and lose muscle mass, making it essential they eat the right foods 

that sate them and provide nutrient density. Meat is a clear winner 

here, and thereõs a clear opportunity for the industry. 
 

But the reality is that while pharmaceutical companies are pouncing 

on an inadvertent cause-and-effect of the drugsõ intended use ñ to 

control diabetes ñ and even making it easier to use in pill form, the 

many negative side effects turn users off, quickly.  
 

Within a year, more than half drop out, and some 75% drop out 

within two years. Ultimately, itõs 6% of the population sticking with 

them, and most of those need them for diabetes management. 

Meat processors should exercise caution when riding on the coat-

tails of the drug makers. For one thing, itõs a limited market. For 

another, itõs limited due to its negative side effects. Meanwhile, the 

nationõs obesity problem isnõt improving. 
 

Conagraõs òGLP1 Friendlyó is lowest on a list of claims on it òOn 

Trackó badge labels the food giant introduced in January 2025, which 

is telling. By my read, itõs a sort of òby the way, this product also can 

help GLP-1 usersó rather than òThis product is designed specifically 

for GLP-1 users.ó And, as their scientists tell me (on p. 24), itõs a 

matter of marketing what they already have, as opposed to redesign-

ing anything for the GLP-1 crowd. 
 

Which is exactly the point. The meat industry already has a product 

that is good for overall health, rather than a segment of the popula-

tion experimenting with a trend. Meat already has a far larger popu-

lation increasingly attuned to animal proteinsõ finer attributes, and 

one that is looking to the industry to deliver on the goods. 
 

With that comes a responsibility, one centered on serving the good 

of overall public health. Itõs an opportunity, too ñ one so far be-

yond a segment and one with a spectrum of sales angles.  
 

Meat and poultry represent a variety of proteins, with a variety of 

eating experiences, portion sizes and price points. Even in, say, its 

least healthful form, it provides vital nutritional benefits.  
 

Serena didnõt make sports history by taking shortcuts; she combined 

hard work with her natural talent. The meat industry should do the 

same: Work hard at playing to its inherent strengths. 
 

By Tom Johnston reprinted from MeatingPlace.com  









If food and beverage re-

calls were a stock market, 

2025 would have closed 

the year slightly up, a little 

volatile, and still very 

much driven by the same 

fundamentals that have 

shaped recall risk for the 

past decade. 

 

A look at recall data 

from 2024 compared 

with 2025, shows total 

recalls rising from 513 

to 567 ñ not a dra-

matic spike, but 

enough to reinforce 

the idea that recalls 

are never rare 

events or outliers. 

They are part of the 

modern food sys-

tem, reflecting more aggressive detection, 

faster reporting, and a regulatory and consumer environment that 

increasingly favors pulling product first, and sorting out the details 

later (a strategy, by the way, we never encourage). 

 

Undeclared allergens once again dominated the recall landscape in 

both years, accounting for 263 recalls in 2024 and 261 in 2025. 

While the total number held remarkably steady, the composition 

shifted in interesting ways. Wheat and gluten-related recalls dropped 

significantly, from 58 in 2024 to 38 in 2025. Milk moved in the oppo-

site direction, climbing from 49 to 62.  Soy edged down slightly from 

47 to 44, while tree nut recalls rose from 32 to 43. Egg-related re-

calls declined from 23 to 18. Taken together, the allergen story re-

mains less about any one ingredient, and more about the persistent 

challenges of label controls, rework, changeovers, and the human 

element that still finds its way even into the best-designed programs. 

  

Pathogen-related recalls, on the other hand, offered a rare bit of 

good news. Total pathogen recalls declined from 159 in 2024 to 148 

in 2025. Listeria remained the most common culprit but fell from 81 

recalls to 70. Salmonella recalls dipped from 58 to 54. The most no-

table change came from E. coli, where recalls dropped sharply from 

14 in 2024 to just 5 in 2025. While no one is declaring victory, these 

numbers suggest that supplier verification, environmental monitoring, 

and test-and-hold practices, are collectively doing what they were 

intended to do ñ identifying issues earlier, and preventing wider 

distribution. 

