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We’re so sure you’ll like the results from our 
self-piloted hydraulic spray injection system. 

We’ll guarantee it.



4  •  Meat&Poultry  •  March 2011  •  www.MeatPoultry.com

March 2011   •   Vol. 57  No. 3   •   www.MeatPoultry.com

THE BUSINESS JOURNAL FOR MEAT AND POULTRY PROCESSORS

®

Features

30

68

88

105

 8  Commentary 
 10  Business Notes 
 20  Washington 

 108  Labor 
 109  Names in the News 
 110  New Product Showcase 

 116  Classifi ed Ads 
 121  Advertiser Index 
 122  The Insider

Departments

 22  Red Meat Report: 
   Sustainability strides
  Processors reigning in operational impact  

 30  CEO Series: Jim Van Stone
  Navigating through a merger and onto success

 36  Top 125 Processors: 
   Winner’s circle
  Ranking the industry’s top processors

 62   Small Business Matters: 
  Duty calls
  Alewel’s: A Midwest gem rich in tradition  

 68  Delectable pairings
  Fruits and vegetables boost fl avor and quality

 76  Everything but the squeal
  By-product demand enhances bottom line

 83  Cleaning passion
  Engaged employees shine

 84  Reassigning resources
  GAO report shows need for single agency 

 88  KSU’s food-safety fortress
  Biosecurity Research Institute is one of a kind

 98  Packaging under pressure
  HPP applications expanding

 105  New Product Rollouts
  Unveiling ideas
   New food products highlight quality, 

convenience and fl exibility 

22

36

62

Meat&Poultry’s 
Digital Edition is 

available at 
MeatPoultry.com



www.kasel.net • Email: Sales – ray@kasel.net • Parts and Service – parts@kasel.net
3315 Walnut Street • Denver, Colorado 80205 
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Powerful, Precision Slicers from Kasel Industries

• Pressurized tube frames are fitted for flow-through 
CIP and controlled atmosphere gas flushing.

• Slice a wide variety of product from irregular whole muscle hams
and bacon to multiple-up lunch meats and pepperoni.

• Output stacked, shingled or fluffed product
• Available with continuous feed or gripper feed
• 15" wide orifice, customized for your single or multiple product

• Infeed accepts multiple product up to 72" long
• 1,250 RPM orbital slicing for greater production output
• Precision servo-motor driven indexing for clean, accurate slicing 
• The latest computerized technology
• User-friendly digital interface
• Built-in blade sharpener – sharpens the blade in 3 minutes 

without removal
• Stainless steel, open-frame construction for easy and thorough

sanitation.
• Disassembles for clean-up in 3 minutes – no tools required.
• Outfeeds available for any product line requirement, including

check-weighing system with feedbackOther Toby models are available.
Parts and service for all Toby models.

• Slice frozen, fresh or cooked bone-in product with minimal bone dust and 
no bone chips (BH-20BI)

• Slice whole product, end-to-end, in one pass with no end waste
• Operate at speeds up to 2,000 slices per minute (BH-15),

10 strokes per minute (BH-20)
• Output up to 7,500 lbs. of product per hour
• More accurate than hand cutting
• Remove and pack sliced product in one operation 
• Slice from 1/16" to 15" thick with the BH-15, or from 

.045" to 19.88" thick with the BH-20
• Vary the thickness of slices within the same product by simply

adjusting the blade spacing
• Machines require a minimal amount of floor space and 

use standard plant electrical and air connections
• Convenient disassembly for thorough cleaning 

and sanitation
• Solid-state electronics

For Heavy Duty Production Slicing –

3600

BH-20

All Stainless Steel Construction • Engineered for Fast, Thorough Cleaning

Listeria has no place to hide 
Completely re-engineered 

for finer slice control 
and uniform stacking

NEW





www.marel.com/townsend
info.townsendusa@marel.com

What If?
What if your linker and conveyor could hang 10% or more additional links 

per smoke stick depending on product size?

Well with the SAME oven, SAME labor, and SAME energy costs, you would get 

BETTER package count, BETTER oven utilization, and BETTER profits. 

What’s not to like?

Now there’s a linker/conveyor that optimally positions loops on 

a smoke stick: iLinker & iConveyor with automatic stick loading. 

New from Townsend Further Processing, the people you’ve always 

trusted to improve sausage production.

For more information, contact your Townsend Further Processing representative: 
1-888-888-9107
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With prices at the pump galloping toward 
$4 per gallon, feed prices soaring to his-
toric highs and global food prices top-
ping high-water marks never fathomed, 
CFOs of meat and poultry processing 
fi rms have been forced to sharpen their 

pencils and stream-
line operations to 
surv ive. Earl ier 
this month, Smith-
fi eld Foods report-
ed record-breaking 
performance for its 
fi scal third quarter, 
which served to sus-
tain cautious opti-
mism in the indus-
try that the worst of 
the economic reces-
sion may be in the 
rear-view mirror. 

Many fi rms’ ex-
ecutives have made some sleep-depriving 
decisions over the past 24 months in re-
sponse to stifl ing market conditions, in-
cluding Smithfi eld, which committed to 
cutting $125 million in costs by the start 
of this year. The time and resources dedi-
cated to scanning operations for opportu-
nities to increase a yield percentage here or 
to save a labor dollar there has undoubt-
edly dominated the mindshare of leader-
ship teams steered by the Larry Popes, 
Donnie Smiths and Wesley Batistas of 
the industry, as well it should. However, 
it is at times like these, when companies 
are operating to minimize fi nancial losses 
that they could be most exposed and vul-
nerable to less-obvious threats. 

Immediately after the terrorist attacks 
of Sept. 11, 2001, there was outward con-
cern and public discussion for several 
years about the threat of bioterrorism on 
the US food supply. That attention seems 
to have waned as the recession and its im-
pacts have assumed front-burner status. 

In 2004, the Rand National Defense 
Research Institute’s Larry Chalk sum-
marized some of the threats and identi-
fi ed areas where the food industry’s soft 
underbelly was most exposed. Chalk cat-

egorized agroterrorism as “the deliber-
ate introduction of a disease agent, either 
against livestock or into the food chain, 
to undermine socioeconomic stability 
and/or generate fear.” His report sum-
mary went so far as to say: “Food pro-
cessing and packing plants tend to lack 
uniform security and safety prepared-
ness measures, particularly the small- 
and medium-scale facilities.” 

I hope I’m wrong in my assessment 
that while the industry’s leaders address 
the most immediate threat (becoming 
leaner and meaner operations in the face 
of a recession), they are distracted from 
what is a much clearer and more present 
danger: Threats related to food securi-
ty and bioterrorism. Some companies, 
including OSI Industries, are quietly 
raising the bar and setting the standard 
on this front. 

It is heartening to hear about compa-
nies that have taken action to address a 
real issue that is temporarily off the radar 
of most. Likewise, events like the Inter-
national Symposium on Agroterrorism, 
scheduled for April 26-28 in Kansas City, 
Mo., and initiated by Heart of America 
Joint Terrorism Task Force and the Kan-
sas City Division of the FBI, is a clear 
indication that a growing amount of at-
tention is being paid to what is a serious 
issue domestically and globally. I attended 
the inaugural ISA event in 2005 (which 
was held again in 2006 and 2008) and 
was impressed with the thoroughness of 
the program and convinced of the many 
vulnerabilities in the food production 
chain. My biggest concern at the time 
was how few of the 1,000-plus attendees 
were representing companies or trade as-
sociations in the meat and poultry pro-
cessing industry. It is my hope that ISA 
2011 will signal a new era of awareness 
for this industry and a realization that 
this is no time for its collective guard to 
be down. For more information on ISA 
2011, go to www.fbi-isa.org. ■

We would like to hear from you – to comment on 
this story or to request reprints, contact us by 
e-mail at meatpoultry@sosland.com.
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URSCHEL LABORATORIES, INC.
Email: info@urschel.com

Phone: (219) 464‐4811
PO Box 2200, 2503 Calumet Avenue

Valparaiso, IN 46384‐2200 U.S.A.
®Urschel and DiversaCut 2110 are registered trademarks of Urschel Laboratories, Inc.

• Accepts infeed product up to 10" in any dimension.
• Produces a wide range of dices, slices, strip cuts, and

shreds at high capacity.
• Small footprint takes up limited production space.
• Sleek, rounded tube frame offers the latest in sanitary

design. 
• Dependable, simple cutting design results in simpler

overall maintenance.
• Processing applications include: preformed meats, hard

salami, soy analog, egg products, cooked meats, and
extruded products.

• Rugged stainless steel construction with hinged access
panels promotes sanitation and ease of use.

• Continuous operation for uninterrupted production.
• 5 or 10 HP stainless steel motor. 

The DiversaCut 2110® Dicer by Urschel
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BUY AMERICAN!BUY AMERICAN!
Made in America by Americans!MMMMMMMMMMMMMMMMMMMMMMM

Wrap Arounds
Butcher Frocks & Labcoats

Buy DIRECT from the 
MANUFACTURER!

Proudly Serving the Meat and Poultry 
Industry for over 18 Years

HIGHEST QUALITY-LOW PRICES-
FAST & PERSONAL SERVICE

Omni Apparel, Inc.

113 Kingsbridge Drive, Carrollton, GA 30117

Toll-free 1-800-951-COAT (2628)

Call Brenda Today

American 
Quality in 

Every Stitch

Fax 770-838-1038 • e-mail: oapparel@bellsouth.netLocal 770-838-1008 • www.omniapparel.com

B

Business Notes

Hormel earnings up 34 percent in fi rst quarter
Stronger meat and turkey product sales 
helped propel a 34 percent increase 
in earnings at Hormel Foods Corp. 
during its first fiscal quarter, which 

ended Jan. 30. The com-
pany announced earnings 
of $148,826,000, equal to 
56c per share on the com-
mon stock, which com-
pared with earnings of 
$111,207,000, or 42c per 
share, during the same 
quarter of the previous 
year. Sales for the quarter 

were $1,921,558,000, up 11 percent 
from $1,727,447,000 during the same 
quarter of the previous year.

Hormel’s Refrigerated Foods seg-
ment reported operating profi t 37 per-
cent greater than last year, as favorable 
spreads between hog costs and primal 

values benefi ted the segment. Sales 
grew 13 percent during the quarter, 
on higher sales of Hormel party trays, 
pepperoni, refrigerated entrees, Hor-
mel Always Tender fl avored meats, 
and aided by the inclusion of Hormel 
Country Crock side dishes. 

and fresh tray-pack items. 
However, the Grocery Products 

segment’s operating profi t declined 10 
percent, due primarily to higher raw 
material costs. Sales grew 6 percent, 
led by higher sales of the SPAM family 
of products, Hormel chili, Hormel fl a-
vored bits and Hormel Mary Kitchen 
hash, and strong sales growth of the 
MegaMex Foods franchise. 

“Due to our strong results in the 
fi rst quarter, we are raising our full 
year guidance range from $1.55 to 
$1.60 per share to $1.62 to $1.68 per 
share,” said Jeffrey Ettinger, chair-
man of the board, president and CEO. 
“We expect to see higher input costs 
the balance of the year, and our team 
will continue to tackle the challenge 
of offsetting these added costs with 
pricing and effi ciency gains.” ■

Ettinger
Jennie-O Turkey Store experienced 

a positive quarter, with segment op-
erating profi t up 122 percent. Better 
commodity meat prices and improved 
efficiencies in the supply chain and 
operations helped drive results. Sales 
grew 14 percent for this segment, fea-
turing increased sales of Jennie-O Tur-
key Store turkey burgers, turkey bacon 

See us at AMI 
booth #1357



BEEHIVE®        CASHIN®         FORMAX®          WEILER®                                      THE PROVISUR® FAMILY OF PROVEN BRANDS

It’s our guarantee to you. Our commitment to delivering breakthrough 
technology. A never-ending, never-yielding vow to our customers. 
It’s the PowerMax™ Promise. And it’s our promise to deliver the finest 
in performance, service and efficiencies. You’ll find the proof in the 
PowerMax3000™,  PowerMax4000®,  and PowerScanner™,  with their 
best-in-class performance and lower cost of ownership. You’ll see it 
with our blade technology that delivers higher yields and better product 
quality. And you’ll appreciate the superior flexibility, unequaled food safety 
and improved productivity our slicing systems deliver. We guarantee it.

VISIT POWERMAXPROMISE.COM TODAY 
TO SEE ALL OF THE BREAKTHROUGH FEATURES.

USA: 9150 191st Street, Mokena, IL 60448 708-479-3500 E-mail: formaxinfo@provisur.com ©2011 Provisur® Technologies, Inc.

See us at AMI 
booth #1013
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Maple Leaf earnings hit by input costs
 As raw material prices increased, earnings for Maple Leaf Foods fell 50 
percent for the year despite a 30 percent increase in fourth-quarter earnings. 
   Earnings for the year ended Dec. 31, 2010, were C$25,822,000 
($26,288,327), equal to C$0.19 per share on the common stock, which 
compared with an income of C$52,147,000, equal to C$0.40 per share, during 
the previous year. Sales for the year were C$4,968,119,000 ($5,053,396,925), 
down 5 percent from C$5,221,602,000 during the previous year. 

For the fourth quarter ended Dec. 31, the com-
pany had earnings of C$30,179,000 ($30,697,972), 
equal to C$0.22 per share, which compared with 
earnings of C$21,920,000, equal to C$0.16 per share, 
during the same quarter of the previous year. Sales for 
the quarter were C$1,212,035,000 ($1,232,957,236), 
down 9 percent from C$1,324,903,000 during the 
same quarter of the previous year. 

“Maple Leaf Foods delivered strong earnings 
growth in the fourth quarter, despite a sharp increase in raw material prices,” 
said Michael McCain, president and CEO. “These results refl ect the bene-
fi ts of cost reductions and price increases intended to help us keep pace with 
global food infl ation, and some early benefi ts from the initial execution of our 
strategic plan. We expect the progress we are making in reducing our cost 
structure, simplifying our product lines, and streamlining our operations will 
contribute to earnings throughout 2011.” ■

Business Notes

Cargill introduces Fressure patties
Cargill recently announced a partnership with Milwaukee-based American 
Pasteurization Company to offer fresh ground-beef patties for foodservice 
customers that are treated using high-pressure pasteurization technology. 
The products, marketed under the Fressure brand, offer customers shelf-life 
that is double that of traditional fresh burgers without effecting fl avor or ap-

pearance, the company said. 
Fressure ground beef patties are fi rst 

produced and packaged at Cargill’s Co-
lumbus, Neb., facility before being HPP 
treated at APC’s  facility in Milwaukee. 
The process does not use high temper-
atures, chemicals or irradiation, while 
retaining the nutrient value and fresh-
ness of the ground beef, the company 

said. Cargill focused research efforts on making HPP commercially viable 
for ground beef patties. Its efforts were inspired by the goal of pushing shelf-
life from 21 days to 42 days without any side effects while diminishing bac-
teria that cause foodborne illness and spoilage. 

The HPP process involves placing packaged products in a sealed cylin-
drical pressure vessel that is fi lled with water. The vessel contents are then 
pressurized at up to 87,000 psi, which is sustained for a predetermined pe-
riod. The pressure interrupts the cellular activities of any pathogens in the 
products. 

“The benefi ts extend to both fresh and frozen Fressure patties,” a com-
pany spokesman said.  ■

With more than 33 years of experience, CSB-
System is the leading provider of innovative soft-
ware solutions for the protein industry. Our in-
dustry specifi c fully integrated solutions provide 
our global  client base with long-lasting competi-
tive advantages by increasing effi ciency, reducing 
costs and maximizing profi ts.
Integrated. Pre-Confi gured. 
Tailored to your Business.

CSB-System software provides resources for:

   Traceability and Recall Management

   Scale, Labelling and Scanning Solutions

   Yield Management and Product Costing

   Gross Margin Analysis

   Inventory Management Systems 

   Batch Processing Management

   Livestock Solutions

   Enterprise Resource Planning

Take advantage of our expertise - contact us in order 

to learn more about our state-of-the-art software 

solutions for the protein industry.

Maximizing Profi ts with

CSB-System Software Solutions

Success is
a Matter
of System

CSB-System International, Inc. USA

Contact us: (800) 852-9977

contactus@csb-system.com

www.csb-system.com

Visit us at AMI in Chicago, IL.

McCormick Place Convention Center

April 13th-16th

Booth #1984



Visit Praxair at the 
             International Poultry Expo 
         Booth #1164

...providing guidance and cryogenic service. Praxair people back every Praxair cryogenic freezing system 

with comprehensive support. When you buy from Praxair, you are not alone. Praxair total systems approach ensures 

that customers receive cryogenic freezing and chilling equipment optimized for their operations plus 24/7 service that 

includes: Total system review and start-up | Customized production of all equipment and system elements | Project management 

for installation | Operator training | System efficiency optimization | Cryogen delivery systems analysis | Access to our Food Lab  

for product testing and equipment recommendations | Detailed freezer exhaust systems | Freezer production certification | Safety 

review. Let Praxair help you control your world. Give us a call at 1-800-PRAXAIR or go to www.PraxairFood.com

www.PraxairFood.com

Visit Praxair at AMI Booth 1507 to see a 
                                        live demonstration of cryogenic freezing.
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Business Notes

Sanderson Farms touts record FY2010
In the formal business conducted 
at the Sanderson Farms Inc. annu-
al meeting of stockholders held Feb. 
17 at its home offi ce in Laurel, Miss., 

management reported on 
the company’s record fi -
nancial performance 
during fiscal 2010 and 
stockholders re-elected 
five directors to three-
year terms expiring at 
the 2014 annual meeting. 

“Fisca l 2010 was 
highlighted by record an-

nual sales of $1.9 billion, surpassing the 
previous year’s record by over 7 per-
cent,” said Joe Sanderson Jr., chairman 
of the board and CEO of Sanderson 
Farms. “Our revenue growth refl ects 
the solid execution of our growth strat-
egy to steadily increase our production 

capacity, and our net results refl ect the 
quality of our operations. Consumer 
demand for chicken products at retail 
grocery stores was steady throughout 
the year, but we continued to experi-
ence reduced demand from food ser-
vice customers, refl ecting the consid-
erable slowdown in restaurant traffi c 
across the country. 

ing fi scal 2009,” he added. “For fi s-
cal 2010, we were pleased to reward 
our shareholders with record net in-
come of $134.8 million, or $6.07 per 
share, compared with $82.3 million, 
or $3.94 per share, in fi scal 2009.” 

Re-elected to three-year terms as 
directors were Lampkin Butts, presi-
dent and COO, Sanderson Farms Inc.; 
Beverly Wade Hogan, president of Tou-
galoo College; Phil Livingston, retired 
chairman and CEO, Deposit Guaranty 
National Bank of Louisiana; Charles 
Ritter Jr., retired president and director, 
the Attala Company and Sanderson.

“Fiscal 2010 was a successful year 
by nearly every measure,” Sanderson 
said. “Our fi nancial and operating per-
formance refl ects our successful execu-
tion of our strategy to combine steady, 
manageable growth with superior op-
erations. We continued to make the 
necessary investments to ensure our 
future growth and improve shareholder 
value, as we completed our new Kin-
ston, N.C. complex on schedule and on 
budget. We began processing chicken 
at the new complex in January.”

As the result of charges and low-
er poultry market prices, Sander-
son Farms, Inc. posted a loss of 
$33,556,000 in the fi rst quarter end-
ed Jan. 31, which compared with an in-
come of $15,817,000, equal to 75c per 
share on the common stock, during the 
same quarter of the previous year. Sales 
for the quarter were $427,732,000, up 
2 percent from $420,123,000 during 
the same quarter of the previous year. 

“The results for the fi rst quarter of 
fi scal 2011 were infl uenced by a num-
ber of factors,” Sanderson said. “Over-
all, we experienced lower poultry mar-
ket prices than the same period a year 
ago, primarily due to an oversupply 
of chicken during the fi rst quarter of 
fi scal 2011. While retail demand for 
chicken has remained steady, we have 
continued to see weak food service de-
mand, and we expect this trend will 
remain until the national unemploy-
ment rate improves.” ■

Sanderson

“Our operations performed well 
in our industry in terms of operat-
ing effi ciencies and profi tability as 
we processed a record 2.6 billion 
lbs. of dressed poultry in fi scal 2010 
compared with 2.4 billion lbs. dur-

AIM FOR
HIGHER PROFITS
Poultry! Beef! 
Score a bulls-eye with your customers!
Add Shish-Kabobs/Brochettes
to your product line!

KABOBS!  BROCHETTES!  
PRODUCED ON AFSI'S KW-2001 AT 4,000

PIECES PER HOUR!
PLEASE VISIT OUR WEBSITE OR CONTACT US FOR MORE DETAILS

IDEAS THAT FEED THE WORLD
Automated Food Systems, Inc.

1000 East Lofland Drive, 
Waxahachie, Texas 75165  USA

Phone: (469) 517-0470  Fax: (469) 517-0476
www.afstexas.com  email: sales@afstexas.com



We offer sodium reduction solutions
to satisfy any taste.

When you choose Cargill Salt to help you in sodium reduction, you get more than just quality ingredients. 

Not only do we offer products like Alberger® brand salt, Premier™ potassium chloride and SaltWise® sodium 

reduction system, we also have the food application expertise to help develop the right options for your 

food and beverage products. To learn more about how Cargill can help you reduce sodium 

without compromising taste, call 1-888-385-SALT or visit www.cargillsalt.com.

c o l l a b o r a t e  >  c r e a t e  >  s u c c e e d ™

www.cargillsalt.com
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Our Machines Work 
Harder So You Do 

Not Have To

Md. 55 
22" Power

Cutter

The Biro Manufacturing CompanyR
EL

IA
BLE FOOD PROCESSING EQUIPM

EN
T

SINCE 1921

Md. 109 PC 
Whole Muscle 
Boneless 
Horizontal Slicer

Md. 3334-4003FH
(fixed head) 
16’’ stainless
steel Power 
Cutter

Md. VTS-500 
Vacuum Tumbler. 
500 lb capacity shown.
Model VTS-100, 100 lb
capacity available.

Marblehead, OH 43440-2099  USA
419-798-4451     Fax 419-798-9106
www.birosaw.com  email: sales@birosaw.com

139RB-2C-106

Md. AFMG-56 III 
Automatic Feed 
Mixer Grinder. 
800 lb capacity shown.
Model AFMG-56-4, 400 lb
capacity available.

PRO-9 HD 3/4 
Heavy Duty 
Meat Tenderizer

Md. AFMG-52 Automatic
Feed Mixer Grinder shown.
AFMG-48 also available. 

Md. FBC-4800
Tempered Meat Block
Chipper

Md. EMG-32 
Ergonomic Mixer 
Grinder 

Business Notes

XL Foods, one of Alberta’s largest 
beef processors, will increase its val-
ue-added production capacity while 
reducing the size of its environmen-
tal footprint thanks in part to funding 

Townsends 
poultry ops sold 
after bankruptcy
Peco Foods Inc. announced plans to 
acquire Townsends Inc.’s Arkansas di-
vision for $51.4 million, and Omtron 
Ltd. has agreed to buy Townsends 
North Carolina division, its headquar-
ters in Georgetown and certain oth-
er assets for $24.9 million. The US 
Bankruptcy Court for the District of 
Delaware issued its fi nal approval for 
the transactions on Feb. 17.

Peco Foods is an integrated poultry 
processor with operations in Alabama 
and Mississippi. Omtron is a division of 
Agroholding Avangard, Ukraine’s larg-
est producer of eggs and egg products.

Townsends Inc. fi led for Chapter 
11 bankruptcy protection on Dec. 19, 
2010. ■

Grant allows XL Foods to double capacity
provided by two Growing Forward 
grants approved through the Alberta 
Livestock and Meat Agency. Totaling 
$1.6 million, the grants will be distrib-
uted over two years and will allow XL 

Foods to upgrade its Brooks facility 
by installing new technology that will 
enable the plant to double its per-day 
capacity for ground beef. 

“XL appreciates the contribution 
and support ALMA has provided 
through the Growing Forward pro-
gram for our plant competitiveness ini-
tiatives,” said Brian Nilsson, Co-CEO 

of XL Foods Inc. “This grant will assist 
us in maintaining our competitiveness 
as we adapt to the global marketplace.” 

XL Foods Inc. is the largest Cana-
dian-owned and operated beef proces-
sor in Canada. It is part of the Nilsson 
Bros. Group of companies, which are a 
diverse agri-business that is involved in 
all facets of beef and cattle production, 
marketing and processing. XL Foods 
Inc. operates facilities in Alberta, Sas-
katchewan, Nebraska and Idaho.  ■

See us at AMI 
booth #3026
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Business Notes

In a presentation at the fi nal day of 
the National Meat Association’s an-
nual convention, a food-safety offi -
cial with JBS USA’s beef division dis-
cussed the benefi ts the company has 
seen after implementing third-party, 
remote video auditing 
(RVA) as a food-safe-
ty intervention at its 
Souderton, Pa., plant. 
Dr. John Ruby, head 
of technical services 
with JBS said the pilot project that be-
gan this past June resulted in “drastic” 
microbiological improvements when 
comparing positive tests from the fi rst 
half of 2010 with the second half of 
the year. One slide shown during Ru-
by’s presentation indicated that by fo-
cusing on food-safety compliance of 
workers in the carcass dressing area 

Taco Bell launches 
new beef image 
TV ads
New TV commercials are being used 
by Taco Bell to help reverse damage 
caused to its image by a lawsuit ques-

tioning its taco fi ll-
ing, The Associ-
ated Press stated. 
The lawsuit filed 
in a US District 
Court in Califor-
nia claims Taco 
Bel l’s seasoned 

beef fi lling did not have enough beef 
to be called as such. 

The Beasley Allen law firm of 
Montgomery, Ala., that fi led the law-
suit in January in California claimed 
its testing showed the fi lling was made 
of only 35 percent beef so it shouldn’t 
be called “beef.” Taco Bell has repeat-
edly said the claim is false. Taco Bell 
says in its new TV commercials the 
taco fi lling contains 88 percent beef 
and 12 percent “signature recipe” sea-
sonings and other ingredients. ■

JBS reports positive results of food-safety technology
of its Souderton plant, pathogen con-
tamination rates decreased by more 
than 70 percent. 

JBS plans to have its remaining beef 
plants up and running with RVA by 
April of this year, ahead of summer, 

when E. coli con-
tamination is more 
likely to occur. 

This past year, 
JBS announced it 
would implement 

third-party RVA programs to enhance 
food-safety compliance among work-
ers at its eight US-based beef process-
ing plants. JBS has partnered with Mt. 
Kisco, NY-based Arrowsight Inc., a 
provider of 24-7 auditing and surveil-
lance services, to ensure workers are 
complying with food-safety practic-
es in areas of the plant where carcass 

contamination is most likely to occur. 
Using a system of strategically placed 
video cameras and web-based digital 
video recording software, trained Ar-
rowsight auditors monitor line work-
ers to ensure they are complying with 
specific food-safety practices. Any 
non-compliance is identifi ed and plant 
offi cials are given electronic notifi ca-
tion along with a link to a video clip 
of the incident. Feedback from the 
remote audits are used by plant offi -
cials to improve the performance of 
line workers. 

Ruby emphasized that cameras 
alone are not the silver bullet to im-
proving in-plant performance. “You 
can really focus on where your areas 
of opportunity are and not waste re-
sources focusing on people who are 
doing a great job already.” ■
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Washington
BY BERNARD SHIRE
meatpoultry@sosland.com

When Congress passed the 2008 Farm 
Bill, one of the provisions in the mam-
moth legislation required the US Dept. 
of Agriculture to take over inspection 
of catfi sh from the Food and Drug 
Administration. While there’s been 
plenty of criticism of food inspection 
in the United States for many years, 
one of the biggest sticking points 
has been how inspection of various 
food products has been divvied up 
among various government inspec-
tion agencies.

Catfi sh inspection gets political

And while there’s been support for 
ending this inspection confusion by 
creating one super-size food inspec-
tion agency to make sure all products 
are safe to eat, inspection for the most 
part has been divided between USDA, 
FDA and state inspection agencies. 
USDA inspects meat, poultry and 
some egg products; states conduct 
state meat and poultry inspection pro-
grams; and FDA inspects seafood and 
most remaining food products.

So why did Congress decide to take 
one species of seafood – catfi sh – and 
transfer it from infrequent inspection 
by FDA, to continuous inspection by 
USDA? Why is only one species of fi sh 
going to be looked at by the federal 
government’s meat inspection agency? 
The answer to this question is: Wash-
ington politics. 

And the proposed USDA rule-
making last month for FSIS cat-
fish inspection will actually delay 
this inspection. The American cat-
fi sh industry has actually been try-
ing for quite a while to get its prod-
uct declared as an amenable species 
by USDA, so such inspection could 

begin. But in the eyes of foreign cat-
fi sh producers, USDA inspection will  
protect American catfi sh from an in-
vasion of catfi sh from overseas. 

In fact, the USDA regulations 
for inspection of both American and 
non-American catfi sh were supposed 
to be released back in March, 2010. 
So what Obama Administration of-
ficials are saying behind Washing-
ton’s closed doors is that the long de-
lay in rulemaking took place because 
of concern about American trade with 
Vietnam. That country’s exports of 
seafood should total about $5 billion 
this year. Even though USDA rule-
making is under way, don’t expect fi -
nal regulations anytime soon. USDA 
will be accepting comments through 
the end of June about the proposed 
rules for an inspection program to 
be implemented in the future – who 
knows when? The proposed rules al-
low a “delay” or “transition” period 
for American and foreign catfi sh pro-
ducers. But the overseas producers 
believe inspection overseas for export 
to the United States will take a very 
long time to set up and get underway.      

Import war
Back in 2009, there was an intense 
lobbying campaign between Ameri-
can catfi sh producers and catfi sh im-
porters, especially those bringing in 
catfi sh from Vietnam. This fi ght cen-
tered on whether Vietnamese catfi sh 
poses a health risk to Americans. And 
that’s why the American producers 
spent millions convincing Congress, 
as part of its 2008 Farm Bill, to tight-
en regulation of this single type fi sh, 
moving from the light seafood regu-
lation of FDA, to the heavy-handed 
regulation of FSIS. All other fi sh re-
main under the lighter-weight FDA 
inspection. The battle has resulted in 
threats of a trade war from Vietnam, 
which wants its catfi sh excluded from 
the regulations. Domestic produc-
ers countercharge tougher regulation, 

would increase regulation and on-site 
inspection in Vietnam and force over-
seas producers to carry out the same 
standards of safety that American pro-
ducers do.

