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Fish prices rising worldwide
as consumption surges

Growing worldwide demand for fish...

By Hiroshi Konishi and Etsuo Tomita 

Blame mad cow disease, avian flu, 
wealthy new Chinese consumers—or all of 
the above. No matter the reason, one thing 
is certain: There’s a worldwide fad for fish.

Across Europe and Asia, seafood 
consumption is jumping upstream, its 
economic 
tail thrashing 
powerfully.

That’s good 
news for island 
nations like 
Japan, right?

Not if the island nations import 40 
percent of their seafood, as does Japan. In 
that situation, a rise in global consumption 
is a big problem.

Rising demand means rising 
prices. If the fish gets too expensive 
customers—mostly supermarkets and sushi 
restaurants—will withdraw the pricier fish 
from their offerings.

Prices for Chilean farmed Atlantic 
salmon and trout have headed through 
the roof since spring 2005, which is bad 
news for sushi restaurants. Chefs say they 
can’t offer salmon if it is more expensive 
than delicacies such as toro (fatty tuna) or 
uni (sea urchin roe). Filleted trout is up 60 
percent, to more than 1,000 yen per kg this 
spring.

With their bargaining power limited, 
Japanese buyers are regularly outbid by 
foreign buyers. Those buyers are hungry. 

European consumers have been shying 
away from meat and poultry, in part due to 
scares over mad cow and avian influenza. 
Instead, they are turning to seafood.

In China, too, a booming economy is 
giving consumers more buying power to 
compete for the world’s priciest fish.

Growing demand means those countries 
can afford to pay more. In China between 
2000 and 2002, average annual per capita 
marine product consumption was 25 
kg—a 5.3-fold increase over 30 years ago, 
according to the Fisheries Agency.

In the European Union, consumption 
was 25.8 kg, up 30 percent. And in North 
America, the figure has increased by almost 

Understanding the beef industry...

Communication: A pretty cool hand
By Mark Polzer,

Foodservice Director,
Certified Angus Beef LLC

Paul Newman’s title character in “Cool 
Hand Luke” was often beaten while the 
prison warden pronounced, “What we 
have here is a failure to communicate.” 
That movie was made nearly 40 years ago, 
and for at least that long, its famous quote 
has described the beef industry.

Perhaps the cattle and food industries 
have never understood each other, 
although there is a lot of curiosity among 

the two. Any 
“authentic” steak 
house adorns its 
walls with the 
trappings and 
photos of cattle 
ranching, and 
grocery stores 
increasingly try 
to link product with producers in the eyes 
of their customers. Then there are the 
cattlemen who realize they grow food, take 
pride in it, and enjoy a good steak.

“...most producers 
have just as 

much need to 
understand 
foodservice 
issues and 

roadblocks...”

Continued on page 45

Continued on page 46

Selections of raw tilapia, 
salmon, ahi tuna and 

octopus for sushi

“If the fish gets 
too expensive 
customers will 

withdraw the 
pricier fish from 
their offerings.” 
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offers	more	options	for	the	busy	American	
family.

	
�4 Nutrition information 

chart
	 Recognizing	the	

nutrition	in	the	protein-
rich	foods	we	eat
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New York
1-800-USA-LAMB

Colorado
1-800-555-2551

www.usalamb.com

Mountain
States Rosen
Mountain States Rosen is one of the 
most significant partnerships formed 
in the history of the American Lamb 

industry. It combines B. Rosen & Sons 
Inc., a three-generation lamb and veal 
distributor, and the Mountain States 

Lamb Cooperative, representing sheep 
producers in ten states.

We are now vertically integrated and 
have exclusive access to the Mountain 

States lambs, the finest lambs in 
the world. This enables us to bring 
our customers a steady, year-round 

supply of fresh, high-quality, high-yield 
American Lamb products, without 

traditional seasonal shortages.

Unequaled Selection...
Uncompromising Quality
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THINK!