 

If pathogens quietly improved, foreign material did the exact oppo-

site. Foreign material recalls more than doubled year over year, 

jumping from 42 in 2024 to 89 in 2025. Metal recalls increased from 

22 to 28, plastic from 16 to 27, glass held steady at 4 in both years, 

and wood surged from just 1 recall in 2024 to 11 in 2025. Rodent 

activity appeared in two recalls in each year. These events may lack 

the microbiological drama of pathogens, but consumers tend to view 

biting into metal or plastic as a personal betrayal, and the reputa-

tional damage can be swift and unforgiving. 

The miscellaneous category rounded out the year with its own quiet 

reminders. Lead-related recalls remained stubbornly present, dipping 

only slightly from 18 in 2024 to 16 in 2025. Mold-related recalls de-

clined from 6 to 2, while swollen or bloated packaging recalls in-

creased from 6 to 8 often ñ often a visible signal to consumers that 

something has gone wrong long before any press release is issued. 

Viewed together, the 2025 recall picture tells a familiar but evolving 

story. Industry continues to make meaningful progress against patho-

gens, while allergens remain the most common and operationally 

challenging trigger for recalls. At the same time, foreign materials 

have emerged as a fast-growing risk area, often tied to assumptions 

about equipment, packaging, or plant traffic that donõt always hold up 

under real-world conditions. 

 

For companies trying to benchmark their own experience, these 

trends underscore the value of seeing the full picture ñ not just 

isolated headlines. Thatõs where resources like the Food Recall Re-

porter, at www.foodrecallreporter.com, have become indispensable, 

offering searchable, comprehensive recall data across food, beverage, 

dietary supplement, and pet food categories, dating all the way back 

to the year 2000. Understanding not just that recalls happen, but 

how and why they happen, is increasingly central to managing risk in 

todayõs food system. 

 

If 2025 taught us anything, itõs that recalls are no longer a question of 

òif,ó but òwhen.ó  The companies that weather recalls best arenõt 

those who assume that theyõll never have one. Theyõre the ones that 

anticipate or spot issues early, act decisively, communicate transpar-

ently, and treat each recall not as a failure, but as a data point in an 

ongoing industry effort to do better tomorrow than it did today. 

Good luck in 2026! 

 
Reprinted from an article by Shawn Stevens  

from www.meatingplace.com  

 

 

 



ROTATE 1 & 2  



ROTATE A & B  

The Meat Locker is a growing, science-based technical resource designed to help 

meat processors find credible information and solve problems more efficiently. 
 

To learn more about how the site was developed and what it offers, read this 
article submitted by AMSA (American Meat Science Association) in The National 

Provisioner: 
 

https://www.provisioneronline.com/articles/119996-the-meat-locker-aims-to-
optimize-how-processors-search-for-information-and-solve-problems-in-real-time 
 

We encourage you to explore the site, bookmark it, and share it with 

colleagues who may benefit.  

Supplier Showcase Booth Instructions  ð If you are planning to 

have a booth at the convention, please check out the details and in-

structions for shipping items on our website - Supplier Exhibit;  

Call General Expo with any questions:   610-495-8866 x1. 
 

Set for Showcase: Noon to 3 pm;  Showcase opens at 3 pm  
 

Supplier Packets will be at your booth on Friday when you 

arrive.  
 

Saturday Showcase  ð Suppliers may invite their customers to the 

Showcase on Saturday.  Must purchase a wristband.  $40 per person. 

Saturday Showcase Hours: 10 to 1.  
 

Sponsorship  ð Suppliers can sponsor a class in the Product Competi-

tion. Details were mailed and can be found on the website or contact 

the PAMP Office. Hope you can also attend the awards banquet and 

hand the award to the lucky winner. 
 

Saturday Banquet  ð Suppliers are invited to attend the Saturday 

Night Banquet.  If sponsoring a class in the Product Competition, 

please get your picture take with the winner. 
 

*Please consider donating an auction basket for our live auc-

tion at the Saturday Banquet.  It can be turned in at the PAMP booth 

Friday during the showcase. 