The battle over catfi sh safety ac-
tually dates back to 2002, when the 
previous Farm Bill was passed con-
taining a stipulation preventing Viet-
namese fi sh producers from labeling 
their catfi sh as “catfi sh.” Vietnamese 
and American catfi sh come from two 
different catfi sh “families,” although 
the former president of the Catfi sh 
Institute representing American pro-
ducers made a comment the two types 
of fi sh are as close to each other as a 
house cat and a cow. Something that 
didn’t help American producers was 
that sales of catfi sh from the domes-
tic family were down, while Vietnam-
ese catfi sh sales in the US had risen. 
That’s when American producers de-
cided better inspection was needed, 
including that of the Vietnamese fi sh. 

So Senator Thad Cochran (R- 
Miss.), whose state is the center of the 
American catfi sh industry, and who 
serves on the Senate Agriculture Com-
mittee, inserted language in the 2008 
Farm Bill to establish an inspection 
program, and included a $16 million 
earmark. The proposed rules even offer 
two defi nitions of catfi sh – one which 
includes only the domestic variety, and 
a second, which would include catfi sh 
families raised in Southeast Asia. 

Public meetings are expected to be 
held during the public comment pe-
riod. No matter what regulation is ad-
opted, another factor stands out: The 
Obama Administration’s proposed 
budget for 2011-2012 requested no 
money to fund catfi sh inspection. ■

Bernard Shire is M&P’s Washington correspon-
dent, a contributing editor and a feature writ-
er based in Lancaster, Pa. Shire also works as 
a food safety consultant and writer for Shire & 
Associates LLC.  

We would like to hear from you – to comment 
on this story or to request reprints, contact us 
by e-mail at meatpoultry@sosland.com.

tionon aagegencies.
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Red Meat Report

O nce merely a buzzword, sustainability has become increasingly central 
to the way US meat and poultry companies conduct business. More-

over, sustainability initiatives now extend all the way from the farm to 
the retail store.

The beef industry has attracted the most public attention 
in recent years, and the most criticism for its environmen-

tal impact. Much of this criticism is misinformed but it 
has forced the industry to become more proactive in 

addressing key issues from animal welfare to nutri-
tion. The irony is that cattle producers say they 

have been practicing sustainability for much 
of the industry’s history.

Various segments of the industry have 
slightly different views as to the key sus-

tainability issues. But everyone agrees 
that any defi nition of sustainability 
must include environmental matters, 
animal welfare, food safety, nutrition, 
people and economics. One of the 
most inclusive defi nitions comes from 
Tyson Foods, the nation’s largest red 

meat and poultry pro-
cessor. In a 2008 report 
on its sustainability ini-
tiatives, it states:

“We believe our tri-
ple bottom-line success, 
including social prog-
ress, environmental ex-
cellence and economic 
growth, will continue 
as we strive to do the 
right thing with re-
spect to people, plan-
et and profi t. Sustain-
ability touches every 
aspect of our compa-
ny and our operations. 
Accordingly, we defi ne 
sustainability in a way 
that brings responsibil-
ity and accountability 
into every business ac-
tivity and process.”

Sustainability strides
Processors reign in operational impact in 
response to consumer and customer demand
BY STEVE KAY
meatpoultry@sosland.com
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SUSTAINABILITY

Leading the beef pack
The beef industry, responding in large 
part to critics, focused in 2010 on pro-
ducing a coherent, coordinated ap-
proach among all sectors as to what 
sustainability means, how to measure 
it and how to improve it. The focus 
was on both a US and global basis.

The previous lack of coordination 
is partly a refl ection of the beef indus-
try’s multi-layered structure. This has 
meant that some sectors and individ-
ual companies are heavily involved in 
sustainability initiatives while others 
are not. Two trade associations, the 
National Cattlemen’s Beef Associa-
tion and the American Meat Institute, 
have been instrumental in recent years 
in getting more participants in the beef 
marketing chain to be aware of and be-
come involved in sustainability issues.

Global leaders in the beef indus-
try in 2010 sought advancements in 
sustainable beef production through 
various initiatives. The World Wildlife 
Fund, Cargill Inc., Intervet/Schering 
Plough Animal Health, JBS SA and 
McDonald’s Corporation helped cre-
ate a Beef Lifecycle Assessment (LCA) 

Working Group. The group met for the 
fi rst time in June and 60 stakeholders 
from the global beef system attended. 
This initiative led to the fi ve entities 
convening The Global Conference on 
Sustainable Beef in early November.

One of the LCA group’s most im-
portant moves was to identify what it 
called key impacts relating to sustain-
able beef production. It defi ned these 
as any issue with a signifi cant, mea-
surable economic, environmental or 
social effect (positive or negative) re-
sulting from the production of beef. 
The group identifi ed the following: 
air (greenhouse gas, dust and partic-

ulate matter); animal health and wel-
fare; contribution to GDP, trade and 
wealth; contribution to rural economy 
and rural communities; food security 
for individuals and nations; land use, 
productivity, biodiversity; water us-
age, availability and quality.

Implicit in the list are specifi c top-
ics that the beef industry regards as 
highly sensitive and that might need 
to be closely addressed. These topics 
include continued negative publicity 
about the use of antibiotics in animal 
agriculture, use of certain growth pro-
motants, transportation of cattle, and 
production practices such as cattle 
branding, de-horning, tail-docking, 
and castration of male cattle.

Food safety, animal 
welfare are keys
Food safety remains a top sustainabil-
ity issue for a number of reasons. Any 
illnesses linked to beef undermine the 
industry’s claim that it produces the 
safest, most wholesome product in the 
world. Any illnesses continue to be a 
potential negative for beef demand. 
In addition, food safety is an ongoing 
cost to the industry. Cattle producers 
since 1993 have invested more than 
$27 million in food-safety research, 
says NCBA. The beef industry as a 
whole spends more than $350 million 
annually on food safety.

Regarding animal welfare, a recent 
university study examined the impact 
of media attention on beef demand. 
The joint Kansas State Univ./Purdue 
Univ. study found that a search of US 
newspapers and magazines from 1982 
to 2008 suggested that media coverage 
of animal welfare issues did not directly 
impact beef demand. It did, however, 
reduce pork and poultry demand. This 
makes some sense as poultry battery 
cages and swine gestation stalls have 
been the focus of much of the animal 
rights agenda. However, beef is also im-
pacted by any overall reduction in meat 
expenditures, says the study.

Increasing media attention on ani-
mal-welfare issues triggers consumers to 
purchase less meat rather than reallocate 
expenditures across competing meats, 
says the study. It recommends that be-
cause of the infl uence of the media on 
total meat expenditure, beef, pork and 
poultry producers may be well served 
by collaborating in recognizing and re-
sponding to changing societal pressures 
regarding animal well-being. 

Industry observers say the study’s 
fi ndings are timely and quantify that 
the more radical animal rights groups 
are achieving progress toward their 
goal of reducing meat demand. Should 
this be the case, sustainability efforts 
by the entire beef industry take on 
a whole new urgency and meaning.

Increasing media attention on animal-welfare issues cause some consumers to pur-
chase less meat rather than reallocate expenditures across competing meats.

Global leaders in the 
beef industry in 2010 
sought advancements 
in sustainable beef 
production through 
various initiatives. 
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SUSTAINABILITY

At the producer level, NCBA iden-
tifi es fi ve key areas regarding the envi-
ronment and cattle production. These 
are cattle grazing and the land, posi-
tive effects on wildlife, environmental 
stewardship and water and air quality. 

The effi ciency of American agri-
culture is another way in which NCBA 
examines the industry’s sustainabil-
ity. The increase in productivity over 
many years is a key way the indus-
try reduces the environmental im-
pact of beef production, says NCBA. 
Through science-based improvements 
in breeding and animal nutrition, beef 
production per cow increased from 
about 400 lbs. in the mid-1960s to 
637 lbs. in 2008, it says.

The US calf crop, in the mean-
time, decreased from 43 million head 
in 1964 to 36.1 million head in 2008, 
yet the amount of beef produced in-
creased from 18 billion lbs. to 26.7 
billion lbs., says NCBA. It also notes 

that there are now 29 cuts of beef that 
meet USDA’s criteria for lean, vs. only 
seven in 1990. Nearly half of all US 
beef producers generate and/or use 
some type of alternative energy on 
their operations, according to a sur-
vey of beef producers, it says.

Today’s American farmer feeds 
about 144 people worldwide, says 
NCBA. In 1960, that number was 25.8, 
according to the Agriculture Council of 
America (ACA). If the beef production 
practices from 1955 were used today, 
165 million more acres of land (an area 
almost the size of Texas) still could not 
equal today’s beef production, it says.

A Washington State Univ. study re-
inforces the signifi cant improvement 
in productivity. The study notes that 
the industry in 2007 produced 11.9 
billion kg. of beef from 33.7 million 

head slaughtered, a 28 percent increase 
in beef yield per animal compared to 
1977. Yet, modern agricultural prac-
tices are often demonized, with the 
popular perception that beef produc-
tion was more environmentally friend-
ly in the “good old days,” it says. The 
study concludes that productivity is 
a key factor in reducing the environ-
mental impact of US beef production. 
Improved genetics, nutrition and man-
agement have considerably reduced the 
environmental impact of modern beef 
production, it says.

Taking the lead
Meanwhile, several major meat and 
poultry companies have taken the lead 
in sustainability initiatives because of 
their public exposure. These compa-
nies include Tyson Foods, Cargill Inc., 
JBS USA and Smithfi eld Foods. Ty-
son and Smithfi eld annually produce 
sustainability and/or corporate social 
responsibility reports that exceed 100 
pages in length. The American Meat 
Institute has also played a prominent 
role. It has created a special website 
devoted to explaining where the meat 
and poultry industry stands on a num-
ber of areas that come under the sus-
tainability umbrella.

AMI’s explanations include the fol-
lowing: caring for the environment; 
caring for animals; benefi ting commu-
nities; ensuring safe, nutritious meat 

and poultry. AMI says a sustainable 
meat industry is one that takes a long-
term view of a business’s impact on 
natural resources, animal welfare, em-
ployees, consumers and the communi-
ties in which we work and live.

The association launched its own 
sustainability initiative in 2009. A key 
component was an assessment of what 
sustainability practices were already in 
place in the industry. By benchmark-
ing the industry’s efforts, AMI can 
measure progress in the future, it says. 

AMI also generated a web-based 
sustainability survey to gather infor-
mation from the industry. The survey 
requested specifi c data on a variety of 
topics, including water and energy use, 
recycling, worker safety statistics, food 
safety, animal welfare practices and 
community outreach. AMI compiled 
the data to calculate an industry aver-
age, which can now serve as a sustain-
ability benchmark. When the survey 
is repeated in the future, says AMI, 
the 2009 information will enable the 
industry to measure how the indus-
try has changed over time and note 
progress in the various subject areas.

The American Meat Institute also 
offers a 12-page sustainability inven-
tory to help meat and poultry compa-
nies determine what they are already 
doing in the various areas of sustain-
ability, what they might do in this 
area and what practices simply are 

The American Meat Institute created a special website devoted to explaining where the 
meat and poultry industry stands on a number of areas that come under the sustain-
ability umbrella. (Photo courtesy of AMI)

The increase in 
productivity over many 
years is a key way the 
industry reduces the 
environmental impact 
of beef production.
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not feasible in their operations and 
communities. Each question includes 
links to information about potential 
programs and practices under way 
within the industry.

Quantifying sustainability
On a broader level, 60 stakeholders 
from the global beef system gathered 
in Washington, DC, last June at the 
fi rst Beef Lifecycle Assessment (LCA) 
Working Group. As noted earlier, the 
group identifi ed seven key impacts. It 
also listed seven key “takeaways” that 
resulted from its discussions about 
LCAs. To further their utility, beef 
LCAs should include all relevant im-
pacts in addition to greenhouse gas 
emissions (GHGs), said the group. 
LCAs should also be able to access 
a common database that is unique to 
the beef supply system and readily 
accessible to multiple stakeholders. 
They should have equally transpar-
ent input assumptions and sensitivity/
confi dence level of outputs.

The group offered seven other 
points about sustainability. Rela-
tively few beef LCAs have been de-
veloped and signifi cant variations in 
LCA methodology exist, it said. So 
there is a need to identify and close 
the signifi cant gap in open-sourced 
data. The identifi cation and priori-
tization of impacts of beef should be 

highlighted in an LCA. A scan of 
LCAs can provide insights for use 
by the beef industry to highlight the 
positive impacts and address nega-
tives. Consistent allocation of im-
pacts across beef and the resulting 
co-products is needed to provide the 
users of LCAs with clear expecta-
tions of how the output was created. 
Approximately 80 percent of emis-
sions originate before harvesting the 
animal. Finally, other tools are avail-

creates opportunities for innovation; 
pre-competitive collaboration by in-
dustry to fi nd solutions; critical nature 
of the beef system being aligned in its 
focus; genetic improvements in cattle 
breeding to improve effi ciency, ani-
mal health and beef quality take many 
years and signifi cant investment.

The Global Conference on Sus-
tainable Beef in November convened 
all elements of the global beef supply 
chain and a diverse array of other key 
stakeholders, including academics, sci-
entists and NGO leaders for a dialogue 
about the current state of sustainability 
in the beef industry. The conference, 
according to reports, produced robust 
feedback centered on the “triple bot-
tom line”, to be environmentally, so-
cially and economically sustainable. At 
the conference’s conclusion, its hosts 
challenged participants to incorpo-
rate this feedback to develop on-the-
ground programs that enhance sustain-
able beef, driven by new relationships 
developed at the conference.

One important takeaway was iden-
tifi cation of key issues. When partic-
ipants were asked what is the most 
important sustainability issue for the 
global beef supply chain, the respons-
es broke down as follows: food nu-
trition and food safety, 25 percent; 
land management, 21 percent; wa-
ter access and quality, 20 percent; 
greenhouse gas emission, 13 percent; 
bio-diverse populations, 9 percent; 
community, 6 percent; labor and 
business, 3 percent; and energy, 2 
percent.

Three issues thus accounted for 
two-thirds of the responses. These 
impact every part of the global beef 
supply chain and the US meat and 
poultry industry. The responses pro-
vide important guidelines as to what 
the industry will focus on to further 
improve its sustainability. ■

Steve Kay is editor and publisher of Petalu-
ma, Calif.-based Cattle Buyers Weekly (www.
cattlebuyersweekly.com ).   

We would like to hear from you – to comment 
on this story or to request reprints, contact us 
by e-mail at meatpoultry@sosland.com.

Sustainability has 
become increasingly 
central to the way 
US meat and poultry 
companies conduct 
business.
able and may be more appropriate 
to answer questions, the group said.

The initial meeting set the stage 
for a tour of the US beef industry by 
some of the meeting’s participants. 
The tour included a retail distribution 
center, a beef processing plant, a cat-
tle feedlot, a gasifi er operation and a 
seedstock ranch. The group listed fi ve 
key takeaways from the tour, includ-
ing: understanding the challenges and 
trade-offs that exist in sustainability 
efforts (e.g. food safety vs. water use); 
the drive for improved sustainability 

Energy 2.02%

The most important sustainability issue for the global 
beef supply chain

Food Nutrition 
and Food Safety 

25.25%

Land Management 
21.21%

Water Access 
and Quality 

20.20%

Greenhouse Gas Emission 13.13%

Bio-diverse 
Populations 9.09%

Community 6.06%

Labor and 
Business 3.03%

Source: The Global Conference on Sustainable Beef
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CEO Series

O n Nov. 3, 2008, two midsize, 
family owned and storied meat 

processing companies in Southeast-
ern Pennsylvania – Alderfer 
Natural Wood Smoked Meats 
and Leidy’s Inc. – decided to 
pull together their strengths 
and merge into one jointly 
owned company. The name of the 
corporation is ALL Holding Co. Inc., 
but the meat company coming from 

E xperience 
counts
Jim Van Stone navigates 
Alderfer-Leidy’s through a 
merger and toward success 
BY BERNARD SHIRE
meatpoultry@sosland.com

the merger is still family owned and 
would still fi t the classifi cation of the 
larger end of small or midsized. And 

the company is better known by its 
two brands – Alderfer and Leidy’s. 

Two of the company’s board mem-

bers are original owners, Tom and 
Terry Leidy. The Longacre family, 
the previous owners of Alderfer, owns 
the other half of the company. The 
remaining board members are from 
outside the family, including the presi-
dent and CEO, Jim Van Stone. The 
Alderfer brand of meat products has 
existed for more than 87 years, spe-
cializing in naturally wood smoked 
pork, beef and turkey products. The 
Leidy’s brand, which was founded 
more than 115 years ago, is well known 
for its high-quality fresh and smoked 
pork products. 

“Given the long history, exper-
tise and complementary products 
of Alderfer and Leidy’s, the merger 
was a natural fit,” says Van Stone. 
The merged company is now a sin-
gle source for more than 1,300 prod-
ucts. “Alderfer was always known for 
its deli meats and hams; as a further 
processing company. Leidy’s reputa-
tion was in slaughter, fresh pork and 
bacon,” he says.

Van Stone, 62, is a seasoned chief 
executive in the food industry, and has 
led a number of companies during the 
past 40 years. Prior to leading Alderfer 
Meats and Leidy’s almost two-and-
a-half years ago, he was vice presi-
dent of the global beef group at Key-
stone Foods; chief operating offi cer 
at nearby Hatfi eld Meats; president/
CEO at Venice Maid Foods in Vine-
land, N.J.; and head of Jordan’s Foods 
Inc. in Portland, Maine back in the 
1990s. When Van Stone ran Jordan’s, 
the company was doing $250 million a 
year in revenues. “We sold the meat di-
vision to CBFA, a privately held meat 
company, and the foodservice division 
to Sysco,” Van Stone says. Eventu-
ally, CBFA was sold to IBP and then 
became part of Tyson Foods. Tyson 

closed the plant in Portland 
about six years ago. 

Prior to his involvement in 
the meat industry, Van Stone 
was a senior vice president and 

corporate offi cer and sector president 
at Campbell Soup Co., serving for 
14 years in the 1980s and 1990s. He 
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started his career in sales at Kellogg’s, 
and then moved into the foodservice 
industry for Pizza Hut and the former 
Gino Hamburger restaurants. Van 
Stone graduated from Temple Univ.’s 
Fox School of Business and Manage-
ment, and then received his MBA and 
an advanced degree in fi nance from 
Philadelphia’s St. Joseph Univ. 

“I’m not here because of my meat 
experience. There are plenty of people 
around with a lot more experience in 
the meat industry. I’m here because of 
my experience in leading teams to suc-

cess in the food industry,” Van Stone 
says. “And that’s what the ownership of 
Alderfer and Leidy’s needed me to do.” 

In 2004, Alderfer, based in Har-
leysville, Pa., bought nearby Knauss 
Meats, a “small” meat processing com-
pany based in nearby Quakertown, and 
well known for making dried beef. A 
few years later, the owners of the now-
enlarged Alderfer Meats and Leidy’s, 
based fi ve miles away in Souderton, 
Pa., decided they could do better to-
gether than separately.

“I was retired at the time, but the 
owners asked me to come in and help 
them merge the two companies,” Van 
Stone recalls. “That was the original 

discussion – do this and then go back 
to my retirement. But then, all of a 
sudden, some talk began [by the new 
board of directors] about asking me 
to run the new company. After giving 
it some thought, the challenge did in-
terest me,” Van Stone says. “I decided 
to accept the company’s offer and go 
ahead and take it on.”

Bringing the two fi rms together 
made sense to the leaders of each. 
“Both companies have been in busi-
ness for a long time, and they both 
did well in their earlier days, in fact, 
they competed against each other,” 
Van Stone explains. “But as you know, 
there’s a lot of consolidation taking 
place in industry – not just the meat 
and poultry industry, but in indus-
try in general. It’s harder to compete 
today. In the case of Alderfer and 
Leidy’s, one company [Leidy’s] is a 
slaughterer and a producer of fresh 
pork. The other [Alderfer] is a further 
processor. Alderfer products include 
natural wood smoked hams, bologna, 
ham steaks, pork roll, smoked turkey 
bacon and Knauss authentic creamed 
chipped beef. Leidy’s products include 
Andouille sausage, smokehouse grill 
steaks, antibiotic-free cured bacon and 
spiral carved hams – plus a complete 
line of fresh pork products.

“It’s much harder to compete to-
day, especially for the small to mid-
size fi rms,” he says. “So the idea of 
the merger here was to play on the 
companies’ strengths. One company 
would have more together than sepa-
rately, including more impact on the 

marketplace. While the two companies 
market into a good part of the coun-
try, their greatest strengths, where the 
two brands are well-known, is in the 
Northeast US. “You could describe 
our company as small to medium-size, 
probably at the upper end of ‘small,” 
he says. Van Stone adds the compa-
ny, which is privately held, does about 
$100 million in revenue each year, 
with about 350 full-time employees.

A big part of Van Stone’s role is to 
drive growth. “Like most smaller com-
panies, we look for niches as well, ar-
eas bigger groups or companies don’t 
pursue,” he says. “Since the merger, 
we now have greater capabilities and 
fl exibility. That signifi cantly improves 
our capacity to fi ll various niches.”

Van Stone points out a few strong 
and special customer relations have 
developed since he has been leading 
the organization. “I can’t get into who 
they are, but with certain customers, 
we develop and then process new 
products for them. We serve as their 
product development arm,” he says.

“Customers might inquire about 
products, and then we develop and 
commercialize products for them.” 
He says in the meat industry, not that 
much growth takes place, and many 
smaller companies have fallen by the 
wayside. “So for bigger companies, 
especially publicly held ones, acquisi-
tion is the easier way to grow. That’s 
why consolidation takes place. It’s dif-
fi cult to compete with the larger com-
panies, and because factors like food-
safety standards rise every year – the 

“ I’m not here because of 
my meat experience…
I’m here because of my 
experience in leading 
teams to success in the 
food industry.”
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bar keeps rising – it takes more money 
and qualifi ed people to continue to 
succeed,” he says.

A good illustration of a critical area 
Alderfer/Leidy’s as well as other com-
panies their size continue to work on is 
continuous improvement in the food 
safety arena. “It’s becoming harder 
for very small companies to make the 
changes needed. New equipment and 
refrigeration is expensive. One of my 
major responsibilities, as the leader of 
this company, is to stay ahead of the 
food-safety curve while continuing 
to be economically viable,” he says.

Van Stone is quick to divert any 
credit for the company’s 
success to the rest of the 
team. “I know this is go-
ing to sound trite and like 
a well-worn phrase, but 
it’s true. It’s the people 
who work for the com-
pany. It’s not me, but 
our senior management 
team – half from Alder-

fer and Leidy’s, the other half from the 
outside,” he says. “For example, we 
have Don Countryman, with 30 years 
experience in the meat industry, includ-
ing 18 years with Moyer Packing Co., 
as the quality assurance expert here.

“I try to create effective senior lead-
ership teams, plus work to have an ex-
cellent relationship with our hourly em-
ployees and an environment fostering 
initiative and rewarding success. I want 
to make people feel good about what 
they’re doing here,” he adds. “Believe 
me, I don’t think it’s me. A lot of good 
people are leading departments and 
helping people to achieve their goals.” 

Van Stone says he brought in an 
entirely fresh perspective when he 
became CEO/president of Alderfer/
Leidy’s. “We have a nice blend of meat 
and non-meat people; smart people 
who are team players,” he says. “The 
team has blended well, and the team 
and company come fi rst.” What has 
also worked for the company, in Van 
Stone’s view, is a partnership he’s cre-
ated with his hourly employees. “Our 
turnover is very low for the meat in-

dustry, and we try to reward them for 
their service to the company,” he says. 
Last year, for example, which was a 
good and prosperous year for the com-
pany, every full-time employee re-
ceived a bonus check.

“Despite the recession, we con-
tinue giving raises and providing es-
sentially the same benefi ts to our em-
ployees,” he says. We continually work 
to establish a partnership with our 
employees.”

Van Stone also has encouraged the 
development of private-label and co-
packing business for the company. He 

the food industry, and ability to solve 
many problems. “I think my expe-
rience and intuition about business 
problems has helped, so we can deal 
with them quickly and effectively 
when they arise.” 

After assuming the CEO role, Van 
Stone quickly established a strategy. 
“My first goal was to integrate as 
quickly as possible the two compa-
nies, in order to get maximum syner-
gies here,” he says. “As one organiza-
tion, I wanted to learn where the major 
strengths and weaknesses were in the 
organization. I wanted to provide clear 
direction to the people, my leadership 
team, as quickly as I could.” 

Since hatching the plan, the results 
have not disappointed. “Right now, in 
March of 2011, we are many magni-
tudes ahead of where the two compa-
nies had been immediately before the 
merger,” he says. “The two boards of 
directors of Alderfer and Leidy’s were 
merged, and the guidance, support 
and encouragement have been grati-
fying. There is a lot more happiness 
in the company workforce right now. 

“The company has gone through 
some tough, very diffi cult times,” he 
notes. “Knowing the company is do-
ing well now, and has a bright future, 
makes a big difference.” Van Stone 
explains: “We went through a very 
diffi cult few years. We had the hog 
markets – the recession. But everyone 
stuck together.

 “In 2008, the recession hit, oil 
prices went up and the ethanol release 
drove corn and hog prices through 
the roof,” he adds. “At our company, 
there’s been a reduced ownership in 
hogs. To a great degree, that’s been 
given to the experts, the hog produc-
ers. We’ve expanded our value-added 
meat products, plus our foodservice, 
industrial and retail markets.” ■

Bernard Shire is a contributing editor based in 
Lancaster, Pa. With a background in editing and 
writing for daily news publications, he also works 
as a food safety consultant and writer for Shire 
& Associates LLC.

We would like to hear from you – to comment 
on this story or to request reprints, contact us 
by e-mail at meatpoultry@sosland.com.

“ Since the merger, 
we now have 
greater capabilities 
and fl exibility. 
That signifi cantly 
improves our 
capacity to fi ll 
various niches.”

also takes advantage of the two pow-
erful brands, Alderfer and Leidy’s, 
which have great equity in the compa-
ny’s primary market in the Northeast.   

“You could really say, ‘It’s the 
products making the company suc-
cessful.’ They do make a big differ-
ence for the company. But it also takes 
the right kind of people to create and 
produce the products that will be suc-
cessful, that will sell.” 

Van Stone says he is trying to make 
the company ‘customer-centric’. He 
does this by taking steps to ensure Al-
derfer/Leidy’s is more fl exible. “We 
are more fl exible today than we used 
to be, and one way we do this is by de-
veloping custom products,” he says. 
“During the past six months, the com-
pany commercialized 50 products for 
one customer. That customer knows 
it would be extremely diffi cult to fi nd 
another supplier to provide the combi-
nation of creativity, service, fl exibility, 
quality, location and fair cost we can.” 

Van Stone has much strength to 
bring to the meat industry, includ-
ing his vast amount of experience in 

Van Stone

CEO SERIES
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THE TOP 125 PROCESSORS

Ranking the top 125 processors in 
the meat and poultry industry 

(including those with operations in 
North America) is a challenging an-
nual task. Compiling the data requires 
months of preparation and countless 
hours of e-mailing, faxing and follow-
up phone calls. The goal of this annual 
listing is to provide an overview of the 
meat and poultry processing indus-
try’s leading companies based on an-
nual sales and to include any changes 
among them resulting from mergers, 

Winner’s circle
Ranking the industry’s top processors
BY KIMBERLIE CLYMA
kclyma@sosland.com 

acquisitions or closures. Companies 
on this year’s ranking range from just 
over $28 billion in annual sales (Ty-
son Foods, Inc.) down to $115 mil-
lion in sales.  

The top 10 spots in the 2011 rank-
ing were occupied by the same 10 
companies as 2010. However, Smith-
fi eld Foods, Inc. went down from No. 
4 in 2010, with annual sales of $12.48 
billion, to No. 5 in 2011, with $11.20 
billion in annual sales. This change 
resulted in Sysco Corp. moving up to 
the No. 4 position this year. In a mes-
sage to its shareholders as part of the 

company’s 2010 annual report, 
Smithfi eld President and 

CEO C. Larry Pope said 
the decline in sales 
was intentional. “It 
ref lects the contin-
ued rationalization 
of low-margin busi-
ness and the reduc-
tion in the number of 

hogs brought to market 
as a result of the smaller 

US sow herd.”
Some notable industry 

changes that impacted the 
2011 ranking include:
• AdvancePierre Foods, a new-

ly formed company following 
the merger of Advance Brands, 
LLC (ranked No. 97 in 2010), 

Advance Food Co. (ranked No. 
53 in 2010) and Pierre Foods (ranked 
No. 40 in 2010) moved up to the No. 
23 spot for 2011. The newly merged 
company, which was offi cially formed 
last October, is being led by Bill Toler, 

Pierre Foods’ former CEO, 

while executives from all three com-
panies are on the AdvancePierre 
Foods management team. 

• Agri Beef Co., moved up from 
No. 60 with $450 million in annu-
al sales in 2010, to No. 38 based on 
industry research that indicates the 
company’s annual sales to be closer 
to $700 million across its vertically 
integrated enterprise. 

• JBS USA sales fi gures now in-
clude sales from its acquisition of 
shares of Pilgrim’s Pride in 2010.

• Sofi na Foods Inc. has now entered 
the ranking as No. 33 with $800 mil-
lion in annual sales following its acqui-
sition of Lilydale, Inc. (ranked No. 63 
with $405 million in sales in 2010).

• Peco Foods recently announced it 
will be acquiring Townsends Arkan-
sas Division and the Ukraine’s Om-
tron will acquire Townsends North 
Carolina Division. Townsends fi led 
for Chapter 11 bankruptcy protection 
on Dec. 19, 2010. The 2011 listing 
does not take into account any new 
sales fi gures from this acquisition. 

• Sigma Alimentos S.A. de C.V. 
moved from No. 18 in 2010 to No. 15 
this year. In August 2010, Sigma an-
nounced it would acquire processed 
meat manufacturer Bar-S Foods. 
Bar-S had annual sales of $540 mil-
lion in 2010, and ranked No. 51.  