Inside the Box…
MAPLE LEAF FARMS RETAIL DUCK PARTS

Now available: ready to cook breast filets & leg 1/4s
fully cooked halves, roasted or rotisserie.

Build incremental volume with our new look!
Think inside the box… Maple Leaf retail boxes.

WWW.MAPLELEAFFARMS.COM
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Bigger isn’t always better. Animals raised 
for food have been engineered, through a 
combination of diet and supplements, to 
grow at a rapid rate and to weights never 
before realized. In the last decade alone, 
hogs have gained 8.06%, cattle 9.26%, and 
chicken 11.09%.This growth affects vertical and non-

vertical industries in different ways. A 
vertical industry, like poultry, is compelled 

Animal Weights:    A Decade of Sustained Growthto raise a heavier bird because of 
their lower fixed costs per pound 
of bird weight. Meanwhile, in a more horizontal industry like red 

meat, livestock dealers and meat 
packers are sometimes motivated 
by different series of events. Beef 
and pork packers will penalize livestock 
dealers that deliver animals that are 
outside the optimal weight range for their 
particular plant. Packers will also pass along 
a penalty for lightweight animals due to 
their higher fixed costs and heavyweight 
animals due to their additional fat content.

All industries, regardless of integration, have to deal with the 
consequences of the growth rate. 
The resulting cut size from the heavier weight animals has caused a 

number of problems. The amount 
of meat available for sale has 

soared. It has become increasingly difficult 
for packers/processors to produce to the 
specifications required by their customers. 
Packaging and boxes have been taken to 
their limit, and equipment is being tested, 
forcing a wave of reengineering.The growth rate has pit production 

executives versus marketing executives. 
Somewhere in the middle must lay a 
satisfactory balance.

Chicken11.09%

hogs
8.06%

Cattle
9.26%

“Packaging
and boxes have been 

taken to 
their limit”

There is much to learn about the meat, poultry, egg and seafood businesses. Below are 

some great classes and resources that will provide information that every person dealing 

with center-of-the-plate proteins should know.
Beef 101
Who:   Texas A & M University (979) 845-3934

Where:   Rosenthal Meat Science and Technology Center TAMU

Why:   To yield grade, quality grade, slaughter and butcher a carcass

Commitment: 2 ½  days,  $395 per person
Center-of-the-Plate Training
Who:   North American Meat Processors  (703) 758-1900

Where:   Different locations throughout the US

Why:   Classroom and cutting demonstrations to learn about all

  center-of-the-plate proteins. 
Commitment: 3 days  $799 per person.

Educational tools –Center-of-the-plate classes and 
resources are readily available

Continued on page 3
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How Beaver St. Fisheries 

adopted RFID tags for 

Wal-mart: a Case Study
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by John Sackton, Seafood.com
Jacksonville, FL -- When Wal-Mart 

announced a major radio frequency 

identification (RFID) implementation 

initiative requiring 
its top 100 suppliers 

to apply RFID labels to shipments 
starting in January, 

2005, Beaver Street Fisheries, a fish and 

seafood distributor in Jacksonville, Fla., 

stepped into gear. 

Beaver Street Fisheries imports 

from more than 50 countries and 

provides frozen fish, meats and 

prepared foods to Wal-Mart, as well 

as other retailers, restaurants, and institutions. AlthoughBeaver Street is not one of Wal-

Mart’s top suppliers it deployed a 

compliance tagging system more than a 

year ahead of deadline. When Wal-Mart 

presented its phased RFID supplier tagging 

requirements to its vendors, Beaver Street 

Fisheries learned only three of its product 

lines would be affected, and thus would 

not have to label its products with RFID 

tags until January, 2006. Rather than wait, 

the company decided to use the time to get 

ahead of the learning curve. 
“We made a decision to be proactive 

with RFID. There’s no real slam dunk 

ROI that is served up on a silver platter by 

RFID. We are thinking about how we can 

use it to get more efficient as we grow.” said 

Howard Stockdale, Beaver Street’s CIO. 

Beaver Street Fisheries had no previous 

experience with RFID, and its eight-

person IT department was also involved 

in two other major, high-priority projects. 