KIP PADGELEK 
SALES AND MARKETING CONSULTANT 

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



As I have ex-

pressed in pre-

v iou s  b log 

posts, I love 

collecting meat 

industry ephem-

era. Knowing this, 

my wife gifted me 

a holiday recipe 

guide entitled òMeat 

Tops the Menuó from Will 

Docter Meat Company on 

Christmas Day. The 40-page pamphlet is replete with various holiday 

menu ideas utilizing different cuts from multiple species. Published 

near the tail end of the Great Depression (1929-1939) in 1936, it 

emphasized value and so-called òmenu reducingó ideas, or in other 

words, meals that families could consume two or even three times 

per week. Even though Will Docter Meat Company distributed the 

pamphlet, the Chicago-based National Live Stock and Meat Board 

(NLSMB) published the pamphlet. The NLSMB provided a template 

for a holiday meat guide for its members and plastered the distribut-

ing memberõs name on the front cover. This satisfied one of the 

NLSMBõs primary goals in promoting meat while getting by with less, 

which continued during World War II. 

 

Will Docter Meat Company holds a special place in Kern Meat Com-

panyõs history. H.A. Kern, my wifeõs grandfather, learned how to cut 

meat at Will Docter Meat Company, founded in 1929 in St. Louis. 

H.A. Kern only worked there for a few years before enlisting in the 

Marines after the United States entered World War II in December 

1941. When H.A. Kern ended his tour of duty in occupied Japan and 

came back to the states in 1947, he did not return to Will Docter 

Meat Co. but instead founded his own eponymous company in 1948, 

much like other GIs returning from war. As a result, in the 1950s 

thousands of meat companies popped up all over the country. In St. 

Louis alone, there were over twenty-seven packing houses and an 

equivalent amount of further meat processors of varying size and 

scope mostly located in an area colloquially known at the time as 

Butchertown in North St. Louis. Will Docter Meat Company was 

one of the largest meat processors and distributors in the city of St. 

Louis, and it supplied smaller processors, retailers, and boutique gro-

cers in the region and the Midwest for years. However, Will Docter 

shut down in 1979 after a fifty-year run when Howard Hess, the son-

in-law of Will Docter, closed the business for unknown reasons. 

 

Anytime I revisit the story of Will Docter Meat Company, it pro-

duces a variety of emotions and thoughts for me, chief among them 

that the company was a major player in the regional meat industry 

and even on the national level when Hess served as the president of 

the National Association of Meat Purveyors during the late 1960s. 

Will Docter Meat Co. was also locally known for its creative market-

ing ploys such as pocket mirrors with Herefords on the back, risqué 

calendars, and other eye-catching marketing materials. 

 

But Will Docter Meat Co. quickly became defunct without cause or 

explanation. It could have been the companyõs move from downtown 

St. Louis City to St. Louis County in the 1970s. Or maybe Howard 

Hess simply wanted to retire. He was heavily involved in the St. 

Louis community and served on various school, bank, and hospital 

boards during the 1970s and 1980s, so perhaps he sought solace or 

travel in retirement. The most plausible explanation is that the third 

generation of the Hess family did not want to take over Will Docter, 

a fate that afflicts so many family-owned and operated businesses. 

This is plausible because his daughter and two sons scattered across 

the country in California, Idaho, and New York. 

 

Whatever the explanation, the rapid ascendancy and closure of Will 

Docter Meat Company in St. Louis serves as a cautionary tale for so 

many family-owned and operated meat companies in todayõs market, 

especially when so many Boomer business owners are set to retire, 

sell, or close shop completely the next four or five years. To put this 

in a larger perspective, 10,000 Boomers are retiring per day. By 

2030, every Baby Boomer will be over the age of sixty-five. What 

does the first or second generation do when the next generation 

does not want to take over the family business? 