As always, processors are encour-
aged to contact M&P to request a 
survey to ensure this annual list is as 
accurate as possible. E-mail requests 
to: meatpoultry@ sosland.com. ■

We would like to hear from you – to comment 
on this story or to request reprints, contact us 
by e-mail at meatpoultry@sosland.com.
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 57 Abbyland Foods, Inc. 93 94 225 220
 45 Advance Brands, L.L.C.1 — 97 — 190*
 45 Advance Food Co.2 — 53 — 526
 45 AdvancePierre Foods3 23 40 1,300 —
 50 AFA Foods* 47 44 600 600
 48 Agri Beef Co. 38 60 700* 450*
 58 Alberta Beef Packing, Inc.* 107 108 164 164
 60 Aliments ASTA, Inc.* 120 121 131 131
 52 Allen Family Foods, Inc.* 60 58 468 468
 44 American Foods Group, L.L.C. 18 16 2,100 2,100
 60 Atlantic Premium Brands, Ltd. 123 126 120 120
 58 Aurora Packing Co., Inc.* 97 95 202 202
 44 Bar-S Foods Co.4 — 51 — 540
 47 Boar’s Head Provisions Co., Inc. 32 31 813* 813*
 53 Bob Evans Farms, Inc. 70 70 349 349*
 46 BPI Technology, Inc. 27 27 1,100 1,000
 52 Brakebush Brother’s, Inc. 62 61 425* 425*
 55 Branding Iron Holdings 78 79 290 290
 60 Bridgford Foods Corp. 124 127 117.7 118
 46 Butterball, L.L.C. 23 22 1,300 1,300
 54 Cagle’s, Inc. 75 78 307 293
 43 Cargill Meat Solutions 3 3 15,000 15,000
 50 Case Foods, Inc. 51 50 578 547
 54 Caviness Beef Packers, Ltd. 73 81 310 270
 60 Central Beef Industries, L.L.C. 125 128 115 115*
 57 Central Valley Meat 93 92 225 221
 55 Claxton Poultry Farms 80 80 275* 275
 50 Clemens Food Group, Inc. 47 48 600 575
 48 Coleman Natural Foods* 41 37 672 672
 50 Colorado Boxed Beef Co.* 47 45 600 600
 55 Columbus Foods, L.L.C.* 83 84 250 250
 44 ConAgra Foods, Inc.5 6 6 8,031 8,031*
 53 Cooper Farms 67 74 353 300
 52 Creekstone Farms Premium Beef 59 65 475 385
 59 Custom Food Products, L.L.C. 111 113 145 145
 56 Dakota Turkey Growers, L.L.C.6 89 122 235 130
 49 Danish Crown AMBA 45 47 625 580
 52 Dietz & Watson, Inc. 64 74 400 300
 53 Ed Miniat, Inc.* 68 68 350 350
 53 Exceldor Cooperative Avicole 64 66 400 360
 58 Farmers Pride, Inc. 98 99 195 182*
 49 Fieldale Farms Corp. 43 38 645 645
 44 Foster Poultry Farms 17 16 2,400 2,100
 54 FPL Food, L.L.C. 77 77 295 295*
 47 Fresh Mark, Inc. 35 40 796 635
 52 George’s, Inc. 63 62 419* 419*
 55 Golden State Foods Meat Products Group 78 87 290 242
 54 Gold’n Plump Poultry 76 74 300 300
 58 Grand River Foods 105 107 165 165
 60 Granny’s Poultry Cooperative, Ltd. 117 124 135 125
 46 Greater Omaha Packing Co., Inc. 27 28 1,100 925
 53 Harris Ranch Beef Co. 66 67 363 353

 Page Company 2011 Rank 2010 Rank 2011 sales ($M) 2010 sales ($M)

THE TOP 125 PROCESSORS Alphabetical listing by company name

* indicates that data is estimated, based on industry research
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 58 Harrison Poultry, Inc. 99 99 193 182
 44 Hormel Foods Corp. 7 7 7,200 6,750
 46 House of Raeford Farms, Inc. 26 24 1,189 1,189*
 47 Indiana Packers Corp. 31 32 900 800
 46 Industrias Bachoco, S.A.B. de C.V.* 25 23 1,198 1,198
 54 Intercarnes, S.A. de C.V.* 72 71 319 319
 60 J H Routh Packing Co. 115 122 140 130*
 43 JBS USA*7 2 2 20,900 20,900
 60 John Soules Foods, Inc. 115 108 140 164
 48 Johnsonville Sausage, L.L.C. 38 36 700 700
 58 Kayem Foods, Inc. 109 110 150* 150*
 49 Kenosha Beef International, Ltd. 46 42 615 632
 44 Keystone Foods, L.L.C. 8 8 6,300* 6,300
 45 Koch Foods 20 19 1,900 1,900
 44 Kraft Foods/Oscar Mayer 9 9 6,200* 6,200
 60 Kunzler & Co., Inc. 125 117 115 143
 54 L&H Packing/Surlean Foods 73 72 310 310
 56 Land O’Frost, Inc.* 83 84 250 250
 58 Les Viandes duBreton, Inc. 96 101 210 180
 47 Lilydale, Inc.8 — 63 — 405*
 48 Link Snacks, Inc.9 37 35 705* 705*
 56 Lone Star Beef Processors 83 96 250 200
 50 Lopez Foods 53 51 540 540*
 59 Maple Leaf Farms, Inc. 111 113 145* 145*
 44 Maple Leaf Foods, Inc.* 13 13 3,303 3,303
 51 Maple Lodge Farms, Ltd.* 55 54 504 504
 56 Mar-Jac Poultry, Inc. 83 84 250 250
 57 Marshall Durbin Co. 92 91 226 226
 53 Meyer Natural Foods 68 69 350 350
 58 Michigan Turkey Producers 108 118 162 141
 57 Mountain City Meat* 90 89 230 230
 58 Mountain States Rosen, L.L.C. 105 110 165 150
 45 Mountaire Farms 22 25 1,303 1,186
 58 Murry’s, Inc.  102 104 170 170
 44 National Beef Packing Co., L.L.C. 11 11 5,700 5,700
 47 Nebraska Beef* 33 32 800 800
 50 O.K. Industries, Inc.* 47 46 600 600
 58 Odom’s Tennessee Pride Sausage, Inc.  100 101 180 180*
 44 Olymel L.P.* 16 15 2,500 2,500
 52 Omaha Steaks International, Inc. 61 59 457 457*
 44 OSI Industries, L.L.C.*10 10 10 5,814 5,814
 56 Overhill Farms* 88 88 239 239
 48 Peco Foods, Inc.11 38 43 700 616
 44 Perdue, Inc. 12 12 4,600 4,600
 45 Pierre Foods12 — 40 — 635
 60 Pinty’s Delicious Foods, Inc.* 117 119 135 135
 54 PM Beef Holdings 71 73 347 301*
 59 Premium Brands Holdings Corp.* 111 113 145* 145
 59 Prestage Foods, Inc.* 109 110 150 150
 51 Quantum Foods, L.L.C.13 56 64 500 400*
 49 Rastelli Foods Group 44 39 640* 640
 56 Request Foods, Inc. 87 98 242 185

 Page Company 2011 Rank 2010 Rank 2011 sales ($M) 2010 sales ($M)
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 58 Rose Packing Co., Inc. 104 106 166 166*
 51 Sam Kane Beef Processors 54 55 525 500
 45 Sanderson Farms, Inc. 19 20 1,925 1,720
 44 Sara Lee Corp.14 14 14 2,767* 2,767*
 46 Seaboard Foods 29 26 1,065.3 1,126
 44 Sigma Alimentos S.A. de C.V.*15 15 18 2,541 2,001
 60 Simeus Foods International, Inc.* 122 124 125 125
 48 Simmons Foods, Inc. 36 32 710 800
 60 Sioux-Preme Packing Co. 117 119 135 135
 43 Smithfi eld Foods, Inc. 5 4 11,202.6 12,488
 47 Sofi na Foods Inc.*16 33 — 800 —
 55 Specialty Foods Group, Inc.* 82 83 258 258
 57 Stampede Meat, Inc. 90 89 230 230
 60 Strauss Brands, Inc. 121 125 130 121
 55 Sugar Creek Packing Co. * 81 81 270 270
 57 Superior Farms17 95 92 221* 221
 43 Sysco Corp.* 4 5 11,800 11,800
 58 Tip Top Poultry, Inc. 102 104 170 170
 51 Townsends, Inc.18 56 55 500 500
 58 Triumph Foods, L.L.C.  100 101 180 180
 43 Tyson Foods, Inc. 1 1 28,430 26,700
 51 United Food Group, L.L.C.* 56 55 500 500
 45 Wayne Farms, L.L.C. 21 21 1,355.2 1,368
 49 West Liberty Foods, L.L.C. 42 30 650 837
 47 Wolverine Packing Co. 30 29 934 894
 50 XL Four Star Beef, Inc. 52 48 575 575*
 59 Zacky Farms, L.L.C. 111 113 145 145*

Improve Profit Margins

Improve Quality

Improve Nutrition

Improve Ingredient

Declarations

PRODUCT OF U.S.A.

Visit Fiberstar Inc. at…
The AMI Expo Booth 1281

The IFT Booth 6119

715-425-7550
info@citri-fi.com
www.citri-fi.com

®

®

Use Citri-Fi to improve profit margins, quality, nutrition, and 
ingredient declarations. Citri-Fi helps accomplish these objectives 
by tightly binding moisture; improving yields; partially replacing 
oil, fat and meat; and replacing synthetic ingredients such as 
phosphates, emulsifiers, stabilizers and complex gum systems. 

•  Stabilize and tightly bind free fat and water to reduce purge, 
drip loss and syneresis 

• Tightly bind added water in processed meats to improve yields

• Replace phosphate salts to make foods more natural

•  Combine with phosphates, carrageenan and other fibers and 
fillers to improve yields and profits

•  Use in processed meats, meat fillings, tumbled, marinated and 
injected meats

Citri-Fi is a unique multifunctional food ingredient made from 
orange pulp. Citri-Fi is all natural, non-allergenic, non-GMO, 
GRAS, gluten free, kosher, and halal. Citri-Fi has a neutral odor 
and taste and is labeled as dried orange pulp or citrus flour in 
meat applications.

 Page Company 2011 Rank 2010 Rank 2011 sales ($M) 2010 sales ($M)

1.  Merged with Advance Food and 
Pierre Foods to form AdvancePierre 
Foods

2.  Merged with Advance Brands and 
Pierre Foods to form AdvancePierre 
Foods

3.  Formerly Pierre Foods, Advance 
Brands and Advance Food

4.  Acquired by Sigma Alimentos S.A. 
de C.V.

5.  Consumer Foods Segment
6. Dakota Provisions
7. Pilgrim’s Pride Included
8.  Acquired by Sofi na Foods Inc.
9. Jack Link’s Beef Jerky

10.  Includes Amick Farms and Fair 
Oaks Farms

11.  To acquire Townsends Arkansas 
Division

12.  Merged with Advance Brands 
and Advance Food to form 
AdvancePierre Foods

13. Acquired North Star Foods, Inc.

14. North American Retail
15. Acquired Bar-S Food Co.
16. Acquired Lilydale, Inc.
17. T.H.C.I.
18.  Peco Foods to acquire Arkansas 

Division and Omtron to acquire 
North Carolina Division
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Tyson Foods, Inc.

1 Annual sales ($M): 28,430 
Employees: 115,000 

Plants: 84 
Species: Beef, chicken, pork
Products: Bacon, battered/
breaded products, canned meats, 
cured/cooked beef, cured/cooked 
pork, cured/cooked poultry, ham, 
luncheon meats/loaves, prepared 
meals, rendering/by-products, 
sausage-cooked  
Headquarters: Springdale, AR 
(479) 290-4000 www.tyson.com
Chief offi cer: Donnie Smith

JBS USA* 
(Pilgrim’s Pride Included)

2 Annual sales ($M): 20,900* 
Employees: 27,556 

Plants: 60 
Species: Beef, chicken, lamb, pork
Products: Bacon, ham, rendering/
by-products, sausage-cooked, 
sausage-fresh, sausage-traditional, 

skinless/boneless poultry, whole 
fresh chicken, chicken parts
Headquarters: Greeley, CO 
(970) 506-8000 www.jbsswift.com
Chief offi cer: Wesley Batista

Cargill Meat Solutions

3 Annual sales ($M): 15,000 
Employees: 35,000 

Plants: 28 
Species: Beef, pork, turkey
Products: Bacon, cured/cooked 
beef, cured/cooked pork, ham, 
luncheon meats/loaves, sausage-
cooked, sausage-fresh, skinless/
boneless poultry
Headquarters: Wichita, KS 
(316) 291-2500 
www.cargillmeatsolutions.com
Chief offi cer: Jody Horner

Sysco Corp.*

4 Annual sales ($M): 11,800* 
Employees: NR Plants: NR 

Species: Beef, chicken, pork, seafood

Products: Battered/breaded 
products, cured/cooked beef, 
cured/cooked pork, cured/cooked 
poultry, ham, luncheon meats/
loaves, sausage-cooked, sausage-
fresh, sausage-traditional, skinless/
boneless poultry
Headquarters: Houston, TX 
(281) 584-1390 www.sysco.com
Chief offi cer: Richard J. Schnieders

Smithfi eld Foods, Inc.

5 Annual sales ($M): 11,202 
Employees: 48,000 

Plants: 25 Species: Pork
Products: Bacon, canned 
meats, cured/cooked pork, ham, 
luncheon meats/loaves, prepared 
meals, rendering/by-products, 
sausage-cooked, sausage-fresh, 
sausage-traditional
Headquarters: Smithfi eld, VA 
(757) 365-3000 
www.smithfi eldfoods.com
Chief offi cer: C. Larry Pope

Genuine Busch replacement parts are often imitated, but never duplicated. Take vanes for example. At Busch, we manufacture our own 
carbon fiber vanes for our R 5 series vacuum pumps at our composites factory in Switzerland, ensuring 100% in-house quality control. 

Busch carbon fiber vanes are specifically designed to provide optimal performance, high temperature resistance, material stability and 
a long service life. Best of all, the carbon fiber material provides the best gliding properties that help optimize pump efficiency. 

Don’t be fooled with cheap imitation parts or claims of superior performance. The fact is, if there was a better vane or vane material 
for our pumps, we would already be using it. For more on the benefits of genuine Busch parts, visit our 
website and search “genuine.” Expect the best when you specify Busch.

1-800-USA-PUMP                www.buschusa.com

There are times when cheap, immitation parts just won’t cut it.

See us at AMI 
booth #1039
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ConAgra Foods, Inc. 
(Consumer Foods Segment)

6 Annual sales ($M): 8,031 
Employees: NR Plants: NR 

Species: Beef, chicken, pork, turkey
Products: Battered/breaded 
products, cured/cooked beef,  
cured/cooked pork, cured/cooked 
poultry, luncheon meats/loaves, 
prepared meals, sausage-cooked, 
sausage-fresh, sausage-traditional
Headquarters: Omaha, NE 
(402) 595-4000 www.conagra.com
Chief offi cer: Gary M. Rodkin

Hormel Foods Corp.

7 Annual sales ($M): 7,200 
Employees: 19,500 

Plants: 42 
Species: Beef, pork, turkey
Products: Bacon, canned meats, 
cured/cooked beef, cured/cooked 
pork, cured/cooked poultry, ham, 
luncheon meats/loaves, prepared 
meals, rendering/by-products, 
sausage-cooked, sausage-fresh, 
sausage-traditional, skinless/
boneless poultry
Headquarters: Austin, MN 
(507) 437-5345 
www.hormelfoods.com
Chief offi cer: Jeffrey M. Ettinger

Keystone Foods, L.L.C.

8 Annual sales ($M): 6,300* 
Employees: 7,075 Plants: 13 

Species: Beef, chicken, seafood
Products: Battered/breaded 
products, cured/cooked poultry, 
skinless/boneless poultry
Headquarters: West 
Conshohocken, PA (610) 667-6700 
www.keystonefoods.com
Chief offi cer: Jerry Dean

Kraft Foods/
Oscar Mayer

9 Annual sales ($M): 6,200* 
Employees: NR Plants: 7 

Species: Beef, chicken, pork, turkey
Products: Bacon, luncheon 
meats/loaves
Headquarters: Kraft Foods - 
Northfi eld, IL  Oscar Mayer - 
Madison, MN (608) 241-3311 
www.kraft.com; 
www.oscarmayer.com
Chief offi cer: Nick Meriggioli

OSI Industries, L.L.C.* 
(Includes Amick Farms and Fair 
Oaks Farms)

10 Annual sales ($M): 5,814* 
Employees: 8,472 

Plants: 14 Species: Beef, pork
Products: Bacon, ham, 
prepared meals, sausage-cooked, 
sausage-fresh
Headquarters: Aurora, IL 
(630) 851-6600 www.osigroup.com
Chief offi cer: Sheldon Lavin

National Beef 
Packing Co., L.L.C.

11 Annual sales ($M): 5,700 
Employees: 9,000 

Plants: 6 Species: Beef
Products: NR
Headquarters: Kansas City, MO 
(800) 449-2333 
www.nationalbeef.com
Chief offi cer: Tim Klein

Perdue, Inc.

12 Annual sales ($M): 4,600 
Employees: 21,000 

Plants: 15 
Species: Chicken, turkey
Products: Cured/cooked poultry, 
prepared meals, rendering/by-
products,skinless/boneless poultry
Headquarters: Salisbury, MD 
(410) 543-3000 
www.perdue.com
Chief offi cer: James A. Perdue

Maple Leaf Foods, Inc.*

13 Annual sales ($M): 3,303* 
Employees: NR 

Plants: NR 
Species: Chicken, pork
Products: Bacon, ham, skinless/
boneless poultry
Headquarters: Toronto, ON, 
Canada (416) 926-2000 
www.mapleleaf.ca
Chief offi cer: G. Wallace F. McCain

Sara Lee Corp.
(North American Retail) 

14 Annual sales ($M): 2,767* 
Employees: NR 

Plants: NR 
Species: Beef, chicken, pork, turkey
Products: Bacon, battered/
breaded products, cured/cooked 
pork, cured/cooked poultry, ham, 

luncheon meats/loaves, sausage-
cooked, sausage-traditional, 
skinless/boneless poultry
Headquarters: Downer’s 
Grove, IL 
(630) 598-8100 
www.saralee.com
Chief offi cer: Marcel Smits

Sigma Alimentos 
S.A. de C.V.*
(acquired Bar-S Food Co.)

15 Annual sales ($M): 2,541* 
Employees: NR 

Plants: NR Species: Pork
Products: Bacon, luncheon 
meats/loaves, prepared meals, 
sausage-cooked, sausage-fresh, 
sausage-traditional
Headquarters: Nuevo León, 
Mexico (52) 81-8748-9000 
www.sigma-alimentos.com
Chief offi cer: Dionisio Garza Medina

Olymel L.P.*

16 Annual sales ($M): 2,500* 
Employees: 10,000 

Plants: 18 
Species: Chicken, pork, turkey
Products: Bacon, ham, luncheon 
meats/loaves, prepared meals, 
sausage-cooked, sausage-fresh, 
sausage-traditional
Headquarters: Saint-Hyacinther, 
QB, Canada (450) 771-0400 
www.olymel.ca
Chief offi cer: Réjean Nadeau

Foster Poultry Farms

17 Annual sales ($M): 2,400 
Employees: 12,500 

Plants: 13 Species: Chicken, turkey
Products: Battered/breaded 
products, cured/cooked poultry, 
luncheon meats/loaves, prepared 
meals, rendering/by-products, 
sausage-cooked, skinless/boneless 
poultry
Headquarters: Livingston, CA 
(209) 394-7901 
www.fosterfarms.com
Chief offi cer: Ron Foster

American Foods 
Group, L.L.C.

18 Annual sales ($M): 2,100 
Employees: NR Plants: 11 

Species: Beef
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Products: Cured/cooked beef, 
luncheon meats/loaves, rendering/
by-products, sausage-fresh
Headquarters: Alexandria, MN 
(320) 759-5900 
www.americanfoodsgroup.com
Chief offi cer: Tom Rosen

Sanderson Farms, Inc.

19 Annual sales ($M): 1,925 
Employees: 10,000 

Plants: 10 Species: Chicken
Products: Battered/breaded 
products, skinless/boneless poultry
Headquarters: Laurel, MS 
(601) 649-4030 
www.sandersonfarms.com
Chief offi cer: Joe F. Sanderson Jr.

Koch Foods

20 Annual sales ($M): 1,900 
Employees: 13,000 

Plants: 15 Species: Chicken
Products: Cured/cooked poultry, 
skinless/boneless poultry, value 
added poultry
Headquarters: Park Ridge, IL 
(847) 384-5940 
www.kochfoods.com
Chief offi cer: Joseph C. Grendys

Wayne Farms, L.L.C.

21 Annual sales ($M): 1,355 
Employees: 8,920 

Plants: 11 Species: Chicken
Products: Battered/breaded 
products, cured/cooked beef, cured/
cooked pork, cured/cooked poultry, 
skinless/boneless poultry
Headquarters: Oakwood, GA 
(770) 538-2120 
www.waynefarms.com
Chief offi cer: Elton Maddox

Mountaire Farms

22 Annual sales ($M): 1,303 
Employees: 6,000 

Plants: 3 Species: Chicken
Products: Rendering/by-products, 
skinless/boneless poultry
Headquarters: Little Rock, AR 
(302) 934-1100 
www.mountaire.com
Chief offi cer: Paul Downes

AdvancePierre Foods 
(formerly Pierre Foods, Advance 
Brands and Advance Food)

23 Annual sales ($M): 1,300 
Employees: 4,000 

Plants: 4 Species: Beef, chicken, 
pork, turkey, veal
Products: Battered/breaded 

products, cured/cooked beef, cured/
cooked pork, cured/cooked poultry, 
sausage-cooked, skinless/boneless 
poultry
Headquarters: Cincinnati, OH 
(513) 874-8741 
www.advancepierre.com
Chief offi cer: William D. Toler

AMI Expo 2011

April 13th to 16th 

McCormick Place

Chicago, IL USA

Jump From 

The Booth
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Butterball, L.L.C.

23 Annual sales ($M): 1,300 
Employees: 5,800 

Plants: 7 Species: Chicken, turkey
Products: Bacon, cured/cooked 
poultry, luncheon meats/loaves, 
skinless/boneless poultry
Headquarters: Garner, NC 
(919) 255-7900 www.butterball.com
Chief offi cer: B. Keith Shoemaker

Industrias Bachoco, 
S.A.B. de C.V.*

25 Annual sales ($M): 1,198* 
Employees: 19,300 

Plants: 9 Species: Beef, 
chicken, pork, turkey
Products: Battered/breaded 
products, prepared meals, sausage-
cooked, skinless/boneless poultry
Headquarters: Guanajuato, 
Mexico (52) 461-618-3500 
www.bachoco.com.mx
Chief offi cer: Francisco Javier R. 
Bours Castelo

House of Raeford 
Farms, Inc.

26 Annual sales ($M): 1,189 
Employees: 6,500 

Plants: 8 Species: Chicken, turkey
Products: Bacon, battered/
breaded products, cured/cooked 
poultry, ham, luncheon meats/
loaves, rendering/by-products, 
sausage-cooked, sausage-fresh, 
sausage-traditional, skinless/
boneless poultry
Headquarters: Raeford, NC 
(800) 888-7539 
www.houseofraeford.com
Chief offi cer: E. Marvin Johnson

BPI Technology, Inc.

27 Annual sales ($M): 1,100 
Employees: 1,500 

Plants: 4 Species: Beef, lamb, pork
Products: NR
Headquarters: Dakota Dunes, SD 
(605) 217-8000 
www.beefproducts.com; 

www.bpicertifi edtender.com
Chief offi cer: Eldon Roth

Greater Omaha 
Packing Co., Inc.

27 Annual sales ($M): 1,100 
Employees: 800 Plants: 1 

Species: Beef Products: NR
Headquarters: Omaha, NE 
(402) 731-1700 
www.greateromaha.com
Chief offi cer: Henry Davis

Seaboard Foods

29 Annual sales ($M): 
1,065.3 Employees: 4,200 

Plants: 3 Species: Pork
Products: Bacon, cured/cooked 
pork, ham, rendering/by-products, 
sausage-cooked, sausage-fresh
Headquarters: Shawnee Mission, 
KS (800) 262-7907 
www.seaboardfoods.com
Chief offi cer: Rod K. Brenneman

THE TOP 125 PROCESSORS

Please visit our website at    www.cmpsolutions.net for more information

Tel: 951.808.4376 | email: sales@cmpsolutions.net

Stainless Steel Fully Welded 
Construction.

Different Types Of Heating Systems 
Available.

Can Be Supplied To Wash Different 
Types Of Containers & Vats.

Various Types Of Filtration Available.

Can Be Supplied With Lid Washing 
Lane As Shown.

•

•

•

•

•

Advanced Buggy And Vat          
Washing Systems From 

Features:

EC 20 BUGGY WASHER
Introducing the



www.MeatPoultry.com  •  March 2011  •  Meat&Poultry  •  47

Wolverine Packing Co.

30 Annual sales ($M): 934 
Employees: 375 Plants: 3 

Species: Beef, chicken, lamb, pork, 
seafood, turkey, veal
Products: NR
Headquarters: Detroit, MI 
(313) 259-7500 www.
wolverinepacking.com
Chief offi cer: Jim Bonahoom

Indiana Packers Corp.

31 Annual sales ($M): 900 
Employees: 1,650 Plants: 1 

Species: Pork Products: Bacon, 
ham, sausage-cooked
Headquarters: Delphi, IN 
(765) 564-3680 
www.indianakitchen.com
Chief offi cer: Shinichiro Suzuki

Boar’s Head 
Provisions Co., Inc.

32 Annual sales ($M): 813* 
Employees: 2,300 

Plants: 4 Species: Beef, 
chicken, pork, turkey
Products: Bacon, cured/cooked 
beef, cured/cooked pork, cured/
cooked poultry, ham, luncheon 
meats/loaves, sausage-cooked, 
skinless/boneless poultry
Headquarters: Sarasota, FL 
(941) 955-0994 
www.boarshead.com
Chief offi cer: Robert S. Martin

Nebraska Beef*

33 Annual sales ($M): 800* 
Employees: 1,000 Plants: 1 

Species: Beef Products: NR
Headquarters: Omaha, NE 
(402) 734-6823 
www.nebraskabeef.com
Chief offi cer: William Hughes

Sofi na Foods Inc.* 
(acquired Lilydale, Inc.)

33 Annual sales ($M): 800* 
Employees: 3,300 

Plants: 12 Species: Beef, 
chicken, pork, turkey
Products: Cured/cooked poultry, 
luncheon meats/loaves, skinless/
boneless poultry
Headquarters: Markham, ON, 
Canada (888) 588-1931 
www.sofi nafoods.com

Fresh Mark, Inc.

35 Annual sales ($M): 796 
Employees: 2,100 

Plants: 3 Species: Beef, chicken, 
pork, turkey
Products: Bacon, battered/
breaded products, cured/cooked 

beef, cured/cooked pork, cured/
cooked poultry, ham, luncheon 
meats/loaves, sausage-cooked, 
sausage-traditional
Headquarters: Massillon, OH 
(800) 860-6777 www.freshmark.com
Chief offi cer: Neil Genshaft

AMI Expo 2011

April 13th to 16th 

McCormick Place

Chicago, IL USA

To The 

Ballroom

2011
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Simmons Foods, Inc.

36 Annual sales ($M): 710 
Employees: 5,350 

Plants: 6 Species: Chicken
Products: Battered/breaded 
products, cured/cooked poultry, 
prepared meals, rendering/by-
products, skinless/boneless poultry
Headquarters: Siloam Springs, AR 
(479) 524-8151 
www.simmonsfoods.com
Chief offi cer: Mark Simmons

Link Snacks, Inc. 
(Jack Link’s Beef Jerky)

37 Annual sales ($M): 705* 
Employees: 1,000* 

Plants: 3* Species: Beef, bison, 
chicken, turkey
Products: Cured/cooked meats, 
cured/cooked pork, cured/cooked 
poultry, sausage-cooked
Headquarters: Minong, WI 
(715) 466-2234 www.jacklinks.com
Chief offi cer: John “Jack” Link

Agri Beef Co. 

38 Annual sales ($M): 700* 
Employees: 850 Plants: 1 

Species: Beef, pork Products: 
Bacon, battered/breaded products, 
cured/cooked pork, ham, luncheon 
meats/loaves, rendering/by-prod-
ucts, sausage-cooked
Headquarters: Boise, ID 
(208) 338-2500 www.agribeef.com
Chief offi cer: Robert Rebholtz Jr.

Johnsonville Sausage, L.L.C.

38 Annual sales ($M): 700 
Employees: 1,000 

Plants: 4 Species: Beef, chicken, 
pork, turkey
Products: Rendering/by-products, 
sausage-cooked, sausage-fresh, 
sausage-traditional
Headquarters: Sheboygan 
Falls, WI (920) 453-6900 
www.johnsonville.com
Chief offi cer: Ralph C. Stayer

Peco Foods, Inc. 
(in process of acquiring Townsends 
Arkansas Division)

38 Annual sales ($M): 700 
Employees: 3,600 

Plants: 6 Species: Chicken
Products: NR
Headquarters: Tuscaloosa, AL 
(205) 345-4711 
www.pecofoods.com
Chief offi cer: Mark Hickman

Coleman Natural Foods*

41 Annual sales ($M): 672* 
Employees: 2,300* 

Plants: 7* Species: Chicken, pork
Products: Bacon, battered/
breaded products, cured/cooked 
pork, cured/cooked poultry, 
sausage-cooked, skinless/boneless 
poultry
Headquarters: Golden, CO 
(800) 849-5464 
www.colemannatural.com
Chief offi cer: Mark McKay
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West Liberty Foods, L.L.C.

42 Annual sales ($M): 650 
Employees: 1,850 

Plants: 4 Species: Beef, chicken, 
pork, turkey
Products: Battered/breaded 
products, cured/cooked beef, cured/
cooked pork, cured/cooked poultry, 
ham, luncheon meats/loaves, 
sausage-cooked, skinless/boneless 
poultry
Headquarters: West Liberty, IA 
(888) 511-4500 www.wlfoods.com
Chief offi cer: Ed Garrett

Fieldale Farms Corp.