To get started implementing RFID, 

Beaver Street Fisheries contacted Zebra 

Technologies, its solutions provider for 

bar code labeling systems. “We’ve used 

Zebra bar code printers for many years and 

they work great,” said Stockdale. “There 

was no reason for us to look elsewhere.”  

Zebra recommended The Danby Group, 

experienced with both RFID and 

 Embracing new technology...

Executive Conference Turns 30

It’s hard to believe but true. 2006 

marks the thirtieth anniversary of Urner 

Barry’s annual Executive Conference and 

Marketing Seminar! A far cry from its 

humble roots, this year’s event “Charting 

the Course,” is being 
held at the Bellagio 

Hotel and Casino in 
Las Vegas. Although 

the official versions 
vary a bit, the first conference 

was hosted at the Knights of Columbus in Toms River, 

New Jersey, to celebrate the opening of 

the then new Urner Barry headquarters. A 

handful of industry veterans attended, and 

a celebration was had over a few drinks 

and a meal. Today it’s grown into the most 

 Widely attended marketing event...
widely attended and recognized marketing 

event in the poultry and egg industries. 

With its roots grounded in 

camaraderie, education, and fun, today’s 

Executive Conference still has 

family resemblance to the one 
that began thirty 

years ago.

To get an idea of what the 
first Executive Conference was 

like, Urner Barry’s 

Reporter contacted retired Urner Barry 

presidents Paul B. Brown and Michael 

“Bud” O’Shaughnessy, to get a first hand 

perspective on how the tradition began.

Continued on page 29

Continued on page 4

RFID bar codeprinters labelpackages before 
being shipped from 

the warehouse. 
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Ethanol’s a-maiz-ing qualities

Continued on page 35

Alternative fuel from corn...

Hot dog industry depends on America’s past time...

What baseball season means to raw materials

In 2004 Americans ate 24.3 million hot dogs
in major league ballparks—enough to stretch 

from Dodgers’ stadium in Los Angeles to
Camden Yards in Baltimore!

Baseball and hot dogs share a common 
history dating back to the turn 
of the century. While the 
frankfurter sausage can 
be traced back 500 years 
to Frankfurt Germany, 
the term “hot dog” was 
supposedly coined at a cold 
New York City Giant game in 
April, 1901.

The hot dog plays a major economic 
role in the lives of so many people, 
especially those involved with baseball: 
umpires, statisticians, sports-writers, 
television crews, bookkeepers, announcers, 
vendors, food service suppliers. The hot 
dog industry alone depends on baseball 
season. Just think of how many hot dogs 
are sold at baseball games.

How many hot dogs ARE sold at 

baseball games? According to the 
National Hot Dog & Sausage Council’s 
annual survey of hot dog and sausage 
consumption at major league ballparks in 

the United States in 2005, it was estimated 
that ball parks sold 27.5 million 

hot dogs at baseball 
stadiums in 2005. 
Dodger Stadium led 
the pack for the Top 

Ten Hot Dog Eating 
Stadiums listing with 

1.61 million hot dogs.

A survey of this kind is 
difficult to attain, and in the past, 

industry analysts estimated hot dog sales 
at approximately 80% of attendance. So 
much more is offered at the ball park these 
days, particularly at the newer stadiums. 
Instead of just hot dogs, peanuts and 
Cracker Jack, today’s fan has a choice of 
pizza, bratwurst, fajitas, nachos, gyros, and 
many other delectable items, but hot dogs 
are still number one with baseball fans.

How many loads of pork or beef 
trimmings and comminuted poultry does 
this represent? Based on standard, eight 
per pound hot dog weights, hot dog sales 
at baseball games can be estimated at 3.4 
million pounds in 2005. This equates to 
about 85 loads of total ingredients. Total 
ingredients include everything: meat, 
spices, binding agents, filler, etc. Hot dog 
formulations vary, and manufacturers are 
understandably reluctant to divulge them. 