While some business owners consider ESOPs or a sale to a small 

group of employees, the most popular answer in the last ten years 

for owners without successors has been to sell to private equity 

firms, which have demonstrated an unsatiable appetite for the safe 

harbor of food manufacturing firms. In many cases, companies are 

purchased, resold, split, or sold off for spare parts, which the New 

York Times recently highlighted in a report on Sprinkles Cupcakes. 

 

Specific to the meat industry, merger and acquisition (M&A) notices 

in the meat industry are legion, with four major M&As taking place in 

the last 60 days. This does not even include the talks that recently 

failed between US Foods and Performance Foodservice. And capital 

investment firms are spending substantial amounts of cash purchasing 

shares of publicly traded processors, food manufacturers, and even 

the nationõs three biggest food distribution companies. These invest-

ment firms quickly learned that food is a safe venture, and the resil-

iency of food-related business during the pandemic further demon-

strated food as a sound investment. 

 

What is happening in the meat industry and food manufacturing is 

simply part of a larger trend in American business as well. Analysts 

expect middle market M&A deals to grow over the next five years, 

with estimates recently pointing to a 58 percent increase. This in-

creased wave of M&A activity and capital investment is likely tied to 

economic growth, interest rate cuts, and undervalued company 

valuations, but the bottom line is that several of these deals are the 

direct result of what was not an option for Will Docter and its own-

ers, the ability to pass the family business to the next generation. 

 

To my fellow small business owners and operators in the meat in-

dustry who might find themselves in this situation, formalize a suc-

cession plan, properly assign a valuation to your business, spark in-

terest in the business for the next generation, have uncomfortable 

conversations with lawyers and your family members, and most im-

portantly, be transparent and honest with your family, your employ-

ees, and yourself about the future. 

 
 

By Matt Sherman reprinted from MeatingPlace.com  
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By now, the word 

òuncertaintyó might be 

as overused as it is apt. 

Will the staff show up, 

and will they stay? Will the 

new machine arrive, and 

how much will it cost? 

Will the product sell, and 

at what price? 

 

The search for stability will con-

tinue in the New Year, if it ever 

comes. For now, while the 

uncontrollable persists at 

a steady pace, some per-

spective is in order, as are leaders who can apply that perspective 

and steady the ship. 

 

Even if, speaking as a leader of a news organization, the current fire 

hose of controversy is good for business, Iõm as exhausted as anyone 

by the deluge and just trying not to drown. I recently found a breath 

of fresh air in a Linked In post. 

 

Stephen Shepard, president and CEO of Harrisonburg, Va.-based 

organic poultry processor Farmer Focus, posted an intimate mo-

ment, describing his return from a business trip to his 6-year-old 

sonõs baseball game. Catching up, his son admitted to saying òtwo 

bad wordsó while dad was away and, when dad asked why he said 

those bad words, the boy said, òWell, Dadésometimes you do.ó 

 

òIt made me stop and think about the CEO my son sees,ó Shepard 

wrote. òHeõs watching how I talk about people when they arenõt in 

the room. Heõs watching how I react when things go wrong. Heõs 

watching whether I put work above familyéor family above work.ó 

 

Shepardõs preference for leadership by example over òperformanceó 

in the form of short-term results struck me in a couple of ways: 

One, employees want a leader who walks the talk, one who wonõt 

ask anything of them that he will not do himself. Two, thereõs more 

to it than setting an example for employees, and that òmoreó is the 

òwhyó he does it. 

 

And thatõs why we all do what we do: to feed, sustain, and inspire 

the next generation. òThe world é needs leaders who build things 

that last é things their kids can be proud of,ó Shepard wrote. 

 

Beyond soothing the distraction that comes from disruptive federal 

policies, a more conscientious leadership is required to address the 

sheer need for labor. How do you get the product out if no one 

wants to work in your plant? 

 

As much as todayõs meat industry leaders must be willing to invest in 

automation and artificial intelligence to help compensate for the chal-

lenge of staffing humans, they must be willing to first invest in the 

humans they do staff. To be sure, itõs a financial commitment: pay for 

the education needed to apply your processõs required skills; and pay 

for the continued training that will lift them up the ladder. Itõs also an 

emotional commitment: know the names of the children for whom 

theyõre working; and, like Shepard, know why those children come 

first and create a framework that facilitates those priorities. 