43 Annual sales ($M): 645 
Employees: 4,500 

Plants: 3 Species: Chicken
Products: Battered/breaded 
products, cured/cooked beef, 
rendering/by-products, skinless/
boneless poultry
Headquarters: Baldwin, GA 
(706) 778-5100 www.fi eldale.com
Chief offi cer: Tom Hensley

Rastelli Foods Group*

44 Annual sales ($M): 640* 
Employees: 412 

Plants: 2 Species: Beef, chicken, 
lamb, pork, seafood, turkey, veal
Products: Cured/cooked beef, 
cured/cooked pork, cured/cooked 
poultry, prepared meals
Headquarters: Swedesboro, NJ 
(800) 654-6328 www.rastellis.com
Chief offi cer: Ray Rastelli

Danish Crown AMBA

45 Annual sales ($M): 625 
Employees: 25,000 Plants: 71 

Species: Beef, lamb, pork, veal
Products: Bacon, battered/
breaded products, canned meats, 
cured/cooked beef, cured/cooked 
pork, ham, luncheon meats/loaves, 
prepared meals, rendering by-
products, suasage-cooked, sausage-
fresh, sausage-traditional
Headquarters: Randers, Denmark 
(45) 89-19-19-19 www.danishcrown.dk
Chief offi cer: Kjeld Johannesen

Kenosha Beef 
International, Ltd.

46 Annual sales ($M): 615 
Employees: 800 Plants: 4 

Species: Beef, turkey

Products: NR
Headquarters: Kenosha, WI 
(262) 859-2272 www.bwfoods.com
Chief offi cer: Dennis Vignieri

AMI Expo 2011

April 13th to 16th 

McCormick Place

Chicago, IL USA

With 
Marel
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Reliable, safe fi ltration
systems with low operating cost

Micron-Pro
Oil Filtration System

• Continuous, active fi ltration of cooking oil 
during food processing 

• Filtration rates from 20 to 65 gpm, particulates fi ltered to less than 5 
micron to keep your oil clear and clean

• Eliminates the need for powders and paper fi lters
• With 5 levels of safety on every system, it’s one of the safest 

systems on the market.

Filtration Automation, Inc.
7466 Bent Trail
Mansfi eld, Texas 76063
Phone: (817) 999-8190 
www.fi ltrationautomation.com

Single Chamber 
System

Before After

AFA Foods*

47 Annual sales ($M): 600* 
Employees: 550 Plants: 5 

Species: Beef Products: NR
Headquarters: King of Prussia, PA 
(610) 277-5010 www.afafoods.com
Chief offi cer: Ron Allen

Clemens Food Group, Inc

47 Annual sales ($M): 600 
Employees: 2,100 

Plants: 3 Species: Beef, chicken, 
pork, turkey
Products: Bacon, cured/cooked 
beef, cured/cooked pork, cured/
cooked poultry, ham, luncheon 

meats/loaves, rendering/by-
products, sausage-cooked, sausage-
fresh, sausage-traditional
Headquarters: Hatfi eld, PA 
(215) 368-2500 
www.hatfi eldqualitymeats.com
Chief offi cer: Douglas C. Clemens

Colorado Boxed Beef Co.*

47 Annual sales ($M): 600* 
Employees: 400 Plants: 3 

Species: Beef, chicken, lamb, pork, 
seafood, turkey, veal
Products: Bacon, battered/
breaded products, ham, luncheon 
meats/loaves, prepared meals
Headquarters: Auburndale, FL 
(863) 967-0636 
www.coloradoboxedbeef.com
Chief offi cer: John J. Rattigan Jr.

O.K. Industries, Inc.*

47 Annual sales ($M): 600* 
Employees: 4,600 

Plants: 2 Species: Chicken
Products: NR
Headquarters: Fort Smith, AR 
(479) 783-4186 www.okfoods.com
Chief offi cer: Collier Wenderoth Jr.

Case Foods, Inc.

51 Annual sales ($M): 578 
Employees: 2,500 

Plants: 4 Species: Chicken
Products: Battered/breaded 
products, skinless/boneless poultry
Headquarters: Troutman, NC 
(704) 528-4501 
www.casefarms.com
Chief offi cer: Thomas R. Shelton

XL Four Star Beef, Inc.

52 Annual sales ($M): 575 
Employees: 1,000 

Plants: 2 Species: Beef
Products: NR
Headquarters: Omaha, NE 
(402) 731-3370 www.xlfourstar.com
Chief offi cer: Paul Slater

Lopez Foods

53 Annual sales ($M): 540 
Employees: 1,200 

Plants: 2 
Species: Beef, chicken, pork
Products: Sausage-cooked
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Headquarters: Oklahoma City, OK 
(405) 603-7500 
www.lopezfoods.com
Chief offi cer: Ed Sanchez

Sam Kane Beef 
Processors

54 Annual sales ($M): 525 
Employees: 900 

Plants: 1 Species: Beef
Products: NR
Headquarters: Corpus Christi, 
TX (361) 241-5000
Chief offi cer: Jerry Kane

Maple Lodge Farms, Ltd.*

55 Annual sales ($M): 504* 
Employees: 2,200 

Plants: 2 Species: Chicken
Products: Bacon, cured/cooked 
poultry, luncheon meats/loaves, 
sausage-cooked
Headquarters: Brampton, ON, 
Canada (905) 455-8340 
www.maplelodgefarms.com
Chief offi cer: Jack May, Bob May

Quantum Foods, L.L.C.
(acquired North Star Foods, Inc.)

56 Annual sales ($M): 500 
Employees: 1,500 

Plants: 3 Species: Beef, chicken, 
lamb, pork, turkey
Products: Battered/breaded 
products, cured/cooked beef, cured/
cooked pork, cured/cooked poultry, 
luncheon meats/loaves, prepared 
meals, skinless/boneless poultry
Headquarters: Bolingbrook, IL 
(800) 334-6328 
www.quantumfoods.com
Chief offi cer: Edward Bleka

Townsends, Inc. 
(being acquired by Peco Foods, Inc.)

56 Annual sales ($M): 500 
Employees: 3,200 

Plants: 4 Species: Chicken
Products: Battered/breaded 
products, cured/cooked poultry, 
skinless/boneless poultry
Headquarters: Georgetown, DE 
(302) 855-7100 
www.townsends.com
Chief offi cer: Fred Beilstein

United Food 
Group, L.L.C.*

56 Annual sales ($M): 500* 
Employees: 475 

Plants: 2 

Species: Beef, chicken, pork
Products: Cured/cooked beef
Headquarters: Vernon, CA 
(323) 588-5286 
www.moransallnatural.com
Chief offi cer: Rolf Richter

AMI Expo 2011
April 13th to 16th 

McCormick Place - Chicago, IL USA

Join Us For The Post Expo 

Tech Show/Reception
Sh SSchhTeccTeTeec

Nightly after the Expo in the 

Hyatt Regency McCormick Place Ballroom

FREE iPad 

Drawings

oBcP

food
refresh

ments
music

techno
logy
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Compare the

It's time to
bring down

costs.
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Creekstone 
Farms 
Premium Beef

59 Annual sales 

($M): 475 
Employees: 734 Plants: 1 
Species: Beef
Products: Cured/cooked beef, 
luncheon meats/loaves
Headquarters: Arkansas City, KS 
(620) 741-3100 
www.creekstonefarms.com
Chief offi cer: Dennis Buhlke

Allen Family 
Foods, Inc.*

60 Annual sales ($M): 468* 
Employees: 3,000 

Plants: 3 Species: Chicken
Products: Rendering/by-products, 
skinless/boneless poultry
Headquarters: Seaford, DE 
(302) 629-9136 www.
allenfamilyfoods.com
Chief offi cer: Bob Turley

Omaha Steaks 
International, Inc.

61 Annual sales ($M): 457 
Employees: 1,800 

Plants: 3 Species: Beef, chicken, 
lamb, pork, seafood, turkey, veal
Products: NR
Headquarters: Omaha, NE 
(402) 597-3000 
www.omahasteaks.com
Chief offi cer: Bruce A. Simon

Brakebush Brother’s, Inc.

62 Annual sales ($M): 425* 
Employees: 800 

Plants: 1 Species: Chicken
Products: Battered/breaded 
products, cured/cooked poultry, 

skinless/boneless 
poultry
Headquarters: 
Westfi eld, WI 
(608) 933-2121 
www.brakebush.com
Chief offi cer: Carl Brakebush

George’s, Inc.

63 Annual sales ($M): 419* 
Employees: 4,100* 

Plants: 4 Species: Chicken
Products: Battered/breaded 
products
Headquarters: Springdale, AR 
(479) 927-7140
Chief offi cer: Gary C. George

Dietz & Watson, Inc.

64 Annual sales ($M): 400 
Employees: 900 

Plants: 3 Species: Beef, chicken, 
pork, turkey
Products: Cured/cooked beef, 
cured/cooked pork, cured/
cooked poultry, ham, luncheon 

meats/loaves, 
sausage-cooked, 
sausage-fresh, 
sausage-traditional
Headquarters: 
Philadelphia, PA 
(215) 831-9000 
www.dietzandwatson.com
Chief offi cer: Louis J. Eni
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The Competition
27,000 Patties Per Hour
90 Strokes Per Minute

     on Parts & Labor

That can be really tough 
on parts and cause some 
unnecessary spending!

Wary of 
Spending 
$$$ on 
Extra 
Parts?

Difference

815-722-2800

See how to 
do it at the 
AMI Show 

#2419
Exceldor 

Cooperative 
Avicole

64 Annual sales 

($M): 400 
Employees: 900 

Plants: 4 Species: Chicken, 
turkey

Products: Cured/cooked 

poultry, skinless/
boneless poultry

Headquarters: Lévis, 
QB, Canada 

(418) 830-5600 
www.exceldor.com

Chief offi cer: René Proulx

Harris Ranch Beef Co.

66 Annual sales ($M): 363 
Employees: 800 

Plants: 1 Species: Beef
Products: Cured/cooked beef
Headquarters: Selma, CA 
(559) 896-3081 
www.harrisranch.com
Chief offi cer: John Harris

Cooper Farms

67 Annual sales ($M): 353 
Employees: 1,450 

Plants: 2 
Species: Chicken, pork, turkey
Products: Cured/cooked pork, 
cured/cooked poultry, ham, 
luncheon meats/loaves, sausage-

cooked, skinless/
boneless poultry, 

turkey burgers, value 
added products

Headquarters: Oakwood, 
OH (419) 594-3325 

www.cooperfarms.com
Chief offi cer: Jim Cooper

Ed Miniat, Inc.*

68 Annual sales ($M): 350* 
Employees: 320 

Plants: 1 Species: Beef, pork
Products: NR
Headquarters: Homewood, IL 
(708) 957-3800 www.miniat.com
Chief offi cer: Ronald Miniat

Meyer Natural Foods

68 Annual sales ($M): 350 
Employees: 100 

Plants: 0 Species: Beef
Products: Case ready beef, ground 
beef, cured/cooked beef
Headquarters: Loveland, CO 
(800) 856-6765 www.
meyernaturalangus.com; 
www.laurasleanbeef.com
Chief offi cers: Mike Day, 
Chris Boudinet

Bob Evans Farms, Inc.

70 Annual sales ($M): 349 
Employees: 782 

Plants: 6 Species: Pork
Products: Bacon, ham, prepared 
meals, sausage-cooked, sausage-
fresh, sausage-traditional
Headquarters: Columbus, OH 
(800) 272-7675 www.bobevans.com
Chief offi cer: Steven A. Davis
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800 227 5980 / 510 259 0500
info@heatandcontrol.com
www.heatandcontrol.com

Boost profits with 
uniform cooking.

Heat and Control ovens end wasteful  

overcooking.  Our AirForce impingement, spiral, 

and MPO ovens always cook poultry, meat, and 

many other prepared foods uniformly.  Increase 

production output, reduce product waste, and  

ensure every product reaches the same safe  

core temperature.  See how our ovens, fryers, 

flame searers, branders, and batter-breaders  

can boost profits with a demonstration today!

PM Beef Holdings

71 Annual sales ($M): 347 
Employees: 680 Plants: 1 

Species: Beef Products: NR
Headquarters: Windom, MN 
(507) 831-2761 www.pmbeef.com
Chief offi cer: Greg Miller

Intercarnes, S.A. de C.V.*

72 Annual sales ($M): 
319* Employees: 6,500 

Plants: 1 Species: Pork
Products: Sausage-fresh, 
sausage-traditional
Headquarters: Chihuahua, 
Mexico (52) 614-439-0100

Chief offi cer: Oscar Eugenio 
Baeza Fares

Caviness Beef Packers, Ltd.

73 Annual sales ($M): 310 
Employees: 700 Plants: 2 

Species: Beef Products: NR
Headquarters: Hereford, TX 
(806) 357-2443 
www.cavinessbeefpackers.com
Chief offi cer: Terry Caviness

L&H Packing/Surlean Foods

73 Annual sales ($M): 310 
Employees: 600 Plants: 2 

Species: Beef, chicken, pork
Products: Cured/cooked pork, 
rendering/by-products
Headquarters: San Antonio, TX 
(210) 532-3241 
www.surleanfoods.com
Chief offi cer: Ken Leonard

Cagle’s, Inc.

75 Annual sales ($M): 307 
Employees: 1,900 

Plants: 2 Species: Chicken
Products: Battered/breaded 
products, skinless/
boneless poultry
Headquarters: Atlanta, GA 
(404) 355-2820 www.cagles.net
Chief offi cer: J. Douglas Cagle

Gold’n Plump Poultry

76 Annual sales ($M): 300 
Employees: 1,500 

Plants: 3 Species: Chicken
Products: Skinless/boneless 
poultry, ground chicken
Headquarters: St. Cloud, MN 
(320) 251-3570 
www.goldnplump.com; 
www.justbarechicken.com
Chief offi cer: Michael Helgeson

FPL Food, L.L.C.

77 Annual sales ($M): 295 
Employees: 730 

Plants: 3 Species: Beef
Products: NR
Headquarters: Augusta, GA 
(706) 722-2694 
www.fplfood.com
Chief offi cer: Cimberlie Elkins

THE TOP 125 PROCESSORS
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Branding Iron Holdings

78 Annual sales ($M): 290 
Employees: 800 

Plants: 4 Species: Beef, pork
Products: NR
Headquarters: Sauget, IL 
(618) 337-8400
Chief offi cer: Scott Hudspeth

Golden State Foods 
Meat Products Group

78 Annual sales ($M): 290 
Employees: 190 

Plants: 1 Species: Beef
Products: Beef patties, 
ground beef
Headquarters: Irvine, CA 
(949) 252-2000 
www.goldenstatefoods.com
Chief offi cer: Mark Wetterau

Claxton Poultry Farms*

80 Annual sales ($M): 275* 
Employees: 1,800 

Plants: 1 Species: Chicken
Products: Skinless/boneless 
poultry
Headquarters: Claxton, GA 
(912) 739-3181 
www.claxtonpoultry.com
Chief offi cer: Jerry Lane

Sugar Creek Packing Co.*

81 Annual sales ($M): 270* 
Employees: 1,500 

Plants: 4 Species: Chicken, pork
Products: Bacon, sausage-cooked
Headquarters: Washington Court 
House, OH (740) 335-3586 
www.sugarcreek.com
Chief offi cer: Tom Bollinger

Specialty Foods Group, Inc.*

82 Annual sales ($M): 258* 
Employees: 799 

Plants: 2 Species: Beef, chicken, 
pork, turkey
Products: Canned meats, cured/
cooked beef, cured/cooked pork, 
ham, luncheon meats/loaves, 
sausage-cooked, sausage-traditional
Headquarters: Newport News, VA 
(757) 952-1200 
www.smgmeats.com
Chief offi cer: Bonita J. Then

Columbus Foods, L.L.C.*

83 Annual sales ($M): 250* 
Employees: 300 

Plants: 3 Species: Beef, chicken, 
pork, seafood, turkey
Products: Cured/cooked beef, 
cured/cooked pork, cured/cooked 
poultry, ham, sausage-cooked
Headquarters: Hayward, CA 
(510) 921-3400 
www.columbussalame.com
Chief offi cer: Ralph Denisco
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Land O’Frost, Inc.*

83 Annual sales ($M): 250* 
Employees: 800 

Plants: 3 Species: Beef, chicken, 
pork, turkey
Products: Cured/cooked beef, 
cured/cooked pork, cured/cooked 
poultry, ham, luncheon meats/
loaves
Headquarters: Lansing, IL 
(708) 474-7100 www.landofrost.com
Chief offi cer: David Van Eekeren

Lone Star Beef Processors

83 Annual sales ($M): 250 
Employees: 475 Plants: 1 

Species: Beef
Products: NR
Headquarters: San Angelo, TX 
(325) 658-5555 
www.lonestarbeef.net
Chief offi cer: John Cross

Mar-Jac Poultry, Inc.

83 Annual sales ($M): 250 
Employees: 1,300 

Plants: 1 Species: Chicken
Products: Skinless/boneless poultry
Headquarters: Gainesville, GA 
(770) 531-5000 
www.marjacpoultry.com
Chief offi cer: Pete Martin

Request Foods, Inc.

87 Annual sales ($M): 242 
Employees: 580 Plants: 1 

Species: Beef, chicken, pork, sea-
food, turkey
Products: Prepared meals
Headquarters: Holland, MI 
(616) 786-0900 
www.requestfoods.com
Chief offi cer: Jack DeWitt

Overhill Farms*

88 Annual sales ($M): 239* 
Employees: 1,048 

Plants: 2 Species: Beef, chicken, 

lamb, pork, seafood, turkey, veal
Products: Prepared meals
Headquarters: Vernon, CA 
(323) 582-9977 
www.overhillfarms.com
Chief offi cer: James Rudis

Dakota Turkey 
Growers, L.L.C. 
(Dakota Provisions)

89 Annual sales ($M): 235 
Employees: 785 Plants: 1 

Species: Beef, chicken, pork, turkey
Products: Cured/cooked beef, 
cured/cooked pork, cured/cooked 
poultry, ham, luncheon meats/
loaves, skinless/boneless poultry
Headquarters: Huron, SD 
(605) 352-1519 
www.dakotaprovisions.com
Chief offi cer: Kenneth Rutledge
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VFD-Induced 
Bearing Currents 

Kill Motors!

SGR
BEARING PROTECTION RING 

 Save your washdown-duty motors — 
Specify AEGIS™

 SGR installed internally 

Most VFD-driven washdown motors today 
are more likely to fail from bearing current 
damage than from water damage. Proven in 
hundreds of thousands of installations, AEGIS™ 
SGR protects motor bearings from these 
damaging VFD-induced currents, dramatically 
reducing downtime, extending motor life, 
and improving the reliability of systems.  

•  Safely channels harmful currents away 
from bearings to ground 

•   Maintenance-free

•  Internal installation protects AEGIS™ rings 
from high-pressure washdown spray 

To download a free technical paper on bearing 
protection technologies, visit our website:

1-866-738-1857 | sales @ est-aegis.com
www.est-aegis.com

Fluted race caused by VFD-induced 
discharges through the bearings of 
unprotected motor. AEGIS™ SGR 
prevents such damage.

Mountain City Meat*

90 Annual sales ($M): 230* 
Employees: 520 Plants: 1 

Species: Beef, bison, pork
Products: NR
Headquarters: Denver, CO 
(303) 320-1116 
www.mountaincitymeat.com
Chief offi cer: Ron Divin

Stampede Meat, Inc.

90 Annual sales ($M): 230 
Employees: 800 

Plants: 2 Species: Beef, chicken, 
pork, turkey
Products: Prepared meals, 
rendering/by-products
Headquarters: Bridgeville, IL 
(800) 353-0933 
www.stampedemeat.com
Chief offi cer: Edward J. Ligas

Marshall Durbin Co.

92 Annual sales ($M): 226 
Employees: 1,900 

Plants: 2 Species: Chicken
Products: NR
Headquarters: Birmingham, AL 
(800) 245-8217 
www.marshalldurbin.com
Chief offi cer: Melissa Durbin

Abbyland Foods, Inc.

93 Annual sales ($M): 225 
Employees: 725 

Plants: 2 Species: Beef, pork
Products: Luncheon meats/loaves, 
sausage-cooked, sausage-fresh, 
sausage-traditional
Headquarters: Abbotsford, WI 
(715) 223-6386 
www.abbyland.com
Chief offi cer: Harland 
Schranfnagel

Central Valley Meat

93 Annual sales ($M): 225 
Employees: 325 

Plants: 1 Species: Beef
Products: NR
Headquarters: Hanford, CA 
(559) 583-9624
Chief offi cer: Brian Coelho

Superior Farms (T.H.C.I)

95 Annual sales ($M): 221* 
Employees: 370 

Plants: 3 Species: Beef, chicken, 
lamb, pork, veal

Products: Rendering/by-products
Headquarters: Davis, CA 
(530) 758-3091 www.
superiorfarms.com
Chief offi cer: Les Oesterreich
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Les Viandes duBreton, Inc.

96 Annual sales ($M): 210 
Employees: 450 

Plants: 1 Species: Pork
Products: Fresh pork, case ready 
fresh sausage, ham & bacon
Headquarters: Riviere-du-Loup, 
QB, Canada (418) 863-6711 
www.dubreton.com
Chief offi cer: Vincent Breton

Aurora Packing Co., Inc.*

97 Annual sales ($M): 202* 
Employees: 250 Plants: 1 

Species: Beef Products: NR
Headquarters: North Aurora, IL 
(630) 897-0551
Chief offi cer: Marvin Fagel

Farmers Pride, Inc.

98 Annual sales ($M): 195 
Employees: 1,050 

Plants: 1 Species: Chicken, tur-
key, duck, cornish game hen
Products: Battered/breaded 
products, cured/cooked poultry, 
skinless/boneless poultry
Headquarters: Fredericksburg, PA 
(717) 865-6626 
www.bellandevans.com
Chief offi cer: Scott J. Sechler

Harrison Poultry, Inc.

99 Annual sales ($M): 193 
Employees: 975 

Plants: 1 Species: Chicken
Products: Skinless/boneless 
poultry
Headquarters: Bethlehem, GA 
(770) 867-7511
Chief offi cer: Michael A. Welch

Odom’s Tennessee 
Pride Sausage, Inc. 

100 Annual sales ($M): 180 
Employees: 780 

Plants: 2 Species: Pork, turkey
Products: Sausage-cooked, 
sausage-fresh
Headquarters: Madison, TN 
(615) 868-1360 www.tnpride.com
Chief offi cer: Larry Odom

Triumph Foods, L.L.C. 

100 Annual sales ($M): 180 
Employees: 2,500 

Plants: 1 Species: Pork
Products: NR
Headquarters: St. Joseph, MO 
(816) 396-2700 
www.triumphfoods.com
Chief offi cer: Rick Hoffman

Murry’s, Inc. 

102 Annual sales ($M): 170 
Employees: 1,100 

Plants: 1 Species: Beef, chicken, 
pork, seafood
Products: Battered/breaded 
products, cured/cooked beef, cured/
cooked poultry, sausage traditional  
Headquarters: Upper 
Marlboro, MD (800) 638-0215 
www.murrys.com
Chief offi cer: Ira Mendelson

Tip Top Poultry, Inc.

102 Annual sales ($M): 170 
Employees: 1,100 

Plants: 2 Species: Chicken, 
turkey
Products: Cured/cooked poultry
Headquarters: Marietta, GA 
(800) 241-5230 
www.tiptoppoultry.com
Chief offi cer: Robin Burruss

Rose Packing Co., Inc.*

104 Annual sales ($M): 166 
Employees: 600 

Plants: 1 Species: Pork, turkey
Products: Bacon, cured/cooked 
pork, ham, luncheon meats/loaves, 
sausage-cooked, sausage-fresh, 
sausage-traditional, skinless/
boneless poultry
Headquarters: Barrington, IL 
(847) 381-5700 
www.rosepacking.com
Chief offi cer: Dwight E. Stiehl

Grand River Foods

105 Annual sales ($M): 165 
Employees: 500 

Plants: 4 Species: Beef, chicken, 
pork, turkey
Products: Battered/breaded 
products, cured/cooked beef, cured/
cooked pork, cured/cooked poultry, 
prepared meals, skinless/boneless 
poultry

Headquarters: Cambridge ON, 
Canada (519) 653-3577 
www.grandriverfoods.com
Chief offi cer: Craig Richardson

Mountain States 
Rosen, L.L.C.

105 Annual sales ($M): 165 
Employees: 175 

Plants: 2 Species: Beef, lamb, 
pork, veal Products: NR
Headquarters: Bronx, NY 
(718) 842-4447 www.usalamb.com
Chief offi cer: Dennis Stiffl er

Alberta Beef Packing, Inc.*

107 Annual sales ($M): 164* 
Employees: NR 

Plants: NR Species: Beef
Products: NR
Headquarters: Edmonton, AB, 
Canada (780) 477-2233
Chief offi cer: Lee W. Nilsson

Michigan 
Turkey Producers

108 Annual sales ($M): 162 
Employees: 500 

Plants: 2 Species: Chicken, 
pork, turkey
Products: Cured/cooked pork, 
cured/cooked poultry, ham, 
luncheon meats/loaves, rendering/
by-products, sausage fresh, 
skinless/boneless poultry, fresh 
turkey roasts
Headquarters: Grand Rapids, MI 
(616) 245-2221 www.miturkey.com
Chief offi cer: Dan Lennon

Kayem Foods, Inc.

109 Annual sales ($M): 150* 
Employees: 600 

Plants: 2 Species: Beef, 
chicken, pork
Products: Cured/cooked beef, 
cured/cooked pork, cured/cooked 
poultry, ham, luncheon meats/
loaves, sausage-cooked, sausage-
fresh, sausage-traditional, skinless/
boneless poultry
Headquarters: Chelsea, MA 
(800) 426-6100 www.kayem.com
Chief offi cer: Ray Monkiewicz
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Prestage Foods, Inc.*

109 Annual sales ($M): 150* 
Employees: 700 

Plants: 1 Species: Turkey
Products: NR
Headquarters: St. Pauls, NC 
(910) 865-6611 
www.prestagefoods.com
Chief offi cer: Kevin Kniefel

Custom Food 
Products, L.L.C.

111 Annual sales ($M): 145 
Employees: 350 

Plants: 2 Species: Beef, chicken, 
pork, turkey
Products: Cured/cooked beef, 
cured/cooked pork, cured/cooked 
poultry, ham, sausage-cooked
Headquarters: Carson, CA 
(310) 637-0900 
www.customfoodproducts.com
Chief offi cer: Jon Hickerson

Maple Leaf Farms, Inc.

111 Annual sales ($M): 145* 
Employees: 840 

Plants: 2 Species: Chicken, duck
Products: Battered/breaded 
products, cured/cooked poultry, 
rendering/by-products, sausage-
fresh, skinless/boneless poultry, 
cooked duck
Headquarters: Milford, IN 
(574) 658-4121 www.
mapleleaffarms.com
Chief offi cer: Terry Tucker

Premium Brands 
Holdings Corp.*

111 Annual sales ($M): 145* 
Employees: 971 

Plants: 13 Species: Beef, chicken, 
lamb, pork, veal
Products: Bacon, cured/cooked 
beef, cured/cooked pork, cured/
cooked poultry, ham, luncheon 
meats/loaves, prepared meals, 
sausage-cooked, sausage-fresh, 
sausage-traditional
Headquarters: Richmond, BC, 
Canada (604) 656-3100 
www.premiumbrandsholdings.com
Chief offi cer: George Paleologou

Zacky Farms, L.L.C.*

111 Annual sales ($M): 145* 
Employees: 1,000 

Plants: 3 Species: Beef, chicken, 
pork, turkey
Products: Skinless/boneless 
poultry, cured/cooked poultry, 

ham, luncheon meats/loaves, 
prepared meals, rendering/by-
products, sausage-cooked, sausage-
fresh, sausage-traditional
Headquarters: Fresno, CA 
(559) 443-2700 www.zacky.com
Chief offi cer: John Ross
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J H Routh Packing Co.

115 Annual sales ($M): 140 
Employees: 300 

Plants: 1 Species: Pork
Products: Bacon, ham, rendering/
by-products, sausage-fresh
Headquarters: Sandusky, OH 
(419) 626-2251
Chief offi cer: Thomas M. Routh

John Soules Foods, Inc.

115 Annual sales ($M): 140 
Employees: 460 

Plants: 1 Species: Beef, chicken
Products: Cured/cooked beef, 
cured/cooked poultry, skinless/
boneless poultry
Headquarters: Tyler, TX 
(903) 592-9800 
www.johnsoulesfoods.com
Chief offi cer: John Soules Jr.

Granny’s Poultry 
Cooperative, Ltd.

117 Annual sales ($M): 135 
Employees: 480 

Plants: 1 Species: Chicken, turkey
Products: Battered/breaded 
products, cured/cooked poultry, 
luncheon meats/loaves, skinless/
boneless poultry
Headquarters: Winnipeg, MB, 
Canada (204) 488-2230 
www.grannys.ca
Chief offi cer: Craig Evans

Pinty’s Delicious 
Foods, Inc.*

117 Annual sales ($M): 135* 
Employees: 500 

Plants: 4 Species: Chicken
Products: Battered/breaded 
products, cured/cooked poultry, 
prepared meals, skinless/boneless 
poultry
Headquarters: Burlington, ON, 
Canada (800) 263-7223 
www.pintys.com
Chief offi cer: Jack Vanderlaan

Sioux-Preme 
Packing Co.

117 Annual sales ($M): 135 
Employees: 300 

Plants: 2 Species: Pork
Products: Rendering/by-products
Headquarters: Sioux Center, IA 
(712) 722-2555 
www.siouxpreme.com
Chief offi cer: Gary Malenke

Aliments ASTA, Inc.*

120 Annual sales ($M): 131* 
Employees: 400 

Plants: 1 Species: Pork
Products: Bacon, cured/cooked 
pork, ham
Headquarters: St-Alexandre-de-
Kamouraska, QB, Canada 
(418) 495-2728 
www.asta-1982.com
Chief offi cer: M. Jacques Poitras

Strauss Brands, Inc.

121 Annual sales ($M): 130 
Employees: 140 

Plants: 1 Species: Beef, lamb, 
pork, veal
Products: Bacon, battered/
breaded products, sausage-cooked
Headquarters: Franklin, WI 
(414) 421-5250 
www.straussbrands.com
Chief offi cers: Randy Strauss/
Tim Strauss

Simeus Foods 
International, Inc.*

122 Annual sales ($M): 125* 
Employees: 260 

Plants: 2 Species: Beef, chicken, 
pork, turkey
Products: Cured/cooked beef, 
cured/cooked pork, ham, sausage-
traditional, skinless/boneless 
poultry
Headquarters: Mansfi eld, TX 
(888) 772-3663 
www.simeusfoods.com
Chief offi cer: Kelly Hansen

Atlantic Premium 
Brands, Ltd.

123 Annual sales ($M): 120 
Employees: 600 

Plants: 3 Species: Beef, pork, 
seafood
Products: Prepared meals, 
sausage-cooked, sausage-fresh, 
sausage-traditional
Headquarters: Northbrook, IL 
(847) 412-6200 
www.atlprem.com
Chief offi cer: Thomas Dalton

Bridgford Foods Corp.

124 Annual sales 

($M): 117.7 Employ-

ees: 520 Plants: 3 Species: Beef, 
chicken, pork, turkey
Products: Bacon, ham, sausage-
cooked, sausage-traditional
Headquarters: Anaheim, CA 
(714) 526-5533 
www.bridgford.com
Chief offi cer: William L. Bridgford

Central Beef 
Industries, L.L.C.

125 Annual sales ($M): 115 
Employees: 170 

Plants: 1 Species: Beef
Products: NR
Headquarters: Center Hill, FL 
(352) 793-3671
Chief offi cer: Marshall Chernin

Kunzler & Co., Inc.

125 Annual sales ($M): 115 
Employees: 500 

Plants: 3 Species: Beef, 
chicken, pork
Products: Bacon, cured/cooked 
beef, cured/cooked pork, cured/
cooked poultry, ham, luncheon 
meats/loaves, sausage-cooked
Headquarters: Lancaster, PA 
(888) 586-9537 
www.kunzler.com
Chief offi cer: Christian C. Kunzler III

THE TOP 125 PROCESSORS
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Small Business Matters

Every small meat processor seems to 
hit on something they do well. But 

those that seemingly do everything 
well are indeed, rare. Alewel’s Coun-
try Meats is one of those rich fi nds and 
a true, rural diamond in the rough. 

Duty calls
Alewel’s is a Midwest gem that’s rich in tradition 
BY STEVE KRUT
meatpoultry@sosland.com

“ The success of our 
business is not that we 
never make mistakes, 
but that we don’t make 
the same ones twice.”

Maybe it’s something in the genes 
that makes this fourth-generation 
business stay on the cutting edge of 
innovation and growth, but CEO 
Randy Alewel defl ects the credit to  
everyone and everything else.

“Our strength is having a variety 
of quality products and employees 
who are trained and empowered to 
make decisions,” he explains. “Cus-
tomer service is huge. Someone com-
ing into our shop gets per-
sonal care.

“I can honestly say that 
the success of our busi-
ness is not that we never 
make mistakes, but that 
we don’t make the same 
ones twice,” he adds. “We 
have learned so much 
from others in our in-
dustry. We try to apply what we’ve 
learned and take care of our custom-
ers. And we’ve found that they take 
care of you.”

The family started in the food 
business in 1932 when brothers Hugo 
and Dick Alewel established a gro-
cery store in an old hotel in Con-
cordia, Mo., which included a small 

meat shop specializing in 
the manufacture of sausage 
and processed cured meat. 
They later built a slaughter 
plant just outside town and 
phased out of the grocery 
business.

Hugo’s son, Roger, re-
turned home from the Air 
Force in 1964 and worked 

with the family before buying a meat 
processing operation and retail store 
in Warrensburg, Mo. in 1975. When 
a fi re destroyed the Concordia plant 

Alewel



Are your poultry patty sales just as flat as the patties
themselves? Then you need our Vemag FM250 Patty Forming
Machine. The high-speed FM250 produces the lightest, fluffiest,
juiciest, and most tender poultry patty you’ll ever sink your teeth into.
Unlike conventional patty forming machines that use high-pressure to
compress meat into flat, rubbery “pucks”, the FM250 uses a gentle,
low-pressure system to form patties that look homemade and have a
tender bite that no other machine can produce. Meat fibers are not
crushed or destroyed on the FM250 – instead they retain their natural
alignment so that the finished patty has the superior bite, texture and
eating quality of a hand-made product. 

Connected to a Vemag HP-E filler with an in-line grinder, the
FM250 provides high output and exact weight portions. An easy-to-change forming nozzle allows quick product changeovers.
Available with an interleaver and/or stacker, as well as a high-speed shuttle to load freezer and oven belts. A Vemag

ProcessCheck check weigher can also be added inline to       automatically monitor individual
patty weights and adjust the filler  – ensuring uniform 
weights and reduced giveaway.

Leading the food industry in processing and packaging solutions.

Fluffy “homemade” style
patty made only on 
the Vemag FM250.

Compressed patty 
made on a conventional

forming machine.

Vemag HP 20E Filler with inline grinding, the FM250 and ProcessCheck
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ALEWEL’S COUNTRY MEATS

in 1979, the family rebuilt and added on to the facility. Just three years later, 
Roger sold the business to Krachmer Foods of St. Louis and continued work-
ing as a manager, but kept the Warrensburg facility, waiting for son Randy to 
fi nish studies in animal science at the Univ. of Missouri, Columbia.

Randy put his bachelor’s degree to work immediately upon graduation in 
1983 and moved things into high gear in Warrensburg.  He expanded it three 
times, the most recent addition being a rustic looking retail store with a warm, 
contemporary décor.

Randy and wife Teresa, who is the director of career services at the Univ. 
of Central Missouri in Warrensburg, have three children who work part time 
while in school and during the summers.

With only 12 employees, the Alewels operate with aplomb in the shadow of a 
major shopping center and despite a Wal-Mart store that is almost visible from 
their facility. From the front porch to the retail shop where nestling pig statues 
seem right at home, customers enter a fantasy land of meat products that have 
earned the family more than 200 state and national awards for their quality.

Every aspect of the retail store is customer-friendly and the variety of gour-
met products is exceeded only by the quality.

The 575-sq.-ft. retail store accounts for 40 percent of the Alewel sales vol-
ume, but the rest of the 6,000-sq.-ft. facility houses a vibrant private-label 
division (20 percent); a popular custom processing trade (20 percent) and a 
growing catering business (10 percent).

“We’ve been doing more private labeling and our high quality standards 
help us a great deal,” Randy adds. “We just keep focusing on refi ning what 
we do to do it better.”

In Missouri, custom deer processing is a huge boost to smaller processors, 
and the Alewel’s offerings in that department are strong in the value-added 
area. Prize-winning recipes for deer summer sausage, snack sticks, jerky, 
franks, brats and chili-links bring in about 2,000 individual sportsmen a year, 
and the varieties in those categories include a bevy of fl avors.

Catering is a strong suit at Alewel’s Country Meats and the high-end of-
ferings can be picked up or delivered. From whole, roasted pigs to baron of 
beef, smoked turkey, barbecue choices or even sandwiches for offi ce or cor-
porate meetings, the family owners do it with pizzazz. Customers need only 
answer “when and how many” and everything from serviceware to plates is 
planned for them.

TREIF has 
solutions 

worth 
shouting about!

1.888.77.TREIF           www.treif.com

For more information about the 
above models and other dicing, 

slicing, shredding and strip cutting 
equipment, call or visit our website.

TWISTER mat
Fully automatic 
loading for dicing, 
shredding and 
strip cutting

PUMA EB
Accurate portion 

cutting, even 
for bone-in 

products

DIVIDER 660
Modular slicing 
system with 
check weigher 
and loading 
belt options

FALCON conti
Weight-controlled precision cutting 

and continuous 
loading
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A visit to the fi rm’s website (www.
alewels.com) provides a lesson in mar-
keting gift packages. Bundles give a 
choice of several sausages and a ba-
con sampler lets one get cured, Ca-
jun, peppered and dry cured bacons. 
Others offer everything from smoked 
turkey, smoked chops, ham, sausage 
and cheeses.

Alewel’s website also features reci-
pes and tips for cooking steaks, stand-
ing rib roasts, Alaskan halibut and 
even red-eye gravy to grace their fa-
mous dry-cured country hams. For 
the custom trade, they offer to pro-
cess product using customers’ reci-
pes or theirs.

Warrensburg is still a rural com-
munity and about 3,000 vehicles a day 
pass in front of the store. When Wal-
Mart opted to offer only pre-packaged 
meats, Randy stuck with traditional 
service and enjoyed his biggest Christ-
mas volume ever. In 2010, Alewel’s 
sales grew by 33 percent.

Maintaining a business for 79 years 
requires a nimble approach and fl ex-
ible business model. All the while, a 
commitment to serving the commu-
nity and the industry in which it oper-
ates is essential. Roger, who fl ew B-52 
bombers in the Air Force, joined the 
Missouri Army National Guard when 
he returned to the meat business. He 
also served as the manager of the Mis-
souri State Fair and his wife, Ronnie, 
worked as the secretary of the Mis-
souri Association of Meat Processors 
(MAMP).

Hugo, Randy and Roger were in-
ducted into MAMP’s Hall of fame in 
1989, 2001 and 2002, respectively. 
Both Roger and Randy were presi-
dents of the American Association 
of Meat Processors (AAMP) and 
in 2004 they became the fi rst father 
and son to be inducted into AAMP’s 
Cured Meat Hall of Fame. Roger and 

Ronnie were honored with AAMP’s 
Annual Achievement Award in 1997.

Randy is presently commander of 
the 35th Engineer Brigade of the Mis-
souri National Guard and has earned 
the rank of colonel. 

His involvement in the Missouri 
Pork Producers and Missouri Cattle-
mens Associations, the Warrensburg 
Rotary Club, Western Missouri Med-
ical Center (trustee) and Warrens-
burg Chamber of Commerce speaks 
volumes, but considering he has also 
managed Alewel’s Cattle Company 
and Brisket’s BBQ Restaurant, a drive-
through promoting Alewel’s smoked 
products and catering services, no one 

can question how much he believes in 
giving back to those who supported 
him and his family business.

But when asked about what makes 
him proudest, Randy serves up an-
other piece of his brand of humble-
pie: “The employees we have are what 
make and sustain our business. We 
have three who have been here over 
20 years, one over 30 years and the 
average is nine years with us.” ■

Steve Krut, an industry veteran, is a contribut-
ing editor writing exclusively for Meat&Poultry, 
specializing in small business issues. He resides 
in Marietta, Pa.

We would like to hear from you – to comment 
on this story or to request reprints, contact us 
by e-mail at meatpoultry@sosland.com.

Above: Alewel’s meat products have 
earned the family over 200 state and na-
tional awards for their quality. Lower: 
Alewel’s website features recipes and 
tips for cooking, gift packages and cus-
tom processing information. (Photos cour-
tesy of Alewel’s Country Meats)

ALEWEL’S COUNTRY MEATS
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Food Ingredient Solutions

Incorporating fruit or vegetables into 
red meat and poultry products is not 

a new idea. Pickle and pimento loaf 
and olive loaf lunchmeats have been 
around for decades. But new varia-
tions on this old idea, such as Koch’s 
Turkey Farm Cranberry Turkey Burg-
ers, Aidells Spicy Mango with Jala-
peño Smoked Chicken and Turkey 

Delectable pairings
Formulating with fruits and vegetables deliver 
fl avor and quality attributes
BY BRYAN SALVAGE
bsalvage@sosland.com

Sausage and Cher-Make Pepper Jack 
Bratwurst with jalapeño peppers and 
pepper jack cheese, keep fl ooding the 
new-product pipeline.

Such ingredients can enhance prod-
uct eye appeal by adding color while 
improving fl avor and reducing fat con-
tent and in some cases, reduce raw ma-
terial costs. Steve Moore, a consultant 
for the beef checkoff program, says the 

use of fruits and vegetables as ingredi-
ents in beef products is becoming more 
common for two reasons.

“Consumers really like the ‘arti-
san’ look of vegetables that are used 
internally in a tied or rolled roast, [usu-
ally small dehydrated versions] and 
externally for the visual effect, and 
of course it helps with some bold fl a-
vors to give smaller portions a larger 
impact and mitigates some calories 
also,” Moore says. “I’m mainly seeing 
the veggie rubs or visual inclusions.”

Various new and upscale types of 
meatloaf and meatballs are also start-
ing to show-up with interesting com-
binations, Moore continues. “Stuffed 
product, which is really ‘retro’ simi-
lar to the old pocket steak/chop and/
or pinwheel where some veggies are 
sprinkled on a f lattened steak then 
tightly rolled and tied and then sliced 
for a very nice meat case presentation 
[are also being seen],” he says.

Fruit has been on the upturn for 
quite a while, Moore adds. “It does 
two things,” he says. “In gourmet sau-
sages and burgers, it can add fl avor 

and allow sugars to be minimized or 
taken out of a formula because the 
natural sweetness in most fruits will 
give the same effect to softening the 
saltiness. And many fruits give some 
nice juicy attributes that can help keep 
a lower-fat sausage or burger more like 
the mouth-feel of a higher-fat version, 
and the fl avor of fruit seems to com-
plement the savory of meat. More fruit 
also is being incorporated into glazes 
that keep the product moist during 
cooking and holding.”

Fruit and vegetable ingredients in 
pork products at the retail meat case 
are primarily in marinated products, 
says Jarrod Sutton, assistant vice presi-
dent of channel marketing for the Na-
tional Pork Board. “While the mari-
nated category has slowed its growth 
considerably the last few years, it still 
holds a prominent place in the meat 
case, specifi cally marinated pork ten-
derloins,” he adds.

In a chart featuring sales data from 
FreshLook Marketing for marinated 
pork products, Sutton points out the 
dominant fl avors are teriyaki and lemon. 

“ New, value-added 
variations of meat and 
poultry products with 
vegetables or fruit 
keep fl ooding the new 
product pipeline.”

Koch’s Turkey Farm launched 
its fi rst entrée in the tur-
key burger marketplace with 
Cranberry Turkey Burgers in 
March 2010. (Photo courtesy of 
Koch’s Turkey Farm)
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“As for foodservice...it is common 
for operators to include fruits and veg-
etables as accompaniments to meat 
entrée dishes,” Sutton says. “We are 
fortunate pork offers such an amazing 
fl avor profi le to complement countless 
cuisines, which obviously enables cu-

linary creative types to 
express their inspiration 
with few limitations.”

Some clients of The 
Turover Straus Group 
Inc. have used fruits and 
vegetables as accompani-
ments to meat and poul-
try, but not “in” meat, 
says Alan Turover, co-
president of the company, 
which is one of the lead-
ing food innovation con-
cepting and prototyping 
fi rms in the US. 

“We have developed 
fruit salsas, fi g and other 
types of balsamic glazes, 
sauces containing fruits 
and vegetables, fruit 
fl avored glazes that are 
added to or placed on 
top of meats and poul-
try and several fruit and 
vegetable products that 
are cooked with, as op-
posed to just being a side 
dish to, meat and poul-
try,” he says.

“These fruit and veg-
etable products are add-

ed for several reasons – sometimes to 
add color to the meat, sometimes to 
add fl avor, to reduce overall fat con-
tent, or sometimes to reduce raw ma-
terial costs,” he adds. 

Enhancing turkey
Many value-added turkey products 
include traces of fruit and vegetables 
for fl avor, says Norma Farrell the 
National Turkey Federation’s cu-
linary consultant. “Marinades and 
demi-glaces frequently incorporate 

fruits and/or vegetables with tender-
loin products,” she adds. 

Some ground turkey products in-
clude soy to help retain moisture in 
meatballs and burgers. Other vege-
tables are also added to these ground 
products to provide added f lavor. 
Some brands of turkey meatballs 
add vegetables (including dehydrat-
ed and powdered forms). Turkey sau-
sage products include both soy and 
vegetable ingredients.

Both the enhancements to ground 
turkey products and the marinated 
turkey tenderloins are perfect exam-
ples of the industry responding to 
consumer demands for quick-and-
easy dinners, Farrell says. 

“With the additional fl avors and 
ready-to-cook enhancements, dinner 
can be prepared much quicker,” she 
adds. “The same ease of preparation 
and extra f lavor enhancements are 
equally important to the foodservice 
industry as all operations try to control 
both food and labor expenses” (See 
“Turkey innovation,” side bar on Page 
74 for product examples).  

Adding value
During the past year, many meat and 
poultry products entered both food-
service and retail markets featuring 
vegetable or fruit ingredients. In 
January, Miami-based Burg-
er King Corp. launched its 
new Jalapeño & Cheddar 

BK Stuffed Steakhouse burger in the 
US. This premium sandwich includes 
bits of jalapeño peppers and Cheddar 
cheese inside the fl ame-broiled burger 
that’s topped off with poblano sauce, 
tomatoes and lettuce, all served on a 
bun. The burger is available for a lim-
ited time at participating Burger King 
restaurants nationwide. In late Febru-
ary, this product also entered the Ca-
nadian market.

“Our guests have expressed their 
love for our quality burgers, and we 
know that they enjoy the bold com-
bination of spicy and cheesy in a big 
way,” said Jonathan Muhtar, BK’s vice 
president of global product market-
ing and innovation. “With our fi rst 
ever stuffed sandwich, we’re giving 
our guests what they want – juicy, 
100-percent beef infused with jala-
peños and Cheddar for an experience 
you can see and taste in every bite.” 

Pushing poultry’s profi le
Tamaqua, Pa.-based Koch’s Tur-
key Farm launched its fi rst entrée in 
the turkey burger marketplace with 
Cranberry Turkey Burgers in March 
2010. Cranberries complement the 

The marinated category holds a promi-
nent place in the meat case, specifi cally 
marinated pork tenderloins. (Photo courte-
sy of the National Pork Board)

In January, Burger King Corp. 
launched its new Jalapeño & 
Cheddar BK Stuffed Steakhouse 
burger in the US. (Photo courtesy of 
Burger King Corp.)

Sutton

Turover

Farrell
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strengthening healthful alternative movement. Made with 
all-natural turkey, the product contains no artifi cial ingre-
dients. The burgers contain a minimal amount of fat and 
go from the skillet to the plate in about fi ve minutes, the 
company says.

“Our new burgers are truly unique; they combine the 
great taste of cranberries with our delicious turkey,” says 
Duane Koch, president of Koch’s. “With these new burg-
ers, families can now continue to eat great-tasting burgers 
without the worry of having too much red meat in their diet.”

Chef Bruce Aidells of Aidells Sausage Co., San Lean-
dro, Calif., prides himself on innovation when it comes to 
incorporating fruit and vegetables in his artisan chicken 
sausage. As stated on his website, Chicken Apple was his 
fi rst chicken sausage introduced in the early 1980s and 
it remains a bestseller. He crafts sausage using excep-
tional ingredients, such as sun-dried tomatoes, artichoke 
hearts, mangoes and chunks of humanely raised poultry, 
the website states.

Aidells’ fully cooked retail products featuring fruit 
or vegetables include Mango Smoked Chicken Sausage, 
Fully Cooked Pineapple & Bacon Smoked Chicken Sau-
sage, Spicy Mango with Jalapeño Smoked Chicken and 
Turkey Sausage, Spinach & Feta Smoked Chicken and 
Turkey Sausage just to mention a few.

Fresh restaurant and foodservice dinner sausage of-
ferings include All Natural Mango Chicken Sausage 
and Organic Spinach & Feta Smoked Chicken Sausage 
while breakfast links include Apricot Ginger Breakfast 
Links (chicken and turkey). Cooked meatball offerings 
include Sun Dried Tomato/Parmesan Meatballs (chick-
en and turkey). Aidells proves there are no limits when 
it comes to creating innovative products.

Last year, al fresco All Natural added Chipotle Chorizo with 
Mango to its growing line of chicken sausage. (Photo courtesy of 
All Natural)

FOOD INGREDIENTS
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Last year, al fresco All Natural added Chipotle Cho-
rizo with Mango to its growing line of chicken sausage. 
This product line is manufactured by Kayem Foods Inc., 
New England’s largest meat processor.

Made from skinless chicken meat blended with chipo-
tle peppers and mango in a smoky adobo sauce, al fresco 
Chipotle Chorizo was created using an authentic Mexican 
recipe from the region of Tierra Caliente, renowned for its 
chorizo. The smoky hot adobo is perfectly complemented 
by the hint of refreshing mango, the company says.

“We know that not only is the Hispanic community 
the largest and fastest-growing ethnic segment of the US 
population, but also that al fresco consumers are seeking 
out international fl avors and cuisine to spice up the meals 
they prepare at home,” said Sarah Crowley, al fresco se-
nior brand manager, when the product was launched this 
past May. 

Fully cooked product can be prepared in minutes. al 
fresco All Natural Chicken Sausage comes in other fl avors, 
such as Sweet Apple and Roasted Pepper & Asiago. They 
contain no artifi cial ingredients, have 70 percent less fat 
than traditional pork sausage and are gluten-free. al fresco 
products are sold at retail supermarkets nationwide. 

Eat more chicken
As of June 2010, the new Spicy Chicken Sandwich was 
available at Chick-fi l-A restaurants nationwide. It is the fi rst 
new sandwich to hit its menu boards since its Chargrilled 
Chicken Sandwich was introduced in 1989.

The new offering is breaded, seasoned with peppers, 
pressure-cooked in 100 percent refi ned peanut oil and 
served on a bun with pickles. 

Considering the capital investment and marketing ex-
penses required to introduce a totally new sandwich, the 
Spicy Chicken Sandwich rollout was Chick-fi l-A’s largest 
product introduction in 20 years. The rollout required 
a number of kitchen equipment additions, including in-
stalling new pressure cookers and ventilation systems at 
most restaurants to prevent the spicy recipe from cross-
ing over to other menu items. 

The Spicy Chicken Sandwich rollout was Chick-fi l-A’s largest 
product introduction in 20 years. (Photo courtesy of Chick-fi l-A)

See us at AMI 
booth #2419
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Last September, Rosemead, Calif.-based Panda Express 
launched Kobari Beef nationwide, which was inspired by 
the sweet, smoky and spicy fl avors found in Korean BBQ. 
The new dish includes slices of tender marinated beef 
tossed with wok-seared mushrooms, leeks, crunchy on-
ions, crispy red bell peppers and a new secret Kobari sauce. 

In August 2010, Irvine, Calif.-based Taco Bell launched 
a new line of Mexican-restaurant-style tacos, Cantina Ta-
cos, and all-new Carnitas shredded pork. The tacos include 
grilled, warm, corn tortillas; Premium fi re-grilled chick-
en; Premium cut carne asada steak or Carnitas shredded 
pork; and topped off with a chopped onion and cilantro 
blend and a sliced lime wedge.

“Our Cantina Tacos are based upon authentic-style Mexi-
can street tacos, which are designed using simple, fresh in-
gredients, that customers regard as high quality,” said David 
Ovens, chief marketing offi cer, Taco Bell Corp., Irvine, Calif. 

Fruity wings
Early last year, Exeter, NH-based Margaritaville Foods 
launched its newest addition to its portfolio of island-
inspired food and beverage products, Margaritaville 
chicken wings. The new line features four fl avors of fully 
cooked, frozen and easy-to-prepare chicken wings – Is-
land Buffalo, Mango Chutney, Orange Peel and Carib-
bean BBQ. Each variety is sold in a 28-oz. bag and in-
cludes a sauce packet with fl avors and spices inspired by 
Caribbean cuisine.

Margaritaville chicken wings are sold frozen at retail-
ers including: Safeway, Genuardi’s, Von’s, Dominick’s, 
Randall’s, and others. Margaritaville Foods is a market-

er of restaurant-quality 
food products for retail 
consumers. 

The brand draws its 
inspiration from enter-
tainment icon, Jimmy 
Buffett’s Margaritaville 
Restaurant chain and 
feature unique island-
inspired recipes.

Util izing fruit or 
vegetable ingredients 
in new products will 
likely continue growing. 

“Such enhance-
ments will only continue 
as the market place con-
tinues to expand to in-
clude both ease of prep-

aration products and a wide variety of fl avors and ethnic 
cuisines,” NTF’s Farrell says. ■

We would like to hear from you – to comment on this story or to request 
reprints, contact us by e-mail at meatpoultry@sosland.com.

Turkey innovation
The following are examples of turkey products enhanced by 
fruits or vegetables provided by the National Turkey Federation. 
♦  Value-added Butterball turkey products containing fruits or 

vegetables include:
 •  Meatballs, Italian Seasoned Frozen – Contains textured 

vegetable protein (soy protein concentrate, caramel color).
 •  Lemon-Pepper Tenderloin, Herb Roasted Tenderloin and 

Teriyaki Tenderloin – Marinade contains lemon juice con-
centrate, lemon juice solids and dehydrated lemon peel. 

 •  Teriyaki Tenderloin – Marinade contains lemon juice con-
centrate, pineapple juice solids and green onion.

 •  Herb Breast of Turkey Roast – Ingredients include tomato 
powder, dehydrated red bell pepper, parsley and spices.

 •  Foodservice: Savory Turkey Burgers – Contains dehydrated 
onion, dehydrated garlic and soy.

 •  Foodservice: Turkey Pot Roast – Contains onions, dehy-
drated carrots. Demi Glace contains tomato powder and 
onion powder.

 •  Foodservice: Turkey Pot Roast with Vegetables – Includes 
onions and dehydrated carrots. Demi-glace contains tomato 
powder and onion powder. Added vegetables include car-
rots, celery and pearl onions.

♦  Shady Brooks/Honeysuckle White products include:
 •  Meatballs, Italian Seasoned Frozen – Contains textured veg-

etable protein product (soy protein concentrate, caramel col-
or), dehydrated red and green pepper and dehydrated onion.

 •  Basil Pesto Turkey Breast Tenderloin – Includes basil and 
dehydrated garlic.

♦  Foster Farms meatballs contain added garlic, onions and pep-
pers while Hormel’s Jennie-O Turkey Store products include 
Lean Turkey Burgers with diced tomatoes and Bell peppers 
and Turkey Burger Patties with onion and garlic seasonings.

♦  House of Raeford Turkey Rolls consists of TVP (textured 
vegetable protein); granular soy nuggets used as a fi ller. 
House of Raeford Turkey Smoked Sausage with Pepper Jack 
Cheese Links contains green and red jalapeño peppers and 
soy products/protein. ■

Taco Bell’s Cantina Tacos are based upon authentic-style Mexican street ta-
cos, which are designed using simple, fresh ingredients customers regard as 
high quality. (Photo courtesy of Taco Bell)

Early last year, Margaritaville 
Foods launched its new line of ful-
ly cooked, frozen and easy-to-pre-
pare chicken wings. (Photo courtesy 
of Margaritaville Foods)
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Processing Innovations

There’s an old saying in the meat in-
dustry that butchers use every part 

of a hog except for the squeal. Well, that 
could apply to other live-
stock and poultry as well. 

According to Sher-
rie Rosenblatt, market-
ing and communications 
director for the National 
Turkey Federation, vir-
tually every part of  ev-
ery turkey is utilized. Ev-
erything except for the 

gobble, that is. “It’s estimated that 
turkeys have 3,500 feathers at matu-
rity. The bulk of turkey feathers are 

Everything but 
the squeal
By-product demand enhances 
processors’ bottom lines 
BY BERNARD SHIRE
meatpoultry@sosland.com

composted or otherwise disposed of. 
However, some feathers may be used 
for special purposes, “she says. 

Rosenblatt notes dyed feathers are 
used to make American Indian cos-
tumes and quills for pens. “The cos-
tume ‘Big Bird’ wears on ‘Sesame 
Street’ is rumored to be made of tur-
key feathers,” she says with a laugh. 
Turkey feather down has been used 
to make pillows. And for commercial 
use, turkey skins are tanned and used 
to make items like cowboy boots, belts 
and other accessories.

Parts of animals, including live-
stock and poultry, are used to make 

a myriad of products, including both 
food and non-food products. The use 
of by-products from livestock and 
poultry, including fats, oils, grease, 
hides, hooves, feathers, blood and oth-
er parts, is quite extensive and contrib-
utes a major amount of income to the 
meat and poultry industry. 

Big business
Each year about 9 billion animals are 
slaughtered in the US, including about 
150 million cattle, sheep, hogs and 
goats, and 8.9 billion chickens, tur-
keys and ducks. There are no exact fi g-
ures on the sales of animal by-products 
each year. According to the US Dept. 
of Agriculture’s drop value report for 
the beginning of February, the hide 
and offal value from a typical slaugh-
ter steer was estimated at $12.83 per 
hundredweight, with a typical slaugh-
ter steer weighing 1,325 lbs. The hide 
and offal value from typical fed cattle 
(steers and heifers) at the beginning 
of February was estimated at $13.09 
per hundredweight live, with a typical 
fed slaughter cattle weighing 1,275 lbs. 

“By-products are a very big part of 
the poultry and meat industry,” says 
Richard Lobb, spokesman for the Na-
tional Chicken Council. “If you look at 

Rosenblatt
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BY-PRODUCTS

it simply, a lot of parts from birds and 
livestock get rendered for use in fer-
tilizer. Some offal goes into pet food. 
And then there’s feather meal, which 
isn’t very well known outside the in-
dustry, which goes into poultry feed 
and other uses.”

“The by-products industry is very 
big,” agrees David Meeker, senior vice 
president for scientifi c services at the 
National Renderers Association in Al-
exandria, Va. “It’s impossible to deter-
mine how big or the monetary value of 
the by-product industry. We can say 

half of every 
animal slaugh-
tered – livestock 
and pou lt r y 
– goes to ren-
dering. So that 
gives you some 
idea,” he says. 
According to 
the NRA, raw 

materials numbers are as follows in the 
US: a total of 54 billion lbs. a year of of-
fal, blood and feathers come from meat 
and poultry to be made into by-prod-
ucts. Of that, 20 percent is made into 
bone meal or poultry meal and 20 per-

cent goes into 
different class-
es of fats and 
tallow. He says 
yellow grease 
totals 11 billion 
lbs. a year, and 
protein meal to-
tals 10 to 11 bil-
lion lbs. a year, 

selling for $300 to $800 a ton. Meeker 
estimates the rendering industry is a 
$5 billon to $7 billion industry annu-
ally in the US. 

By-products have uses in the food 
industry and for non-food purposes 
as well. And while the use of ani-
mal by-products has come under 
criticism, especially by members 
of consumer and animal-welfare 
groups, poultry and meat proces-
sors say most consumers would be 
surprised how many goods and items 
they buy or make use of for con-
sumption come from – or are made 
from – animal by-products. These 
include such things as leather goods 
like shoes, automobile seats, shoe-
laces, bracelets, motorcycle bags, 
pet food, synthetic oil and fuel, cos-
metics, shampoos, creams, mouth-
washes, deodorants, rubber, inks 
for writing, adhesives, medicines, 
toothbrushes and shaving brushes, 
fertilizer, insulin, wool, candles, ad-
hesives and surgical sutures. And 
those are just a few of the uses for  
by-products.