 

We might scoff at the changing demands of the next generation of 

employees. The next generation of leaders, however, are already 

changing with them, knowing that the balance of life and work will 

not only pay off in long-term productivity, but also in loyalty. 

 

The kind of assurance a son gets from his father. The kind we all 

expect to get from family, the one at home and the one at work. 
 

 
By Tom Johnston reprinted from MeatingPlace.com  



ROTATE V - Z 



Itõs easy ñ and sometimes justified ñ to take shots at the big beef 

packers. When times are good and beef prices are rising, stories 

about packer profits make headlines and fuel criticism from produc-

ers, politicians, and the national media. But anyone who thinks those 

years tell the whole story is missing the reality of an incredibly vola-

tile, cyclical industry. 
 

The current moment illustrates that better than anything in recent 

memory. In late 2025, Tyson Foods announced it would permanently 

close its beef processing plant in Lexington, Neb., citing shrinking 

cattle supplies and weak margins. Around the same time, the com-

pany announced plans to invest in a former Cargill poultry plant in 

Springdale, Ark., converting it into a new chicken processing and 

further-processing facility. The contrast between those two deci-

sions says a lot about the economics of meat processing today. 
 

Beef processing is capital-intensive and unforgiving. When cattle sup-

plies tighten and live cattle prices rise faster than the boxed beef 

cutout, packers absorb the loss. Plants continue to run, employees 

continue to work, and beef continues to flow to retailers and food-

service customers ñ even when processors are losing money on 

every head harvested. In those moments, big packers serve as the 

industryõs shock absorbers. 
 

I remember October 2012 very well. At the time, I was working at a 

small beef fabricator that is no longer in business. The beef market 

was upside down, and our company was losing large amounts of 

money every month. Our banker, who had been underwriting those 

losses, came in to review the yearõs financials. He stood in our office, 

looked over the numbers, and scratched his head uncomfortably 

with both hands. In frustration, he told us it was the most challeng-

ing business he had ever financed. 
 

A month later, he called our loan. 
 

Processing beef carcasses into boxed beef, ground beef, and steaks 

requires enormous capital and exposes operators to extreme mar-

ket risk. That banker suggested we move into the chicken business, 

where the cost of goods sold is much lower and margins are more 

consistent. He wondered aloud why anyone would want to operate 

a beef packing or fabrication plant at all. It requires a lot of cash, low 

margins and huge market risk. Itõs a question that still resonates. 
 

The answer lies in the structure of the beef industry itself. Beef is 

cyclical by nature, typically moving through expansion and contrac-

tion phases every three to five years. When herd numbers fall, cattle 

prices rise. Producers benefit, but processors often do not. When 

boxed beef values fail to keep pace with live cattle prices, packers 

take the loss. In recent years, that loss has reached into the hun-

dreds of millions of dollars across the sector. 
 

Public attention has returned to the beef industry as prices reached 

record levels. President Trump and national media outlets have fo-

cused on high beef prices and tight supplies, sparking renewed de-

bate about market structure and packer margins. But bovine biology 

and production cycles do not respond to political pressure. Herd 

rebuilding takes time. Supply eventually recovers. Prices moderate. 

The cycle turns. 
 

And when it does, packers will once again be criticized for profitabil-

ity, just as they are criticized today for plant closures and capacity 

reductions. 
 

The reality is that the beef industry cannot function without large, 

well-capitalized processors willing to absorb both extremes of the 

cycle. They invest billions in food safety, labor, logistics, exports, and 

infrastructure. They operate in an environment where strong years 

are often followed by painful ones. Without them, processing capac-

ity would shrink, cattle markets would become more volatile, and 

disruptions would ripple across the entire supply chain. 
 

Big packers are not perfect. No segment of the beef industry is. But 

during the hardest parts of the cattle cycle, they quietly absorb 

losses so the rest of the system can continue to function. That role 

is not always appreciated ñ but it is essential. 

 
By Gregory Bloom reprinted from MeatingPlace.com  