Meeker

Lobb
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By-product evolution
Since groups opposed to the use of 
by-products have tried to give them 
a bad name, industry companies that 
make items from animal by-products 
like to use another name for them. 
“We’d much rather call them co-
products,” says Eddie Troutman, 
vice president, beef, international and 
by-product sales for Cargill’s meat 
business in Wichita, Kan. “Because 
they’re products from the animal 
we are using for different purposes 
besides food for humans – that still 
makes them animal products.”

One major product coming from 
livestock by-products is leather, ac-
cording to Cargill. John Hochstein, 
assistant vice president for hides and 
skins at Cargill, is the company’s hide 
expert. He says the main use for cattle 
hides is leather, and the most common 
use from the substance is shoe leath-

er. Sixty percent of the leather market 
goes for shoes. The rest of it goes into 
handbags and many other products. 
“The tannery will split the hide and 
then it goes to the leather industry – 
and they decide what to do with it,” 
Hochstein says.

It can be items as diverse as dog 
chews, raw dog bones, the gelatin in-

dustry, hydrolyzed protein for hair 
treatments and shampoo. “Then there 
are sporting goods, like baseballs, base-
ball gloves, shoelaces and leather brace-
lets,” according to Mark McMahon, 
assistant vice president, rendered so-
lutions for Cargill. Hochstein says the 

by-product market is controlled greatly 
by the yearly harvest of animals and 
whether the slaughter of meat and poul-
try is up or down. “The hide market 
crashed when the economic down-
turn happened,” he notes, saying the 
crash ended since the economy began 

Ninety-fi ve to 97 
percent of US hides 
get exported mainly 
to three places: 
China, South Korea 
and Italy.
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recovering. “Every day, the economy is 
coming back on an upswing,” he says. 
“So you’re seeing more nice leather 
seats of signifi cant value, since there’s 
more demand for them now.” 

Most hides from cattle in this 
country go overseas – they’re ex-
ported. “Ninety-fi ve to 97 percent 
of US hides get exported mainly to 
three places: China, South Korea and 
Italy,” he adds. 

Then what happens? “The fin-
ished leather products are made in 
those places, and then the products 
are imported back into the US for 
sale,” he continues. 

Cargill’s Troutman tells how cattle 
hooves are used to make a number of 
products. “The toenail itself can be 
ground up and in some cases used 
for dog treats and ‘pig ears’ – most go 
to rendering.” What about tails? “If 
you’re talking about the switch end of 

the tail, the oxtail is saved for soups. 
The end can go into pet chews,” he 
says. Most hooves go to rendering and 
are ground up for tallow, meat and 
bone meal, he adds. 

Tongues are edible and are sold in 
the US and exported to Mexico, Rus-
sia and Japan, if it meets the govern-
ment’s requirements there. Variety 
meats are 50-50 between the US and 
overseas. Cargill’s McMahon noted 
all products left over not considered 
edible go to meat and bone meal and 
a liquid, which is tallow. Other prod-
ucts can include cosmetics, plastics, 
rubber and tires. Meat and bone meal 
is a product of the rendering industry, 
McMahon says. It is primarily used 
as an animal feed, he adds. Feeding 
of this product to cattle was thought 
to contribute to the spread of bovine 
spongiform encephalopathy (BSE), 
so in most places it is no longer al-

lowed to be fed to ruminant animals. 
By-products are still used to feed sin-
gle-chamber stomach animals, and 
is commonly used as a low-cost meat 
in dog and cat food. It also goes into 
poultry feed; with a small amount also 
being used in swine feed. A lot is ex-
ported to countries like Indonesia. 

Edible tallow is another by-product 
that goes to the refi ning business and 
is also used as cooking oil, McMahon 
says. Some high-end pet foods make 
use of edible tallow. Troutman adds 
blood is also used as a by-product. 
“Whole blood is taken and split, the 
white from the red cells. White cells 
are plasma. Some is used in pet food, 
but most of this fi nds its use in baby 
pig starter feed,” he says. “Eighty per-
cent of ‘blood meal’, which is what the 
red blood cells are called, is used in 
dairy feeds,” Troutman says. 

Rendering
Rendering is the major process of tak-
ing by-products from animals after 
slaughter not being used for human 
food and turning them into valuable 
products. Taking a large part of each 
animal and bird to rendering is what 
makes the by-product industry so 
successful. Meeker says virtually all 
inedible parts of turkeys, for example, 
including feathers, blood, offal and 
fat, are rendered and put to good use. 
     Meeker says two of the most im-
portant markets for animal by-prod-
ucts are animal feed and the oleo 
chemical industry for animal fats. 
Chicken and turkey processors, as 
well as renderers, are involved in 
manufacture of these products. In 
fact, he says, many renderers burn 
fats directly in their own boilers, de-
pending on the markets and prices of 
other fuels. 

“Other than fuels, there have been 
very few alternative uses that approach 
the value of feed ingredients,” Meeker 
says. “I have heard of some encour-
aging preliminary research on the use 
of feather meal to make biodegradable 
nursery pots, a technology that may 
also work for meat and bone meal, 

BY-PRODUCTS
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as well as poultry by-product meal.”
Then there’s feather meal. Larry 

Risty, with Central Bi-Products, in 
Redwood Falls, Minn., says this meal 
is a major by-product from turkey 
and chicken. The meal is made from 

poultry feathers by partially hydro-
lyzing under heat and pressure and 
then grinding them. It’s used in for-
mulated animal feed and in organic 
fertilizer. He says it is used in animal 
rations and is highly digestible for an-

imals. “Fish rations can also contain 
a lot of feather meal, and of course, 
it’s great for fertilizer,” Risty says. 
“There’s also experimentation going 
on in making plastics from feather 
meal. Of course, the feathers come 
from chicken and turkey processing 
plants. The feathers are hydrolyzed 

Two of the most 
important markets for 
animal by-products are 
animal feed and the oleo 
chemical industry for 
animal fats. 
under pressure and then ground up. 
The fi bers are broken down, and the 
carbon chains resulting are more di-
gestible. Some is used in poultry ra-
tions, and much of it also goes to ru-
minant rations.” 
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Another division of his company 
is called Northland Choice Pet Food 
Ingredients and it is a manufacturer 
of canned pet foods, most of which are 
meats that would be called by-prod-
ucts, although they really aren’t. It’s 
just they’re not used for human foods. 

The ingredients are from 
chicken and turkey and 
sometimes are blended 
together to make cus-
tom meat mixes. “They 
can include eviscer-
ated ground chicken, 
hearts, livers, mechani-
cally deboned chicken, 
ground turkey and cus-

tom mixes,” he says. “The products 
are chilled or iced from USDA-in-
spected slaughter plants to prevent 
any bacterial action and are drained 
prior to freezing.”

Renewable energy
Then there’s the whole fi eld of re-
newable energy, with products com-
ing from animal sources and by-
products. Probably the best known 
is Tyson Renewable Energy, a part 
of Tyson Foods. This growing and 
promising fi eld began with an alli-
ance with ConocoPhillips to create 
diesel fuels. Bob Ames, vice president 
for renewable fuels at Tyson, says the 
Conoco project was put on hold be-
cause it was no longer economically 
feasible. “The $1 per gallon tax credit 
was eliminated; we were only getting 
50 cents a gallon, where the biofuel 
was continuing to get $1 a gallon tax 
credit. So that project is not currently 
active,” he adds.

Instead, Ames says, Tyson en-
tered into a joint venture with Syn-
troleum, a Tulsa, Okla.-based syn-
thetic fuel technology company, to 
make synthetic fuels produced from 
renewable feedstocks. The joint ven-
ture is called Dynamic Fuels, based 
in Geismar, La., and makes what’s 
called “renewable diesel fuel.” The 
advantage? “Producing these fuels 
leverages our procurement capabili-
ties and helps our relationships with 

others in the industry. It also helps 
our commodity trading and helps us 
access feedstocks from other sources 
with less risk,” Ames says. “Syntro-
leum contributes to the project gas-
to-liquid technology expertise while 
producing synthetic fuel and devel-
oping synthetic fuel standards for the 
US Air Force and the Department of 
Defense. The renewable diesel fuel 
from Dynamic Fuels is chemically 
identical to conventional diesel fuel.”

Four months ago on Nov. 8, the Ty-

animal production from our company. 
This has been spurred by technologi-
cal development that’s taken place in 
recent years.” Where do the greases 
come from? “We acquire greases like 
McDonald’s used fryer grease. Noth-
ing goes to waste anymore,” Ames 
says, laughing. “How much do feed-
stocks enter into the project? About 2 
billion lbs. a year.”

He explains the four-step process: 
“First, we take the animal fats and 
greases, and clean them up. Then we 
run them through a hydro process, 
which converts those fats to diesel 
fuel. Then it’s cooled so the animal 
fat doesn’t congeal. The fi nal step is 
distillation, which cuts the product 
into three fuels: diesel, naphtha and 
propane [LP gas]. To date, costs for 
the plant have totaled $170 million.

 “We expect to produce 75 million 
gallons of renewable fuel a year,” he 
says. “Financially – this is a startup 
at this point,” Ames points out. He’s 
also hopeful the tax credit will be re-
stored for diesel fuel because Tyson 
would like to renew its alliance with 
ConocoPhillips to produce that type 
of fuel, as well. 

“If that happens, we’ll look at that 
project again,” he says.

“For decades, we’ve tried to add 
value to our products,” Ames points 
out. “The idea to get into this type of 
project using our by-products came 
out of Tyson’s corporate strategy and 
business group. This kind of inno-
vation is in the same spirit as when 
we began cut up chicken, in addition 
to our normal whole chicken opera-
tions. This is also part of sustainabil-
ity. While the lion’s share is diesel fuel, 
we also are making co-products, like 
naphtha and LPG. We’re very pleased 
with the progress we’re making on this 
project,” Ames says. ■

Bernard Shire is a contributing editor based in 
Lancaster, Pa. With a background in editing and 
writing for daily news publications, he also works 
as a food safety consultant and writer for Shire 
& Associates LLC.

We would like to hear from you – to comment 
on his story or to request reprints, contact us 
by e-mail at meatpoultry@sosland.com.

“ The renewable 
diesel fuel from 
Dynamic Fuels is 
chemically identical 
to conventional 
diesel fuel.”

son-Syntroleum joint venture company 
opened its fi rst US commercial scale 
advanced biofuels plant at its Geismar 
headquarters. The plant is successfully 
converting non-food grade animal fats 
produced or supplied by Tyson Foods, 
such as beef tallow, pork lard, chicken 
fat and greases into high-quality re-
newable fuels. “The production actu-
ally began a month earlier, in October, 
and right now is producing 2,500 bar-
rels a day of the fuel. And it’s grow-
ing,” Ames says. “We were looking to 
do something with by-products from 

Risty

BY-PRODUCTS
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Sanitation

I n everyday life, we know people who 
are really good at something they 

do. For example, a person may excel at 
playing cards, golfi ng or making chili 
in a cookoff. Often we hear questions 
such as, “How did you learn to make 
such a good dish,” or “How did you 
become so good at golf?” You could 
bet this was not the fi rst time the per-
son participated in such activities. No 
doubt they had repeated the process 
time and time again and learned more 
about the actions involved or the tech-
nique needed. Every time they repeat-
ed the event, they enhanced and im-
proved their abilities and the ultimate 
result. The fact of the matter is they had 
passion for what they were doing and 
conscientiously applied learnings from 
the last time, each time they repeated 
it. This is a passion for excellence and 
perfection – in essence, it’s the old ad-
age, “Practice makes perfect.” 

For those involved in any aspect 
of the food industry, we need to apply 
this approach to ensure food products 
are safely produced and delivered to 
consumers. 

How can you apply a practice-
makes-perfect approach to what you 
or your plant employees do regarding 
sanitation, quality or food safety every 
day? Let’s talk about some possibili-
ties on how to do it better. 

Path forward 
It all starts with a cleanable facility 
and with equipment designed to be 
easily cleaned. As an advocate of the 
relationship of sanitary design to food 
safety, I encourage a comprehensive 
understanding of weaknesses in cur-
rent sanitary design and the challenges 

Cleaning passion
While sanitation isn’t glamourous, 
engaged employees are stars
BY JOE STOUT
meatpoultry@sosland.com 

poor design brings to cleaning. This 
understanding of design challenges 
can be gained by using an equipment 
or facility-design checklist. The Gro-
cery Manufacturers Association or the 
American Meat Institute offers such 
checklists that can be used to evalu-
ate current designs and modify them 
as needed. 

Develop science-based programs 
using existing knowledge in the in-
dustry. This is the prime step because 
we must have a basis for what needs 
to be done and a consistent approach 
to be followed. These programs need 
to be living documents that can be 
adjusted over time as you learn more 
about the successes and weaknesses 
in your facility. 

Training is a critical component of 
teaching sanitation and quality person-
nel as well as plant management about 
the correct ways to clean and how to ex-
ecute quality programs. All employees 
need to understand the basics of food 
safety, good manufacturing practices 
(GMPs), HACCP, microbiology and 
sanitation procedures to enable them 
to perform daily tasks routinely and in 
a consistent and disciplined way. 

Establish key performance indica-
tors (KPIs) to confi rm that the pro-
grams are effective and are completed 
at the prescribed frequency. Examples 
of KPIs could be actual equipment or 
facility cleaning vs. what is scheduled; 
clean equipment measurements such 
as bacterial or pathogen environment 
swabs (Listeria or Salmonella); plant 
inspection results; GMP compliance; 
or employee training. 

Finally, practice does make perfect. 
Continuous improvement of prepara-

tion and procedure ensures the best 
food safety process. This applies to 
our food manufacturing facilities and 
warehousing locations. If we see an 
improvement opportunity, we need to 
practice and practice to get it perfect. 

A higher level 
Elevating the process even more re-
quires answers to questions that chal-
lenge your process. To do so: 
• Solicit feedback on how to do it better 
• Talk to your peers about other meth-
ods to use 
•  Solicit support from outside your 
company about correct procedures 
and ideas 

•  Talk to other employees in your 
own company about continuous 
improvement 

One of the best learning events I’ve 
used while visiting food plants dur-
ing sanitation procedures is to talk to 
the individuals doing the cleaning. 
These employees have great ideas. Ask 

if there is a better, safer and faster way 
to do a task. More often than not, the 
answer is yes – and all you need to do 
is to listen. This is also a way to mo-
tivate the employees doing the work. 
Another great tool is to form sanitation 
teams. Such efforts can build a pas-
sion for excellence, thus engaging the 
heart and mind of the organization. 

If you are searching for excellence 
and perfection in sanitation, set a path 
of continuous improvement, and prac-
tice until you fi nd perfection. Then 
continue to improve. ■

Joe Stout was director of global product pro-
tection, sanitation and hygienic design at Kraft 
Foods, where he worked for 28 years until his 
retirement in 2010. Stout recently formed a 
consulting business, Commercial Food Sanita-
tion LLC, to provide sanitation and hygienic de-
sign consulting for the food industry. He can be 
reached at joestout@cf-san.com.

We would like to hear from you – to comment 
on this story or to request reprints, contact us 
by e-mail at meatpoultry@sosland.com.

Continuous improvement 
of preparation and 
procedure ensures the 
best food safety process. 
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Food Safety

A new report issued by the US Gov-
ernment Accountability Offi ce has 

determined that the fragmented federal 
oversight of food safety has caused “in-

Reassigning resources
GAO report shows need for single food-safety agency
BY ERIC SCHROEDER
meatpoultry@sosland.com 

ment programs, save tax dollars, and 
enhance revenue,” is the GAO’s fi rst 
annual report to Congress in response 
to a new statutory requirement that 
the GAO identify federal programs, 
agencies, offi ces, and initiatives, either 
within departments or government 
wide, which have duplicative goals or 
activities. Congress asked the GAO 
to conduct the work and to report an-
nually on its fi ndings to better inform 
government policymakers as they ad-
dress the rapidly building fi scal pres-
sures facing the national government.

In the section devoted to food safety, 
the GAO found 15 federal agencies col-
lectively administer at least 30 food- re-
lated laws. In illustrating the fragmented 
nature of federal food-safety oversight, 
the GAO report pointed to the 2010 na-
tionwide recall of more than 500 mil-
lion eggs due to Salmonella contami-
nation. In that instance, the Food and 
Drug Administration was responsible 
for ensuring that shell eggs were safe and 
properly labeled, the Food Safety and 
Inspection Service was responsible for 
the safety of eggs processed into food 
products and the Agricultural Market-
ing Service of the US Dept. of Agricul-
ture was responsible for setting quality 
and grade standards for the eggs.

To help alleviate some of the prob-
lems associated with duplication, over-
lap and fragmentation, the GAO 
identifi ed alternative organizational 
structures that may be analyzed in 
more detail, including a single food-
safety agency, either housed within 
an existing agency or established as 
an independent entity that assumes 
responsibility for all aspects of food 
safety at the federal level. Other sug-
gestions include the establishment of 
a single food safety inspection agency 
that assumes responsibility for food 
safety inspection activities, but not 
other activities, under an existing de-
partment, such as the USDA or the 
FDA, or the establishment of a data 
collection and risk analysis center for 
food safety that consolidates data col-
lected from a variety of sources and 
analyzes it at the national level to sup-
port risk-based decision making.

“Although reducing fragmentation 
in federal food-safety oversight is not 
expected to result in signifi cant cost 
savings, new costs may be avoided 

The GAO found 15 federal 
agencies collectively 
administer at least 30 
food-related laws.

consistent oversight, ineffective coordi-
nation and ineffi cient use of resources.”

The report, “Opportunities to re-
duce potential duplication in govern-
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that reorganization may have “short-
term disruptions and transition costs.”

“However, reducing fragmentation 
and overlap could result in a number 
of nonfi nancial benefi ts,” the GAO 
said. Among those benefi ts are syn-
ergy and economies of scale that may 
provide more focused and effi cient ef-
forts to protect the nation’s food sup-
ply, and improved public confi dence 
in the systems, the agency said.

Responding to the report’s fi nd-
ings, Congresswoman Rosa DeLauro 
(D-Conn.) said, “While I do not agree 
with all of the GAO’s fi ndings, the re-
port does accurately provide additional 
evidence for the need to consolidate 
the responsibilities of the 15 federal 
agencies that currently have jurisdic-
tion over our nation’s food-safety sys-
tem into a single independent agency. I 
have introduced legislation that would 
establish such an agency since 1999, 

and believe that this is a critical step 
toward preventing foodborne illnesses 
and protecting public health.

“A single agency dedicated solely 
to food safety would eliminate the ju-
risdictional confl icts, as well as signifi -
cantly reduce duplication and cost.”

Sen. Tom Coburn (R-Okla.) said 
the report shows how government may 
be able to save taxpayers billions of dol-
lars every year without cutting services.

“In many cases, smart consolida-
tions will improve service,” he said. 
“GAO has identifi ed a mother lode 
of government waste and duplication 
that should keep Congress busy for 
the rest of the year.” ■

 
Eric Schroeder is the managing editor of Food 
Business News, a sister publication of 
Meat&Poultry. 

We would like to hear from you – to comment 
on this story or to request reprints, contact us 
by e-mail at meatpoultry@sosland.com.

by preventing further fragmentation, 
as illustrated by the approximately 
$30 million for fi scal years 2011 and 
2012 that USDA offi cials had said they 
would have to spend developing and 
implementing the agency’s new con-
gressionally mandated catfi sh inspec-
tion program,” the GAO said.

The GAO stressed that reorganiz-
ing federal food-safety responsibili-
ties “is a complex process,” noting 

“ A single agency 
dedicated solely to food 
safety would eliminate 
the jurisdictional 
confl icts, as well as 
signifi cantly reduce 
duplication and cost.”
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Food Safety

Food-safety fortress
KSU’s Biosecurity Research Institute focuses on food-
safety using cutting edge research and education
BY BRYAN SALVAGE
bsalvage@sosland.com

T here’s a major food-safety force 
tak ing shape in Manhattan, 

Kan.; a unique biocontainment re-
search and training facility named 
the Biosecurity Research Institute 
(BRI). Located at Pat Roberts Hall 
on the Kansas State Univ. campus, 
this facility serves as a safe and se-
cure location for researchers study-
ing high-consequence pathogens (See 
BRI: A work in progress, Page 96). 
E. coli O157:H7 and its shigatoxin-
producing cousins are currently a ma-
jor focus of public health programs, 
research programs and beef indus-
try efforts, and this will be a primary 

regulatory and research focus for the 
next several years, says Randall Phe-
bus, Ph.D., Professor of Food Safety & 
Defense at KSU. He is also a scientifi c 
principal investigator (PI) at the BRI.

BRI researchers have been active 
in understanding the risks this group 
of pathogens poses to the beef in-
dustry. “We have been developing 
detection methodologies targeting 
this broader group of STEC [Shiga 
Toxin-Producing Escherichia coli], 
and my colleague Dr. T.G. Nagara-
ja’s research group has successfully 
developed a multi-plex polymerase 
chain reaction [PCR] assay that de-

tects the seven primary STEC si-
multaneously from environmental 
and bovine fecal samples.”

Research is further validating this 
assay for beef products and surveil-
lance studies have been conducted to 
gauge the prevalence of these different 
STEC in production environments. 

“I am working with Dr. Harsha-
vardhan Thippareddi at the Univ. of 
Nebraska to model the growth and 

Above (from left): Dr. Richard Oberst 
(Co-PI), Casey Paddock and Rachael Sul-
livan (research assistants) work in the 
BSL-3 containment laboratory. (Photo 
courtesy of the BRI)
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survival of non-O157:H7 STEC in 
beef products to generate quantitative 
predictive tools for regulatory and in-
dustry use,” Phebus says. “Dr. Thip-
pareddi and I have worked for the past 
three years with Dr. John Luchansky 
at USDA’s Eastern Regional Research 

Center in Pennsylvania to quantify the 
risks associated with production and 
cooking of non-intact beef products 
relative to STEC [work conducted in 
his USDA ARS laboratory].”

BRI researchers are gearing up to 
conduct a very large inoculated study 

looking at the distribution tendencies 
of E. coli O157:H7, assuming that some 
level of non-uniform contamination of 
boneless beef trimmings occur dur-
ing grinding operations, plus they will 
evaluate various sampling and detec-
tion strategies at successive points in 
the ground beef system, he adds. “We 
will be looking at various contamina-
tion scenarios of 2,000-lb. combo units 
that are ground and packaged simulat-
ing commercial processes.”

As a principal investigator at the 
facility, Phebus brings in and executes 
defi ned research projects.

“We are now conducting spon-
sored research with select agents, 
which are pathogens or biological 
toxins that have been declared by the 
US government to pose severe threats 

to public health and safety, including 
plant and animal health,” Phebus says. 

As a PI approved for possession 
and use of these agents, it is his re-
sponsibility to ensure that all rules 
are followed, a detailed agent inven-
tory is maintained, BRI complies with 
university and federal biosecurity and 
training schedules, and that all ac-
tivities involving the use of the select 
agent is done to minimize risks.

Phebus has been heavily involved 
in creating the vision of the BRI food 
processing suite, designing it for pro-
cessing functionality as a research 
unit, equipping it with processing and 
laboratory equipment and validating it 
will function as required to allow the 
facility to conduct the best possible 
research in a safe manner. “Research 
projects within the BRI were initiated 
in 2008 in lab spaces that had been 
completed and certifi ed, and now we 
are moving larger food/meat-related 

“We are moving 
larger food/meat-
related projects into 
the food processing 
suite to initiate 
within the next 
couple of months.”

FOOD SECURITY
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*review scope of accreditations by location on our website

projects into the food processing suite 
to initiate within the next couple of 
months,” he says.

To date, BRI’s research primarily 
has been focused on large animal health 
and disease issues and control of im-
portant crop diseases, such as porcine 

reproductive and respiratory syndrome 
(PRRS) and wheat blast. Most recently 
the BRI became home to the US De-
partment of Homeland Security fund-
ed Center of Excellence for Emerg-
ing and Zoonotic Animal Diseases 
(CEEZAD). The US Dept. of Agri-

culture’s Arthropod-Borne Animal 
Diseases Research Unit (ARADRU) 
also recently located to Manhattan, 
Kan., and is conducting its biocontain-
ment research activities within the BRI.

Since 2005, Dr. Richard Oberst 
and Phebus have been leading re-
search sponsored by the US Army 
(Natick Soldier Systems Center) to 
validate various in-fi eld, bioagent de-
tection systems to ensure the safety of 
the military’s food supply. 

“The goals of our research are to 
prove the capabilities of detection sys-
tems of interest to the military [i.e. 
detection limits and accuracy against 
defi ned targets, and impact of poten-
tial interfering sample components] 
when analyzing a diverse set of food 
types for numerous bioagents that 
might be present, either by intentional 
or natural contamination scenarios,” 
Phebus says. “Our research is now 
expanding to evaluate and quantify 
risks associated with defi ned com-
mercial simulated food processing 
activities; focusing on understanding 
bioagent distribution, determining 
effective sampling strategies, mod-
eling agent growth and/or survival, 
and ultimately controlling risks in 
various food commodities including 
meat and poultry products.”

The beauty of the Natick-funded 
research projects they also have direct 
application and benefi t to day-to-day 
food processing in the US and beyond, 
Phebus says.

“Often we are characterizing tradi-
tional foodborne pathogens utilizing 
standard sampling and testing meth-
ods, or employing common pathogen 
control strategies,” he adds. “With 
the large scale of research we can do, 
we can closely replicate commercial 
processing while under biocontain-
ment thereby providing more realistic 
answers and predictive capabilities.”

With a research facility as large 
and complex as the BRI, building its 
external features was the easy part.

“To protect our lab workers and 
the external environment, the building 
must be equipped with sophisticated 

FOOD SECURITY
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FOOD SECURITY

air- and waste-handling systems that 
are integrated across the entire facil-
ity, are proven and then re-proven to 
work in all kinds of artifi cial failure 
scenarios, and fi nally are certifi ed by 
the Centers for Disease Control and 
Prevention and/or USDA to meet fed-

eral standards for biosafety level 3 and 
3 Ag operations,” Phebus says. “We 
have been gaining these approvals for 
various research spaces within the fa-
cility for the past couple of years.”

In the BRI’s animal abattoir and 
food-processing suite, efforts were 

made to procure and install processing 
equipment meeting BSL-3 operation, 
cleaning and disinfection standards, 
then re-aligning building air, waste 
and personnel operation systems to 
accommodate running the equipment.

“When you are running a full-scale 
Chad carcass wash cabinet within a 
functioning biocontainment facili-
ty, you have to modify it to minimize 
aerosol sprays, capture and decon-
taminate steam vapors to prevent 
fouling of HEPA fi lters, and main-
tain directional airfl ow between two 
large processing rooms,” Phebus says. 
“We have approximately $30,000 in-
vested merely in sanitary welding on 
the Chad cabinet to ensure our abil-
ity to effectively decontaminate it after 
pathogen-inoculated studies.”

Another unique piece of equip-
ment custom-designed for BRI’s work 
on carcass antimicrobial intervention 
treatments is a 6’x6’x12’ sealed car-
cass inoculation cabinet that facilitates 
uniform application of microbial cul-

tures to the whole carcass using elec-
trostatic spray technology followed by 
intervention applications to validate 
their effi cacy, he adds.

Future endeavors
Phebus and colleagues will continue 
to model the growth and/or survival 
of various STEC strains in beef and 
other food matrices to generate data 
to support predictive modeling tools.

After a couple more months of 
grinding equipment set-up and in-
stallation and project planning [ex-
perimental design fi nalization, dis-
cussions with beef processors, and 
securing university required biosafety 
approvals], the BRI will conduct the 
large beef trim grinding project. Two 

“ The Biosecurity 
Research Institute 
is a national 
treasure in terms 
of a research and 
education facility.”
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FOOD SECURITY

BRI: A work in progress
The 113,000-sq.-ft. Biosecurity Research Institute (BRI) at Kansas State 
Univ. is equipped to ensure the safety of employees and the surrounding 
community during the myriad of research conducted at the facility since 
its opening about fi ve years ago.      
    University offi cials received the keys to the building in 2006 from the 
contractors, but there was much to do in fi nishing some building systems, 
hiring and staffi ng, developing operational programs, training people, etc., 
says Randall Phebus, Ph.D., Professor of Food Safety & Defense at KSU 
and a scientifi c principal investigator (PI) at the BRI. 

His group initiated the fi rst BRI studies in 2008 working with BSL-
2 grade agents that required only a smaller confi ned research laboratory. 
Some of the fi rst larger-scale research in the BRI was initiated with non-
select agents (plant and animal pathogens) in 2009. 

“In early 2010, we undertook the rigorous and lengthy process of building 
and program certifi cation by the Centers for Disease Control and Preven-
tion for work with select agents, which we were granted,” he adds. “These 
projects are now under way. Additional research areas of the BRI are sched-
uled for certifi cation over the next few months. So, it’s been a sequential 
and progressive progress.”

BRI features
Microbiology labs are offi cially designated as biosafety levels (BSL) 1-4 ac-
cording to criteria established by the CDC. Most labs that work with more 
commonly known bacteria and viruses, such as Salmonella, HIV and Lis-
teria, are rated BSL-2. BSL-3 is a lab classifi cation identifying where work 
occurs with indigenous or exotic agents that may cause serious or poten-
tially lethal diseases, especially through inhalation.

Specialized building and lab features are in place to minimize risk to 
personnel, and signifi cant training and operational protocols are used. The 
BRI supports comprehensive “farm-to-fork” infectious disease research 
programs that address threats to plant, animal and human health. It is a 
biosafety level (BSL)-3/BSL-3Ag facility that provides for the large-scale 
integrated study of animal, plant and human pathogens that are food, wa-
ter, animal or environmentally associated.

“Moreover, the facility supports research investigations that can portray 
‘real life’ scenarios whereby food animals, food products and/or the envi-
ronment are contaminated, managed, treated and/or processed systemati-
cally to mimic commercial production, processing and consumption of food 
products – farm to fork,” Phebus says.

BRI education and training staff are dedicated to developing novel ed-
ucation programs to educate food safety professionals. These will include 
E-learning training modules.

The BRI can also conduct research on all food animal species and fur-
ther processed products whenever there are important food quality, safety 
or defense questions to be answered. The abattoir is set up to accommodate 
harvest of all three primary protein species. It includes all of the standard 
meat processing equipment currently used in the industry available in the 
processing room.

For more information, visit www.bri.k-state.edu. ■

View from inside of newly installed “Biobubble” 
BSL-3 containment enclosure. This is actually a por-
table biosafety room constructed within the food 
processing room of the BRI, which is itself BSL-3. 
This gives a very high level of protection for work-
ers conducting large studies that generate infective 
aerosols. (Photos courtesy of BRI)

antimicrobial intervention technolo-
gies are scheduled for validation on 
raw beef carcasses and/or fabricated 
products this year. Phebus anticipates-
validation studies for other technolo-
gies shortly after.

“We will be working diligently to 
publish our fi ndings via peer-reviewed 
manuscripts, along with industry and 
consumer-based guidance through 
multiple channels,” Phebus says.

BRI colleagues plan to develop tra-
ditional and distance-oriented educa-
tional materials to improve awareness 
and effective control of STEC in food. 
“We plan to train students, produc-
ers, process line workers, managers, 
and regulators in the most effective 
sampling and detection strategies, ef-
fective use of processing technologies 
and procedures, and how to properly 
use risk management tools to mini-
mize STEC risks,” he adds.

Other KSU programs will provide 
extensive support to these efforts. 

“The Biosecurity Research Insti-
tute is a national treasure in terms of a 
research and education facility,” Phe-
bus points out. 

“It is a facility that we see as sup-
porting government, academic and 
industry needs across the nation for 
decades to come,” he concludes. ■

We would like to hear from you – to comment 
on this story or to request reprints, contact us by 
e-mail at meatpoultry@sosland.com.
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Packaging Solutions

H igh-pressure pasteurizat ion 
(HPP) is not a new technology 

to meat and poultry processors, but 
it’s not exactly mainstream either. The 
process of denaturing pathogens using 
up to 87,000 pounds of water pressure 
is being used by an increasing number 
of processors including Tyson, Perdue 
Farms, Hormel, Oscar Mayer and most 

Packaging under 
pressure
With HPP applications expanding, processors face  
packaging and production fl ow implications
BY KIMBERLIE CLYMA
kclyma@sosland.com 

recently, Cargill. The technology is an 
effective post-packaging intervention, 
however, the added equipment expense, 
challenges with existing product pack-
aging and obstacles related to imple-
menting it as part of automated opera-
tions is hindering universal adoption of 
HPP throughout the industry. 

HPP technology can be used on 
a variety of meat products, seafood, 
ready-to-eat meals, vegetables, sauces 
and marinades, fruits and juices and 
dairy products. The goal of treating the 
foods with HPP is to reduce or elimi-
nate pathogens to extend shelf life and 
enhance food safety. Pathogens such as 
E. coli, Salmonella and Listeria can be 
virtually eliminated using this method.

Though specific systems vary 
slightly, this is how the process works 
in general: Packaged food products are 
placed in a cylindrical pressure vessel; 
water is added to the vessel and then 
the contents are pressurized at levels 
up to 87,000 psi; once the required 
pressure is achieved, product is held 
at that pressure for a predetermined 
dwell time – typically three minutes. 
The intense pressure interrupts the 
cellular activities of foodborne patho-
gens and other microorganisms, and 

they die. The pressure in the vessel is 
known as hydrostatic pressure, which 
means it is applied equally in all direc-
tions, ensuring the product will not be 
crushed while in the vessel. 

After the vessel is pressurized for 
the required amount of time, it is de-
compressed and the product can be 
removed from the vessel. The treated 
food packages then go through a dry-
ing process before being sent to the 
fi nal packaging area for label appli-
cation, boxing and shipping. 

Commercial viability
The benefi ts of HPP technology when 
it comes to extending shelf-life and 

“ Packaging has to be 
well designed so that 
it doesn’t get distorted 
(during HPP treatment).”

Above: Cargill recently announced a part-
nership with American Pasteurization 
Company to offer fresh ground-beef pat-
ties for foodservice customers that are 
treated using high-pressure processing 
technology. (Photo courtesy of Cargill)
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enhancing food safety are virtually 
undisputed. Experts including Dr. 
James Marsden, senior science ad-
visor of the North American Meat 
Processors Association and the Re-
gent’s Distinguished Professor of 

Meat Science at Kansas 
State Univ., have worked 
with the technology to 
conduct studies to verify 
its effectiveness. 

“HPP for processed 
meats works beautifully, 
it’s well proven and es-
tablished in the market-
place,” Marsden says. “It 

takes Listeria right off the table. It vir-
tually eliminates the risk of Listeria in 
those types of products.”

HPP is also highly effective with 
other types of meats. Marsden con-
ducted a study at KSU, in conjunction 
with researchers at the Univ. of Nebras-
ka, to fi nd out if HPP is as effective in 
killing Salmonella and E. coli O157:H7. 
“We conducted an inoculation study 
and then measured the reduction of 
Salmonella and E.coli O157:H7 with 
HPP treatment,” he continues. “We got 
a 5-log reduction for both pathogens, 
which is the same result as cooking. It 
virtually eliminated E. coli and Salmo-
nella from raw ground beef.

“That said, even though it works 
great from a food safety point of view, 
there’s a lot that has to be done to 
make it commercially viable. HPP can 
distort the appearance of the product, 
it can change the color of the prod-
uct, and sometimes it can create heat,” 
Marsden adds. “Temperature has to 
be controlled during the process. 
Packaging has to be well designed so 
that it doesn’t get distorted. And ox-
ygen has to be controlled so that you 
don’t get oxidation or browning of the 
product during treatment.

“But if all these parameters are 
controlled, then it can work beauti-
fully for any type of product,” he says. 
“I can remember having the same con-
versation about HPP 10 to 12 years 
ago when processors fi rst wanted to 
start using the technology on pro-

Cargill introduces Fressure patties
In mid February, Cargill announced a partnership with Milwaukee-based 
American Pasteurization Company to offer fresh ground-beef patties for 
foodservice customers that are treated using high-pressure processing 
technology. The products, marketed under Cargill’s Fressure brand, offer 
customers shelf-life that is double that of traditional fresh burgers without 
effecting fl avor or appearance, the company said. 

Fressure ground beef patties are fi rst produced and packaged at Cargill’s 
Columbus, Neb., facility before being shipped to APC’s facility in Milwau-
kee and HPP. The process does not use high temperatures, chemicals or 

irradiation, while ensures the re-
tention of the nutrient value and 
freshness of the ground beef, the 
company said. Cargill focused re-

search efforts on making HPP commercially viable for ground beef patties 
with a goal of pushing shelf-life from 21 days to 42 days without any side ef-
fects, while eliminating pathogens that cause foodborne illness and spoilage. 

APC was founded in June, 2004 by an ownership team that includes 
Justin Segel, formerly the president of Emmpak Foods, which was acquired 
by Cargill in 2001. APC treats a variety of proteins, fruits and vegetables 
at its plant but Cargill is the fi rst processor sending ground beef to the 
facility for HPP treatment. 

“Bringing Fressure to market required a multi-year investment in re-
search and development for equipment and processes,” said a Cargill 
spokesman.

“The benefi ts extend to both fresh and frozen Fressure patties,” he added. ■

Marsden

The extended shelf-life conferred by HPP often allows processors to save on their packaging 
costs, especially in the reduction of gas use. (Photo courtesy of Maple Lodge Farms)

cessed meats, and the same challenges 
and concerns were out there. Obvi-
ously processors were able to over-
come the obstacles. I have no doubt 
that they will be able to overcome the 
same challenges for raw meats.”

Perfect packaging
Packaging concerns top the list when it 
comes to processors considering add-

ing HPP to an existing production 
system. “Not all packaging is suitable 
for high-pressure processing,” says 
Greg Zaja, vice president of sales and 
R&D for Milwaukee-based Ameri-
can Pasteurization Company, where 
food companies ship their prod-
ucts to be HPP treated. A growing 
number of meat and poultry proces-
sors are utilizing APC’s service, and 
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depending on the type of products, 
packaging is a consideration. “More 
and more packaging suppliers are 
adapting to the technology and un-
derstand the physical properties that 
are necessary for packaging materi-
als that are high-pressure processed.”

According to Avure Technologies 
Inc., some of the potential packag-
ing roadblocks include an excessive 
amount of packaging “skirt” mate-
rial, which can limit the effi cient uti-
lization of the high-pressure cylinder; 
the amount of gas fl ushing in a pack-
age; and the seal ability of the fl exible 
packaging material.

“When new products are intro-
duced to HPP there are concerns 
that the product packaging will not 
withstand the process due to the fi lm 
properties or package fl exibility,” Zaja 
says. “Changes are typically made to 
the packaging materials to ensure all 
parameters are suitable for a specifi c 
product by using HPP.”

It’s not enough to simply provide the 

PACKAGING

“ Changes are typically 
made to the packaging 
materials to ensure all 
parameters are suitable 
for a specifi c product 
by using HPP.”
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HPP equipment to processors, many 
HPP technology companies fi nd it nec-
essary and valuable to work closely with 
packaging companies to make sure the 
technology and packaging work togeth-
er in the most effi cient way. “Packaging 
companies we work with are prepared 
to work directly with their customers 
to make whatever packaging changes 
are necessary in order to incorporate 
our technology,” Zaja says. 

Avure works with major fl exible 
fi lm producers to design solutions for 
its customers’ applications. “In ad-
dition, the Avure HPP lab in Kent, 
Wash., possesses signifi cant knowl-
edge of packaging and work directly 
with our customer base to address any 
issues that they might face during the 
HPP adoption process,” says Matt 
Rutherford, senior vice president of 
global sales for Avure. 

Kansas City, Mo.-based Multi-
vac Inc. has gone a step further and 
created a partnership with Uhde 
High Pressure Technologies to of-
fer its customers a one-stop-shop for 
HPP and packaging technology. The 
German company has more than 80 
years of experience in high-pressure 
applications. 

One challenge of adding an HPP 
step to a processing operation is inte-
grating it into an otherwise fully au-
tomated facility. The loading and un-
loading of the high-pressure vessels 
is typically done manually in order 
to maximize the amount of product 
that fi ts into the vessel.  

“We try to fi nd a balance between 
automating the technology and achiev-
ing the most fi lling ratio in the vessel,” 
says Jaime Nicolas-Correa, commer-
cial manager for NC Hyperbaric, a 
Madrid, Spain-based supplier of HPP 
equipment. “We can automate the 
loading and unloading process of the 
product into the HPP containers but 
the fi lling ratio will be lower than if it’s 
done by hand and the production per 
hour will also be lower. This isn’t al-
ways cost effective for the processor.”

Not unlike APC, Safe Pac Pasteur-
ization recently began offering HPP 

technology from NC Hyperbaric to 
processors of food products on a con-
tract basis from its East Coast facility. 

Integrating solutions
Keeping costs down and maintain-
ing production effi ciencies are con-
stant concerns when considering the 
addition of new technology such as 
HPP. Multivac, as a market leader in 
thermoform packaging machines, is 
successfully overcoming this obstacle. 
The company recently announced its 
newest technical innovation that al-
lows its HPP technology to be inte-
grated into fully automated packaging 
lines. Prior to this innovation, HPP 
was typically conducted in a sepa-
rate manufacturing stage, which some 
processors consider to be disruptive 
to throughput. Using patent-pending 
technology, Multivac has developed 
a solution to integrate high-pressure 
equipment into packaged food lines, 
according to Tobias Richter, prod-
uct manager in the Systems Busi-
ness Group for MULTIVAC Sepp 
Haggenmüller GmbH. The solution 
includes the high-pressure equipment 
as well as an automation concept to 
integrate the process into packaging 
lines designed to meet the demands 
of the food industry. 

With the integration solution de-
veloped by Multivac, the fi nished food 
packages are automatically loaded into 
transport containers, HPP-treated, 
and then automatically unloaded 
before being dried and undergoing 
necessary labeling and packed into 
cartons. “In this way, it is for the fi rst 
time that we can process large, indus-
trial-scale production quantities fully 
automatically in a quasi-continuous 
operation,” Richter says. 

Efficient use of the space inside 
the HPP vessel is crucial to achiev-
ing maximum productivity, Richter 
says. “Since the high-pressure equip-
ment is round for reasons of optimiz-
ing the distribution of pressure forc-
es, the loading pattern also has to be 
designed accordingly.” With a favor-
able pack shape it is possible to treat 
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up to four tons of packaged food per 
hour in the high-pressure equipment. 

Multivac engineers work with cus-
tomers to develop the optimum pack-
age shape and a customer testing fa-
cility is available at its Uhde High 
Pressure Technologies offi ce in Ha-
gen, Germany.

work within those parameters,” Nico-
las-Correa says. “But with HPP, we 
don’t feel MAP packages are as neces-
sary. The HPP technology eliminates 
the shelf-life issues that MAP packages 
were designed to deal with.”

Consumer acceptance
Unlike other food-safety or food- 
preservat ion methods typical ly 
used on meat like irradiation, ther-
mal treatments or chemical preser-
vatives, high-pressure processing is 
in the unique position of having con-
sumer support. Because the method is 
environmentally friendly and doesn’t 
require any product additives, pro-
cessors can deliver the “clean labels” 
consumers are demanding. 

“There’s no consumer resistance 
to this technology. It’s unlike any oth-
er process out there,” Marsden says. 

The positive consumer response to 

HPP technology is helping to raise in-
dustry awareness and acceptance of the 
technology as a viable food preserva-
tion and food safety technique. “High 
pressure provides many added values 
to processors such as extending shelf- 
life, which results in better managing 
of raw materials, fewer changeovers, 
reduction of the cost of returns and the 
expansion of distribution areas,” Zaja 
says. “Consumers can finally enjoy 
safe, quality products without preser-
vatives. More manufacturers are ad-
vertising this process [HPP] directly 
on their labels to let consumers know 
they have taken extra hurdles to pro-
vide them with quality, safe products.”

“We have just begun to tap into the 
potential created by this exciting tech-
nology,” Rutherford says. ■

We would like to hear from you – to comment 
on this story or to request reprints, contact us 
by e-mail at meatpoultry@sosland.com.

“ High pressure provides 
many added values to 
processors.”

Multivac also offers a high pres-
sure compatible packaging concept 
for modifi ed-atmosphere packaging 
applications.

“There are challenges with MAP 
packages since they are more rigid and 
the amount of gas in the package makes 
it more expensive per pound to treat. 
But if our customers insist upon MAP 
packages, then we can fi nd a way to 
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New Product Rollouts

Unveiling ideas
New food products highlight quality, convenience 
and fl exibility 
BY JOEL CREWS 
jcrews@sosland.com 

Burritos EVOLve
Marketed as “made-from-scratch” using “natural and organic” ingredients, 
Boulder, Colo.-based EVOL Burritos debuted its new line of deli-wrapped 
burritos, designed to be sold fresh or hot by vendors located in coffee shops, 
university cafeterias and convenience stores. Available in six varieties, some 
of which include bacon, sausage, chicken or beef, the burritos weigh 7 ozs. 
and are designed to appeal to the growing demand for grab-and-go food 
items at various retail outlets. Including the new products, EVOL Burritos 
are available in 21 varieties, all of which are touted as “hand-rolled” and in-
clude only antibiotic-free chicken, pork, beef and sausage and cage-free eggs. 

Adding chicken 
to the mix
Earlier this month, Bar-S Foods 
introduced its Deli Shaved Oven 
Roasted Chicken Breast Lunch-
meat for its retail customers. 
The latest product is the fi rst 
chicken variety added to the 
company’s growing Deli Shaved 
line, which includes: smoked 
ham, honey ham, black forest 
ham, oven-roasted turkey breast 
and smoked turkey breast, all 
available in 9-oz. or 1-lb., re-
closeable packages. To appeal to retail shoppers, the packaging is pillow 
packed to ensure optimum shelf-life and freshness. 

L ooking back at some of the past 
year’s new product introductions, 

it’s easy to see that R&D offi cials are 
indeed, responding to widespread de-
mand in the marketplace. The themes 
across most of the items are consistent, 
whether the products are designed 
for foodservice, retail or institutional 
applications: 
•  Convenience reigns supreme and is 
evident in packaging, preparation op-
tions and portability;

•  The emphasis on quality and ingre-
dients is undeniable and many new 
product marketers are not shy about 
accentuating the source of their ingre-
dients and the care with which those 
ingredients were derived;

•  Health and wellness is the driving 
force behind many of the offerings, 
especially when the products are tar-
geting school-age consumers or col-
lege campuses; 

•  There is no “one-size-fi ts-all” cate-
gory of foods or meal times and most 
new products address varied prefer-
ences for portion size and avoid being 
pigeonholed into a specifi c day-part 
or dining venue. The same holds true 
for fl avor profi les, as is evident later 
on. Most new products are offered 
in several varieties, each featuring a 
unique, but related fl avor that’s linked 
to the new product’s theme. 

A shotgun approach to developing 
products for the masses might be the 
most effi cient R&D approach, but ap-
pealing to the diverse and individual de-
mand of changing consumer preferenc-
es can be an elusive moving target. ■

We would like to hear from you – to comment 
on this story or to request reprints, contact us by 
e-mail at meatpoultry@sosland.com.
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A chicken addition to the Buffett line
Marketed to bring restaurant-style tastes to retail-shopping sports fans, and 
introduced just days ahead of this year’s Super Bowl in February, Margari-
taville Foods launched a new line of fully cooked, frozen chicken wings. Ac-
cording to data from Nielsen, for the 52 weeks ending Nov. 29, 2010, in the 
frozen poultry segment, chicken wings alone accounted for more than $418 
million in sales, indicating the obvious popularity of this food choice.

Inspired by Jimmy Buffett, the musical icon known for his island-themed 
melodies, the new wings are packaged in a 28-oz. bag and include a packet 
of one of the following fl avors: Mango Chutney, Island Buffalo, Caribbean 
BBQ and Orange Peel. 

Sara Lee’s healthy appeal
Based on consumer research indicating growing demand among adults for 
healthier options on restaurant menus and the fact that in-house research 
concluded 62 percent of foodservice patrons are more likely to choose items 
lower in sodium content, Sara Lee Foodservice rolled out a new line of lower- 
sodium deli meats. Both Sara Lee-branded bulk deli meats and its Hillshire 
Farm brand bulk and pre-sliced deli meats are formulated with 25 percent 
less sodium than comparable products in the category and are certifi ed by the 
American Heart Association. Lower sodium bulk deli meats available include 
Sara Lee’s Oven Roasted turkey breast or chicken breast. Hillshire’s bulk deli 
meats include its lower-sodium boneless honey ham as well as its roast beef. 
Lower Sodium Hillshire Farm pre-sliced deli meats include honey- or oven-
roasted turkey, and smoked or honey ham.  

Talking turkey
This past month, Tamaqua, Pa.-based Koch’s Turkey Farm rolled out a new 
addition to its line of turkey burgers, which debuted in 2010. The new All 
Natural Burgers were designed to provide a healthy alternative to beef ham-
burgers, according to the company. Seasoned with a hint of rosemary, the 
company’s natural line of burgers are low in fat and can be cooked in a skillet 
in approximately seven minutes. 

“Our turkey burgers are low in sodium, low in calories and low in satu-
rated fat, and they taste great,” said Duane Koch, president of Koch’s Turkey 
Farm. The burgers are available at specialty supermarkets, including Whole 
Foods and Koch points out the turkey meat comes from free-range birds raised 
without hormones or antibiotics and are fed vegetarian diets. The company’s 
turkeys are raised humanely and Koch’s animal welfare standards are ensured 
by a third-party auditing fi rm. 

Artisan sandwiches
AdvancePierre Foods’ just-launched line of Mercato Grille Panini Sandwich-
es, which are available in fi ve varieties, are designed for heat-and-eat applica-
tions or heat-and-hold venues. They can be warmed using a microwave, Pa-
nini press or traditional oven. The hand-held sandwiches are fully assembled, 
wrapped in oven-ready parchment paper and fl ash frozen to ensure freshness. 
The varieties offer serving fl exibility that can satisfy all day-parts, includ-
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ing breakfast, lunch, dinner or snack time. The choices include the following 
Panini-style sandwiches: Italian; Turkey, Ham and Swiss; Three Cheese To-
mato, Asiago Chicken and Chicken Parmesan. 

A Frank approach to appetizers
Also capitalizing on the popularity of frozen chicken wings and appetizers as 
a whole, Frank’s RedHot, based in Parsippany, N.J., recently launched a line 
of fully cooked Buffalo Wings, Buffalo Shrimp, Chicken Fries and Chicken 
Poppers. Knowing US grocery store sales of frozen and refrigerated appetiz-
ers and snacks, frozen wings and frozen shrimp accounted for about $1.6 bil-
lion, according to Nielsen data for 2010, the new products are being offered 
by the company at club stores as well as supermarkets. The protein products 
are processed and distributed by Completely Fresh Foods for French’s Foods, 
a division of Reckitt Benckiser, which makes Frank’s Redhot Cayenne Pepper 
Sauce. Completely Fresh’s other food lines include Jack Daniel’s ready-to-eat 
meals and John Wayne Authentic Cowboy Meals.     

Going kosher
Late this past year, Old World Kosher Sausage offi cials announced the intro-
duction of a new Chicken Sausage that is certifi ed kosher by the Orthodox 
Union and carries the OU symbol to identify it as such. The new offerings 
are made from OU kosher-certifi ed chicken thighs and are available in fl avor 
profi les that have never been offered to this segment, according to the com-
pany. The OU diligently monitors every aspect of processing the sausage as 
well as inspecting the processing facilities to ensure compliance with kosher 
standards is maintained. The formulation for the kosher line was developed 
by David Samuels, a manufacturer and distributor of meat products, said 
Ethan Feinberg, president of Old World Kosher. “We are truly honored that 
David Samuels has chosen to share his secret recipes with us so we can bring 
this unique product to the kosher community,” including foodservice and re-
tail customers, he said.

“With fl avors like Chicken Apple Sausage, Hot Italian Sausage, and Sweet 
Italian Sausage, caterers and restaurateurs can’t seem to get enough of these 
delicacies,” Feinberg added.     

 
Back to school
With the recent public spotlight trained on childhood nutrition and the qual-
ity and safety of food offered by the National School Lunch Program, one of 
the newest products developed by Tyson Foods meets the government’s nu-
tritional guidelines for sodium, fat and protein. Tyson’s Wokin’ Orange All-
in-One Entrée, which is made from fully cooked strips of dark chicken meat 
in an orange sauce, was developed specifi cally for the NSLP and to appeal to 
school offi cials in the US who are responsible for feeding thousands of chil-
dren each day. “Our ethnic-inspired, all-in-one product solution allows food-
service directors to meet the growing demand for authentic fl avors, while at 
the same time delivering a solution that is operationally friendly and nutri-
tionally sound,” said Johnny Hughes, vice president and general manager of 
the Government Business Unit of Tyson Foods Inc. 
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Labor
BY RICHARD ALANIZ
meatpoultry@sosland.com

As job growth continues to stall, 
former employees occasionally seek 
unemployment benefi ts they don’t 
deserve, either because they are des-
perate, confused or trying to cheat the 
system. Employers, ultimately bear-
ing the cost of unemployment pay-
ments, must evaluate whether to chal-
lenge those unemployment claims. 

Appealing unemployment benefi ts 
is expensive and time consuming and 
success is not guaranteed. Employers 
should understand what is involved 
in the appeals process, recognize the 
long-term implications, involve the 
right people in the process and care-
fully consider how to proceed when 
former employees claim benefi ts they 
have not earned.

In weighing the decision, there 
are several factors to consider. If em-
ployees are denied jobless benefi ts, 
in part because of employer resis-
tance, an employee is more likely to 
consider a claim of discrimination, 
particularly retaliation. Determining 
unemployment eligibility also takes 
time, since someone must collect 
documentation and attend a hearing 
to testify on the company’s behalf. 
There are other PR issues to consider 
as well. While jobless claims are not 
usually front page news, companies 
may appear greedy or unsympathetic 
to current employees or the public 
if they actively work to deny work-
ers jobless benefi ts, even when the 
company is in the right.  

Finally, in addition to the time, 
cost and damage to the company’s 
public perception, employers also 
tend to lose most of their appeals. 
According to the Wall Street Journal, 
employers won only 36 percent of the 
405,153 unemployment claims they 
appealed in 2009.

Questioning benefi ts
Employers must consider whether all former 
workers deserve jobless benefi ts

Appeal considerations
If you do decide to appeal an un-
employment claim, there are several 
things to keep in mind:

• Don’t wait until a claim is fi led 

to think about appeals – For smaller 
companies with low turnover, an un-
employment claim may be an unusu-
al undertaking. Before a claim is ever 
fi led, the company should have a sys-
tem in place to quickly gather relevant 
information. If you have not considered 

ate a paper trail outlining exactly what 
the employee did wrong, how it violat-
ed company policy and why the com-
pany chose to terminate. Hours and 
work history should also be document-
ed and easily accessible – employees 
may not be eligible for unemployment 
benefi ts because they worked too few 
hours or were not employed for suffi -
cient duration.

• Consider the specifi cs of each 

situation –  Before appealing a claim, 
be sure that managers or supervisors 
handled a job dismissal appropriately 
and were clear that the employee was 
not entitled to unemployment benefi ts.

• Find a point person –  Depend-
ing on the company’s size, it should 
designate one person or a certain 
group of people to review all unem-
ployment claims. Those people should 
be educated about the claims process 
and be able to quickly access perti-
nent information and documentation. 

• Don’t take any claim for grant-

ed – It is important to take each claim 
seriously. Unprepared company rep-
resentatives may misspeak during a 
hearing and damage the appeal or 
expose the company to future, un-
related claims.

An unemployment claim hear-
ing can quickly turn into a case of 
“he said-she said.” However, with 
the right strategies, processes, docu-
ments and knowledgeable profession-
als, employers can develop a good 
sense of which cases to appeal and 
ultimately boost their success ratio 
in those select appeals. ■

Richard D. Alaniz is senior partner at Alaniz and 
Schraeder, a national labor and employment fi rm 
based in Houston. 

We would like to hear from you – to comment 
on this story or to request reprints, contact us 
by e-mail at meatpoultry@sosland.com.

the issue recently, now is a good time 
to do so. A team of in-house attorneys, 
outside counsel and human resources 
professionals should review current 
policies to ensure accuracy and com-
pliance with current laws and regula-
tions, including those governing un-
employment insurance.

• Document everything – Every 
company should have policies about the 
appropriate way to handle and docu-
ment employment evaluations, fi rings 
and layoffs. If an employee has been 
fi red for cause, the employer must cre-

Document everything –  Every company 
should have policies about the appropri-
ate way to handle and document employ-
ment evaluations, fi rings and layoffs.
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Names in the News

Richmond Cold Storage Com-

pany LLC has selected HighJump 

Software as its 2010 Quality Criti-
cal Supplier of the Year. To be con-
sidered for the award, quality critical 
suppliers must demonstrate the abil-
ity to share cost savings ideas, dem-
onstrate quality customer service, 
assist in the implementation of new 
products and services and be will-
ing to step up and make an impact. 

George Watts ,  t he National 

Chicken Council’s retiring presi-
dent, was presented with the Harold 
E. Ford Lifetime Achievement Award 
of the US Poultry & Egg Association 
(USPOULTRY) during the 2011 
International Poultry Exposition in 
Atlanta. The award recognizes Watts 
for his dedication and leadership over 
the years and for serving the poultry 
industry and USPOULTRY in an 
exemplary manner. 

Mike Brown will succeed Watts 
as NCC president, effective this 
month. Brown previously served as as 
vice president for legislative affairs of 
the American Meat Institute, where 
he had worked since 1995.  

Butterball LLC, Huntsville, Ark.-
facility associates Kristy Drewyor 
and Felicia Hickman were named 
2010 employees of the year during the 
Huntsville Area Chamber of Com-
merce Annual Community Awards 
Banquet in January. 

Intelligrated announced the ap-
pointment of Kevin O’Reilly to the 
position of Sales Engineer II for the 
company’s eastern regional opera-
tion. O’Reilly will be responsible for 
sales in the region under the direc-
tion of Eric Palotas, vice president 
of eastern regional operations for 
Intelligrated. 

The National Turkey Federation 

honored George Nicholas, founder 
of Nicholas Turkey Breeding Farms, 
with the NTF Lifetime Achievement 
Award this past month at the NTF 

Annual Convention, Nicholas received 
the award posthumously for his long-
term, unselfi sh dedication to creative 
innovation in turkey production. Ji-
had Douglas and Yan Ghazikha-

nian, Aviagen Turkeys, accepted the 
award on behalf of Nicholas’ family 
and the company he founded. Nicho-
las passed away in 1985. 

Hickey Jr., t reasur-
er. These officers will 
hold their positions un-
til Jan. 1, 2012. Smith 
is president and CEO 
of Buffalo Wild Wings 
Grill and Bar, Minne-
apolis, Minn. Mallet is 
president and CEO of 
PhaseNext Hospitality 
in Plano, Texas, a fran-
chise operating compa-
ny. Previously, she was 
president and interim 
CEO of Caribou Cof-
fee. She also held lead-
ership positions at Ap-
plebee’s, TGI Friday’s 
and la Madeleine Bistro/
Café. Hickey is chair-
man of O’Charley’s, a 
Nashville, Tenn.-based 
multi-concept public 
restaurant company. 

The American Meat 

Institute has appointed 
Dennis Boik as direc-
tor of environmental and 
sustainability issues for 
the association. Boik will 
monitor environmental 
regulations that affect 
AMI members. He will 
serve as staff liaison to 
the AMI Environmen-
tal Policy Committee 
and AMI Sustainabil-
ity Committee.

Boik ret i red from 
Hormel Foods Corpora-
tion in December 2008 
with 38 years of service. 

HID Global announced 
it has appointed Jean-

Miguel Robadey to run 
the company’s Identifi -
cation Solutions (IDS) 
RFID animal tagging business. 
The company also appointed Jason 

Walden to lead its RFID Industry and 
Logistics business in the UK, Ireland, 
Benelux and Scandinavia. ■

Brown

Jones

Robadey

Smith

Mallet

In other NTF news, Damon 

Wells was appointed as its vice pres-
ident of government affairs. Wells 
will oversee and implement all as-
pects of the federation’s legislative 
affairs program, from policy formu-
lation and development to advocacy 
on Capitol Hill. 

Bill Donald, a third generation Mel-
ville, Mont. rancher, was elected to 
succeed Steve Foglesong as the Na-

tional Cattlemen’s Beef Associ-

ation president. J.D. Alexander, 
Pilger, Neb., was elected as NCBA 
president-elect, and Scott George, 
Cody, Wyo., is the new NCBA vice 
president. 

Cattle producer Tom Jones from 
Pottsville, Ark., was elected as the 
Cattlemen’s Beef Board (CBB) 
chairman. He was elected during the 
2011 Cattle Industry Annual Con-
vention in Denver, Colo.

New National Restaurant Asso-

ciation offi cers assumed their roles 
in January. The newly inducted board 
offi cers are Sally Smith, chair; Ro-

salyn Mallet, vice chair; and Phil 
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WANTED-WANT ED
THE MOST PROFITABLE

USDA LABEL APPROVALS
IN THIS $140 BILLION IN DUS TRY A GOOD LABEL AP PROV AL

CAN CREATE $500,000 TO OVER $5,000,000 IN SALES.

WOULD YOU SPEND A FEW DOL LARS
TO MAKE OR SAVE LARGE SUMS OF MON EY?

WE WORK TO GET YOU THE BEST.
AVOID COSTLY PROBLEMS. LET US HANDLE ALL GOVERNMENT

NEEDS- BLUEPRINTS, FDA, OSHA, EPA, IRS, AND MORE.

TRADEMARK SEARCHES
PATENT AND COPYRIGHT SER VIC ES

AVOID LEGAL DISASTERS – ESTABLISH VALU ABLE OWN ER SHIP

We are the oldest, larg est, and most professional.
Established in 1957 – Over 100 years staff ex pe ri ence.

JAMES V. HURSON ASSOC., INC.
200 N. Glebe Rd. Ste. 321 – Arlington, VA 22203

Ph: (703) 524-8200   FAX: (703) 525-8451

FOR FAST ANSWERS TO ANY QUESTIONS PHONE

TOLL FREE 1-800-642-6564
Visit our website: www.hurson.com

J
V
H

New Product Showcase

Free literature
Free four-page, full-color literature is available on NuTEC 
Manufacturing’s 745 Food Forming Machine. Built for 
versatility, the 745 can run beef, pork, poultry, fi sh, veg-
etables and cheese. A completely hydraulic, micropro-
cessor controlled, multi-outlet forming machine, the 745 

combines accurate weight 
control, minimum leak-
age, and quick change-
overs with mobility. The 
machine’s portable de-
sign allows the machine 
to be easily transported to 
wash-down departments 
or other areas in the plant. 
NuTEC’s sales brochure 
features a large, detailed 
photo of the 745 Food 
Forming Machine on the 

front cover. Inside, informative copy and feature photog-
raphy combine to lead the reader through a step-by-step 
description of the 745’s features and benefi ts. Product 
specifi cations, electrical specifi cations and an engineering 
drawing are included on the back. For more information, 
call NuTEC Manufacturing at (815) 722-2800.

www.nutecmfg.com

Pipeline detectors
Phantom Pipeline detectors from Fortress Technology 
are suited for sausage, ground beef or any pumped meats 
and are built rugged to withstand the harshest produc-
tion environments with IP69K certifi ed stainless steel 
construction. Several material options are available for 
the non-metallic pipe including nylon, rubber and Tef-
lon for the more demanding high temperature/pressure 
applications. An automatic reject valve can be incorpo-
rated into the system to remove contaminated product 
from the fl ow. For more information, call Fortress Tech-
nology at (416) 754-2898.

www.fortresstechnology.com

Automated HPP
Multivac Inc. recently announced a new technical in-
novation that allows its high-pressure processing (HPP) 
technology to be integrated into fully automated packag-
ing lines not only for vacuum packages, but also for use 
with Modifi ed Atmosphere Packaging (MAP). HPP is 
used by processors as a food-safety intervention to con-
trol pathogens including Listeria and Salmonella while 
increasing shelf-life by as much as four times of non-
treated products. Because the process is conducted under 
ambient temperature, even heat-sensitive food products 
can be treated with this method. HPP-treated, packaged 
food passes through a pressurized vessel, which denatures 
pathogens by delivering 87,000 psi of water pressure for 
a specifi ed dwell time. Using patent-pending technology 
Multivac has developed a solution to integrate high pres-
sure equipment into packaged food lines. Multivac also 
offers a high-pressure compatible packaging concept for 
MAP applications. With the integration solution devel-
oped by Multivac, the fi nished food packages are auto-
matically loaded into transport containers, HPP-treated, 
and then automatically unloaded before being dried and 
undergoing necessary labeling and packed into cartons. 
For more information, call Multivac at (816) 891-0555.

www.multivac.com



TAKE NOTE OF NEW DATES! 

WEDNESDAY, APRIL 13 – SATURDAY, APRIL 16, 2011

McCORMICK PLACE, CHICAGO, IL, USA 

CONVENTION@MEATAMI.COM

POWERFUL PARTNERSHIPS. PROVEN SOLUTIONS.

ACCEPT NO SUBSTITUTES

REGISTER TODAY AND SAVE AT WWW.AMIEXPO.COM

AMI EXPO IS NOW IN THE SPRING: APRIL 13–16, 2011

FREE SATURDAY REGISTRATION FOR PROCESSORS AND PACKERS: Free entrance to the exhibit hall from 10:00 am – 2:00 pm on Saturday, April 16.

Timing matters! The industry asked for a spring expo for meat, poultry and seafood 

— and AMI is the only show to deliver. We’ve moved from October to April! 

The largest and newest equipment displayed for 
meat, poultry and seafood processors.

AMSA’s Quality Assurance 101 is being held 
at AMI Expo this year.

Capital Equipment Justification Short Course to 
reduce costs and increase productivity. 

Dietary Guidelines Issue Update — just published, 
how does it impact your business? 

Networking events to meet new partners from 
every corner of the world.

Now in the spring, you don’t have to wait to see the 
latest technology, and you’ll save 25% on spring travel.
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New Product Showcase

Tenderizer machine
Hollymatic has combined four sought-after feature/ben-
efits and put them all into one tenderizer machine that 
provides customers with a real profi t center. Their Ten-
der Rite Tenderizer offers power, safety, effi ciency and a 

competitive price to add profi ts to grocery store 
and supermarket operations as well as small to 
medium-sized processing plants. A ¾ HP mo-

tor has the power to process 
up to 1,200 steaks per hour. 
The Tender Rite’s hygieni-
cally superior design with all 
stainless steel housing and 
inlet improves food safety. 
Stronger tenderizing blade 
assemblies provide greater 

effi ciency. With optional stir fry 
slicing blades, butchers and processors 

can create stews and sliced portions. To top 
it off, Hollymatic has aggressively priced this tenderizer to 
be an attractive addition to any meat operation. For more 
information, call Hollymatic at (708)579-3700.

www.hollymatic.com

Food processing blades
Designed with a patent pending proprietary tooth design 
for smoother cuts through meat products, new MeatMiser 
Food Processing Blades from Hyde Industrial Blade Solu-
tions (IBS) reduce waste and improve per piece yield for 
meat and poultry processors. Engineered for maximum per-
formance and minimal waste, Hyde MeatMiser Food Pro-

cessing Blades are manu-
factured with “arcuates” 
or “swooping teeth” and 
beveled edges replacing 
more traditional scallop-
edge blades. The arcu-
ates enter the cut gently 
along the long arc with-
out ripping into the food 
to be processed, slicing 

the meat cleanly. In keel and full bird cut testing, these 
blades reduced waste from poor cuts by 75 percent, increas-
ing output and fi nished product net weight. The blades are 
made of 420 grade stainless steel and are heat treated for 
durability and long life. Hyde MeatMiser Food Processing 
Blades have a double bevel (each side is beveled) and the 
bevel on each side has a compound bevel (two different bev-
el angles) for increased effi ciency and productivity. These 
blades come in a variety of sizes to accommodate different 
processing machines and operations including 5.86-, 6-, 
7.188-, 10- and 10.63-inch diameters. For more informa-
tion, contact Hyde IBS at (800) 872-4933.

www.hydeblades.com

Space-
saving hand 
sanitizing
CM Process Solutions 
new Hygicontrol HSR 
is designed to com-
pletely sanitize hands 
and wash the soles of 
operator’s footwear. 
This cont inuously 
welded stainless steel 
construction machine 
is sensor operated and 
is supplied with a sep-
arate chemical injec-
tor system for both 
hands and footwear. 
All cycle parameters, 
such as hand sanitizer time and brush rotation time, are 
fully adjustable. For more information, call CM Process 
Solutions at (951) 808-4376.

www.cmpsolutions.net



Join the 
worldwide 

effort to protect 
the global 

food supply 

April 26-28, 
2011

Kansas City, Missouri
Crown Center

PUBLIC / GOVERNMENT 
SECTOR 
 • Agroterrorism experts 
 • Policymakers/elected offi cials 
 • International terrorism 

experts 
 • Transportation/transit 

personnel 
 • Law enforcement personnel 
 • Intelligence specialists

More than 1,000 individuals from 
21 different countries attended the 
last ISA, participating in break-out 
educational sessions and case studies, 
hearing world-renowned experts 
discuss agroterrorism, and interacting 
with each other.  An exhibit hall will 
provide ISA sponsors and exhibitors 
an opportunity to showcase 
relevant products and services.

PRIVATE SECTOR 
 • Corporate security 

offi cers
 • Import/export fi rms 
 • Livestock and crop 

associations 
 • Food security system 

personnel

ISA 2011 provides an opportunity for all these groups to 
come together under one roof and fi nd solutions.

For more information and registration visit www.fbi-isa.org  
Deadline is April 22, 2011

WHAT ARE THE TOPICS?  
  • Physical security • Biosecurity • Intelligence and information sharing 

• Economic and trade concerns • Transportation • Research and development 
• Emergency preparedness • Synthetic biology • Genetically modifi ed foods

HEALTH AND MEDICAL 
 • Veterinarians 
 • Epidemiologists 
 • Physicans/Nurses 
ACADEMIA 
 • University researchers 
 • Scientists and 

academicians 
 • Zoonotic specialists 
 • Horticulturalists 
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� Compact, integral 
design with no external 
components 

� Hermetic encapsulation for safe, 
hygienic working (protection rating IP66)

� Up to 30 % energy saving
� 95-97 % mechanical efficiency
� Maintenance- free even in extreme conditions

High performance 
asynchronous drum motor 

conveyor drive

Powerful, 
clean, cost-effective.

TYPE EL - CLASS I
APRIL 2010

I N T E R R O L L
C O R P O R A T I O N
+1 910 799 1100
US.SALES@INTERROLL.COM
INTERROLL.US

New Product Showcase

Ham trimmer
The Whizard Series II Trimmer (Model 925) from Bet-
tcher Industries is the ideal tool for tackling the challenges 
of trimming and cleaning Prosciutto di Parma and other 
air-dried hams. Featuring a special circular serrated blade 
along with an adjustable depth gauge and an available post 

handle, the Model 925 
trimmer is engineered 
to improve cutting per-
formance on Parma 
hams – speeding up 
the cleaning procedure 
while requiring less ef-
fort when compared to 
using a straight knife 

or older powered circular knife models. Whizard Trim-
mers for Parma ham trimming and cleaning improve 
meat yields while at the same time reducing excess stress 
to the hand and forearm of the operator because less force 
is needed to clean the ham. The Whizard Series II Trim-
mer’s blade/housing interface generates less “chatter” and 
heat for reduced vibration, thereby improving worker oper-
ating conditions. An enhanced gear mesh design contrib-
utes to smoother blade operation, while better proximity 
to the built-in steeling device button makes steeling blades 
quicker and more convenient. For more information, call 
Bettcher Industries at (440) 965-4422.

www.bettcher.com/parma-ham-trimming

LED light 
Larson Elect ronics’ 
magnalight.com an-
nounced the addition 

of the EPL-24-2L-LED-
LV low-voltage, explosion proof LED 

light. Designed to operate off of 12 or 24 volts 
DC or AC, the 30-watt LED light carries a UL 844 

Class 1 Division 1 and Class 2 Division 1 hazardous loca-
tion rating as well as a separate paint spray booth certifi ca-
tion. The new Magnalight EPL-24-LED-LV low voltage 
explosion proof LED light is designed to last at least 50,000 
hours. Designed for long life, the Class 1 Division 1 LED 
light offers a small 2 foot, 2 lamp form factor and operates 
natively off of low voltage, including battery banks, small 
generators, solar panels and other off grid power sources 
without the need for additional power supplies or trans-
formers. With a T6 temperature rating and a separate paint 
spray booth certifi cation, the low profi le EPL-24-2L-LED-
LV explosion proof LED light is application for most any 
hazardous location area application. For more information, 
call Larson Electronics a (800) 369-6671. 

www.magnalight.com

Film clamp 
Lantech’s Load Seeking Clamp 4.0 was created to re-
duce film breaks. When film breaks or releases at the 
clamp, it requires the operator to reset the machine, which 
causes downtime. The Load Seeking Clamp’s robust de-
sign holds onto the fi lm preventing fi lm breaks and re-

leases at the clamp. 
Most clamps on the 
market are “station-
ary clamps” and 
do not move out 
to the edge of the 
load. This causes 
the film to sag in 
the gap between 

the clamp and the load reducing containment at the bot-
tom of the load. At the beginning of the wrap cycle, the 
Load Seeking Clamp 4.0 goes out to the edge of the load 
creating clamp-to-load contact regardless of the width of 
the load. This eliminates sagging issues and maximizes 
containment at the bottom of the load. The Load Seeking 
Clamp 4.0 is standard on the SL Automatic stretch wrap-
per. For more information, call Lantech at (800) 866-0322. 

www.lantech.com



Who should attend? The seminar 
is designed for executives and managers in the 
food processing industry who are involved with 
ingredient procurement, market analysis, supply 
chain management, corporate planning and those 
needing to be current on major supply and demand 
issues affecting food processing companies. 

A must attend for anyone in food processing

For more information, 
contact Christina Sullivan

phone: 816.756.1000 fax: 816.756-0494
e-mail: seminars@sosland.com 

For 34 years, Sosland Publishing Co. has sponsored the premier food industry forum to 
analyze and evaluate issues affecting ingredient markets important to food processors.

The Purchasing Seminar 
is designed for executives responsible for 
food ingredient purchasing and supply chain 
management. Twenty-four food presenters 
will cover food commodity markets, meat and 
poultry complex, agricultural policy, economic 
and consumer trends. The program provides an 
opportunity to listen to leading markets authorities 
and to exchange views and ideas with peers.

June 5-7, 2011  •  InterContinental Hotel  •  Kansas City, Missouri  •  www.purchasingseminar.com

NEW FOR 2011
Sunday cocktail reception will be held at The 
Nelson-Atkins Museum of  Art. On Tuesday, an 
all new session on Risk Management Strategies.

Sponsored by
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New Product Showcase

EMPLOYMENT

ca reer opportunities
With over 40 years experience, we’re proven leaders in the grain, milling, 
feed and food industries from entry level to executive level. Inquiries are 
confi dential. Fees are paid by our client companies. Visit our website or con-
tact our nearest offi ce toll free and let our entire network go to work for you.

International offi ces in n P r

A B R LT

Visit us at www.agriassociates.com

 

Atlanta   800-562-1590
California  866-909-6789
Cincinnati
Dallas   800-561-7568
Davenport   800-728-0363

Denver   800-354-8039
Florida   941-412-8210
Kansas City   800-550-7980
Memphis   800-792-2474

Minneapolis   651-731-3211
Omaha        800-282-4975
Pittsburgh   866-318-0800
Seattle        509-285-5657

800-507-9423

For Classi  ed Advertising in Meat&Poultry - Contact Lily O’Kane at 630-717-8811 or fax 630-717-8822
Lokane@sosland.com

Plant Managers  .................................................. $100K
Supplier Quality Manager  ................................. $100K
Maintenance Managers  ...................................... $85K
Sr. Food Technologies  ......................................... $80K
HR Comm. Mgr.-Bilingual  ................................... $60K
Production Superintendents  .............................. $55K
Farm Manager  ......................................................$50k
Maintenance Supervisors  ................................... $50K
Hatchery Supervisor  ............................................ $45K
Productions Supervisor-Evis  .............................. $45K
Production Supervisor-Debone  .......................... $45K
Production Supervisor-Cut Up  ........................... $45K
QC/QA Supervisor  ................................................ $45K
Sanitation Supervisor .......................................... $40K
Field Service Representative  ............................. $40K

Food Industry Recruiters Since 1970

GEORGE COMUNALE CPC, Director, Judge Inc.
Toll Free – (888)-228-7164 ext. 185

Fax (888)-228-7169
gcomunale@judge.com • www.judge.com 

Classifi ed Advertising

Peelable lids 
A new lidding solution from DuPont Packaging & In-
dustrial Polymers provides an easy and effective way 
to make peelable lids for retortable polypropylene (PP) 
packages. DuPont Appeel 22D843 lidding sealant resin 
is pellet-blended with a polypropylene sealant resin and 
then processed to make a lidding structure or sealant 
layer in conventional extrusion or coextrusion equip-
ment designed for polyolefi n resins. Appeel 22D843 is 
typically blended with PP at addition rates of 20 to 40 
percent by weight. The proportion of Appeel in the blend 
determines peel strength. Lower addition rates result in 
higher peel force and vice versa. Either homopolymer or 
copolymer PPs can be used. The choice of PP depends on 
the melt index requirements of the extrusion process and 
performance needs. Copolymer blends have a lower seal 
initiation temperature while homopolymer blends may 
withstand higher retort temperatures. Appeel 22D843 
is a PP-modifi ed ethylene acrylate resin. For more infor-
mation, call DuPont at (302) 996-7911.

www.appeel.dupont.com

Inspection system 
The machine-vision expert Lu-
ceo designs, manufactures and 
installs a wide range of systems 
ensuring the quality, traceabili-
ty and safety of individual packs. 
Its camera-based inspection ma-
chines check tray sealing, label-
ing and appearance of sliced meat. 
LabelSecure is the latest stand-alone 
inspection solution guaranteeing the 
conformity of labeling on all types 
of packages. LabelSecure offers re-
liability and effi ciency through the 
use of computer-vision technology. 
It not only checks for the presence, 
position and orientation of the label, 

it also ensures all regulatory information is correct, and 
detects any misalignment of the top fi lm. For more infor-
mation, call Luceo at (+33) 2 23 27 64 52.

www.luceo-inspection.com
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Dennis Miller
& Associates

Search and Placement Specialists
for the Meat and Poultry Industry

Serving individual candidates and client 
companies in searches for all types and 

levels of management positions.

Dennis W.Miller
Tel: (502) 245-1602
Fax: (502) 245-2554

E-mail: DMAsearch@aol.com
10311 Sterling Springs Road

Louisville, KY 40223

Zacky Farms LLC, a fully integrated poultry 
processor is seeking a QA Professional to oversee 
quality assurance for a cooked products facility 

in the Stockton, California area. Required: 
Bachelor’s Degree, or equivalent combination 

of education and experience, in Food Science or 
similar area of study, plus 5-10 years of quality 
assurance operations and regulatory manage-

ment responsibilities in USDA cooked and 
fresh meat product facilities. Experience with 

development, implementation, and improvement 
of quality systems for cooked and fresh meat 

products. Strong leadership skills, with a proven 
track record of success in motivating others, and 

the ability and willingness to promote change 
and drive constant improvement. Preferred: 

Master’s Degree in Food Science or related tech-
nical  eld, or equivalent, and BRC experience. 
Quali  ed applicants please submit resume with 
cover letter to: jobs@zacky.com EOE M/F/D/V

Bill Bragg & Assoc.
20432 Hedgerow Ct.
Meadville, PA 16335

Phone: 814-337-8900
Fax: 814-337-8902

e-mail: bbragg@bbragg.com

IMMEDIATE OPPORTUNITIES
More on Website www.bbragg.com

Night Mgr. (PC Steaks) ........ $75K
PM (Bf. Sl/Bone) .................... $90K
Supt. (Steak, CareReady) ........ $65K
GF (Pork Sl.) ........................ $52K
GF (Pork Cut & Conv.) .............. $62K
QA Mgr. (Bf.Sl/Fab.) .............. $80K
PSM Mgr. (Ref., Degree) ...... $125K
Sup. (Bakery/AIB) ................. $60K
Mnt. Sup. (Bakery/AIB) ......... $60K

www.goecofriendlynow.com

NEF Hypo Generator
Generate hypochlorous acid in your 

facility on demand.
Over 100 years of proven effective 

disinfection with the added bene  ts of safety 
and extreme low cost.

Dealers, distributors and sales reps
needed now. Call Joan at 732.988.0909.

GEA, a global leader in freezing 
equipment, seeks two sales 

professionals, one for our West Coast 
& one for our Rocky Mountain 

regions. Candidate must have proven 
experience in the food processing 

industry and capital equipment sales. 
Please send all inquiries to: valerie.

dezern@geagroup.com

FREEZER SALES 
SPECIALIST

SEMINAR

Dry & Semi-Dry Sausage
April 5-7, 2011

Sausage & Processed Meat
July 18-22, 2011

HACCP Workshop
October 27-29, 2011

Basic Sausage
November 8-10, 2011

Cured Meat
January 17-19, 2012

www.ans.iastate.edu/meatcourses 

EMPLOYMENT

SPECIAL SERVICES

Northfield, MN

� Turn-Key Solutions

� Redesigns & Retrofits

� Parts & Materials

� Nationwide

� 24-7-365

www.ashworth.com

 INCREASE CAPACITY & IMPROVE EFFICIENCY

1-866-204-1414

X-RAX-RAY INSPECTIONY INSPECTION
• Metal • Stone
• Glass • Plastic
• Bone • Rubber
FAST RESPONSE
FREE TESTING

SAVE YOUR PRODUCT AND
YOUR GOOD NAME

HACCP compatible solution for
detecting foreign particles in your
product.

Call CXXR COMPANY • Warsaw, IN
800-817-5763 • fax 574-269-7140

www.cxrcompany.com

It Pays to

Advertise in
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EQUIPMENT

EXPORT PALLETS

7575 Fulton Street East
Ada, Michigan 49355-0001
800-879-2732

www.accessbusinessgroup.com

Packaging 
across the board. 
And the carton.

PACKAGING

Use our online catalog to help navigate 

your equipment search...

It’s easy to locate Equipment by 

Category, Model or Manfacturer’s name

7355 N. Monticello Ave.
Skokie, Illinois 60076, USA
E-Mail: sales@mmequip.com

Phone (847) 673-0300
24 Hour Fax (847) 673-0350

Web Site: www.mmequip.com

www.mmequip.comwww.mmequip.com
VISIT US AT:

New •• Used •• Reconditioned
Liquidations •• Appraisals •• Asset Recovery

EQUIPMENT CORP.EQUIPMENT CORP.

US

ED
EQUIPMENT LISTINGS AND AUCTION INFO

.

WWW.BARLIANT.COM OR 630-553-6992SINCE 1937

Slaughter Equipment
Cutting & Boning Equipment
Rendering Equipment
Processing & Packing Equipment
Packaging Materials / Containers
Miscellaneous & Safety Supplies

Consultation
Plant Design
Processing
Equipment
Equipment Appraisal

Repair Services
Mesh Aprons, 
Gloves & Sleeves

Meat Processing Equipment & Supplies
Phone: 800-467-1201 • 402-597-5777

sales@mbasuppliers.com
www.mbasuppliers.com

Specializing in QUALITY 
NEW-USED-RECONDITIONED-REBUILT  

      equipment for the food industry

USED FOOD
PROCESSING
EQUIPMENT

website: www.kohlerequip.com
email: info@kohlerequip.com

BUY*SELL*AUCTION*LIQUIDATE

Check our new, updated website at
www.kohlerequip.com

for the most recent information on
our equipment and upcoming auctions

4925 N 56TH ST. *LINCOLN, NE 68504
PH: 402.465.8845 *FAX: 402.465.8847
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Classifi ed Advertising

EQUIPMENT

Pallet/Spacer Recovery System

Ground level loading

Transfers chep in-house 
pallets easily

Adjustable clamping plate

Eliminates hand stacking restacking

90% faster than manual labor

Ergonomic working height: 28”

Typical payback: less than 3 mos.

•

•

•

•

•

•

•

600 Morse Ave. • Elk Grove Village, IL 60007
PH: 800-350-0011 • FX: 800-350-8464
www.Material-Handling.com

800-350-0011

Industry Proven to be #1 Spacer Removal System

FOR SMOKEHOUSES
Wet Bulb Socks for Humidity Control 

• EPDM Infl atable Door Seal, • Silicone Gasket 
• Recording Charts & Pens • Also Smokehouse Parts

Gregg Ind., Inc. • “The Wet Bulb Sock People”
Phone/Fax : 608-846-5143

www.smokehouseparts.com
e-mail: greggind@gregginc.com 

KUHL CORP. – PO BOX 26
FLEMINGTON, NJ 08822

Tel: 908-782-5696 • hyk@kuhlcorp.com 
• www.kuhlcorp.com

VAT/PALLET WASHERS
TOTE-TUB-PAN WASHERS

VAT/PALLET WASHERS
TOTE-TUB-PAN WASHERS

Free Sample

LAB COATS-
SMOCKS-FROCKS 

American Made-Highest Quality-
Best Prices

Call Brenda Today 

1-800-951-2628
See Omni Apparel Display ad in this 

issue on page 10

DICE-CUBE-
SLICE-STRIP

Meat-Poultry-Seafood
Select from Five Models

   
Call Don Toll Free Today

1-888-278-0885
See Foodlogistick Ad 

in this issue on page 18.

AMERICAN WHOLESALE CO.

USED/NEW WALK-IN-COOLER-FREEZER BOXES
REFRIGERATION SYSTEMS – EQUIPMENT

Large Inventory   All Sizes
Buy   Sell – Nationwide  

Wholesale Prices
www.awrco.com

Phone:  216-426-8882   Fax 216-426-8883
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Process & Wastewater Equipment 
Sales and Service Across North America 

RemoveRemoveRemove
TSS & FOGTSS & FOGTSS & FOG

Pilot Test Pilot Test Pilot Test 
SystemsSystemsSystems

ReduceReduceReduce
COD & BODCOD & BODCOD & BOD

UpgradeUpgradeUpgrade
Your DAFYour DAFYour DAF

 AUQUIX, LLC    P:360-624-1343    F:360-735-9347   please visit us on the web at  auquix.com 

EQUIPMENT

Water Saving Washers 

Hide-on 
Carcass Washers 

Head  & 
Tongue 

Washers 

Water Management Resources 
800-552-5797 ~ www.watermr.com 

Split Carcass Washers 

Pre-scald 
Pre and 
Post Evis 
Washers 

AUCTION ALERT
April 6th, 2011

Swissland Packing Company
Ashkum, IL

Online Only Auction

For Complete Information Including 
Catalog with Pictures - Go to 
www.barliantauctions.com or 

To Bid Register at www.bidspotter.com

Complete Veal Slaughter & Packaging Plant 

Contact us at (630) 553-6992 or 
email barliant@aol.com.

VACUUM PACKAGING?
We Have Your Answers.

Parts, Pouches & Technical
Support for All Makes of

Vacuum Chamber Machines.

New, Used & Demo. Equipment

* * 35 Years of Service * *

For Experienced Assistance
Call: (716) 206-2500

Email: service@jvrinc.com
Email: jvr@jvrinc.com

Fax: (716) 206-2505
www.jvrinc.com

JVR Industries Inc.

REFRIGERATION SUPERSTORE
World’s Largest Inventory

NEW & USED Walk-In 
Coolers   Freezers   Displays

Refrigeration Systems   Ice Flakers
www.barrinc.com(920) 231-1711

1 Axle trailer, -20DG F, 120 
cu.ft. 115 volt cold plate 

system. 2,000 lbs. payload.
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The Insider

Over Herd

Prime Ribbing
Cartoon by Bob Bliss

Move that bus!
Cargill’s Wichita, Kan.-based meat business joined other area companies in 
contributing to the success of ABC’s Extreme Makeover: Home Edition home 
build benefi tting former Wichita State Univ. All-America baseball player Carl 

Hall, who was paralyzed from the neck down after a 2010 car acci-
dent. The show selected Hall and his family – wife Stacey and 

four children – to receive an all-new home that 
is wheelchair accessible throughout. Cargill 
donated a variety of Sterling Silver Premium 
Meats beef and pork cuts to stock the freezer 
in the Hall family’s new home. To help the 

Hall family with preparing their selection of meats and further enjoy their new 
home, Cargill also donated a grill. VIPs dined on Sterling Silver ribeye steaks, 
pork chops, beef brisket and pork loin. Cargill, in cooperation with local Ster-
ling Silver Premium Meats grocery retail partner, Dillons Food Stores, provid-
ed the meats and worked with a local caterer to prepare and serve products. ■

“ This rule, while 
obscure, could 
effectively dismantle 
the business models 
used by livestock 
producers, meat 
packers and poultry 
processors – 
setting the industry 
back decades 
in its customer-
driven evolution 
toward value-added 
products.” 

— J. Patrick Boyle, American Meat Institute 
president and CEO, on a proposed rule 

by the Grain Inspection, Packers and 
Stockyards Administration (GIPSA).

Royal innovation
Forget about Lady Gaga’s meat dress – 
that’s so yesterday – we recently learned 
through a story in OK! Magazine that 
Crown Carveries has made a portrait 
of Kate Middleton and Prince William 
(the Royal Wedding couple) out of 
turkey, gammon, beef, carrots, peas, 
broccoli, caulifl ower, potatoes and gra-
vy.  Word has it that it took the com-
pany four hours to put the couple’s 
“fork-trait” together. ■

Living art
Washing hands properly is “a must” for those who work daily in US meat 
and poultry plants. Here’s a unique story to keep this important topic top 
of mind. Thanks to a gift from Georgia-Pacifi c Professional, the Centers 

for Disease Control and Prevention plan 
to highlight the health benefi ts of proper 
hand washing through a multi-media art 
exhibition called Watching Hands: Artists 
Respond to Keeping Well. The exhibition is 
scheduled to open in September, 2011 at 
the Global Health Odyssey Museum on the 
campus of CDC’s headquarters in Atlanta. 
“CDC’s Global Health Odyssey Museum 
offers unique opportunities to share CDC’s 

work and health messages with the Atlanta community and the thousands 
of individuals who visit CDC from all over the world,” said Charles Stokes, 
president and CEO of the CDC Foundation. ■
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