Hot dogs have suffered a fair share of 
misperceptions about their content and 
manufacture. But today’s traditional hot 
dogs are growing leaner. The fact is the 
U.S. Department of Agriculture requires 
by law that meats used in hot dogs and 
sausages must be muscle meat, just like the 
fresh ground meat sold in supermarkets.

The two primary hot dog ingredients, 
beef and pork trimmings, were priced 

The continuing rise of gas prices at the 
pump has consumers looking to 
alternative fuels. Ethanol is one 
alternative fuel that is already a 
significant contributor to our fuel 
supply. 

Ethanol is an additive blended 
with gasoline to reduce auto 
emissions and increase octane 
levels. Its use has grown rapidly 
since 2004, when the federal 
government banned the use of 
the additive MTBE to enhance the 
cleaner burning of fuel.

E-10 unleaded (a blend of 10% 
ethanol and 90% ordinary gasoline) is 
approved by every major automaker and has 

been in demand for more than 20 years. E-85 
(a blend of 85% ethanol and 15% 

ordinary gasoline) is what flexible 
fuel vehicles (FFVs) can be run on. 

Ford, General Motors, Daimler-
Chrysler, and Mazda all make 

flexible fuel vehicles. 

Every year since 1996, ethanol 
production in the United States 
has established new records. 

Mostly made from corn, 
ethanol is produced by taking 
the starch or sugar portion 
of the corn (about 70% of 
the kernel) and fermenting 

it. The fermented starch is 
then distilled into alcohol. The excess water 

Continued on page 34
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Study shows liking of meat and fish inherited

Continued on page 39

High-protein foods have a higher “heritability factor”...

Joel Johnson insights...

Food industry must adapt to changesin trends and consumers’ eating habits
This year at Urner Barry’s Executive Conference and Marketing Seminar, Joel Johnson, Chairman of the Board at Hormel Foods, enlightened his audience about the changing macro trends and the next wave of consumers’ eating habits. 

Johnson feels that the days of the typical dinner hour are gone; the difficult task of striving to protect the family dinner hour now exists. Fewer than 25% of households are married with children, and single parent homes are twice that of the 70s. 
Rarely does the American family sit down at the same table and eat the same meal. Meals vary among the same family, but most are casual, with less components, and less clean-up time. 

Johnson continued to reveal how the industry must find new opportunities to aid over-worked and stressed consumers who are too worn out to cook. He spoke regarding the challenges the industry faces 

A new study, by professors of the charity Cancer Research UK, shows that children inherit their taste for meat and fish, but environment plays a large role when it comes to vegetables and desserts. 

The study, led by Professor Jane Wardle, is the first of its kind to consist of a considerable amount of protein foods. It examined the preferences of 103 pairs of identical twins, and 111 pairs 

as dinner dynamics continue to evolve. More value-added 
products are needed to help the industry build a more direct relationship with 

the consumer. In 
turn, he feels this 
will create more 
opportunities which will increase chances for success.

Johnson also highlighted the different ways times have changed—from the varying family unit, to women in the executive workforce, to the growth opportunities in ethnic diversity, as well as the longer hours worked by Americans.  

His discussion on how Americans are evolving to a simpler form of 

of non-identical twins, ages four and five. A questionnaire was administered to the parents for their response that divided 77 foods into different categories. 

The meat category included beef, lamb, pork, chicken, bacon, fried fish, white fish and oily fish. The dessert category included cream, cakes, pastries, fruit pie and dairy desserts, and the vegetables and fruit grouping consisted of  broccoli, 

“Children
might emulate 

their parents’ 
enthusiasm or 

distaste…”

diner is pressuring the industry to create products that truly give users what they want, when they want it, and the way they want it. Few people have time to cook from scratch; if anyone does cook, it will be simple. In short, if the food industry is going to successfully transition with the changing dining trends, the consumer must be engaged and enticed with quality products that can simplify 
their lives.UB

“...the difficult 
task of 

striving to 
protect

the family 
dinner hour 
now exists.”

Joel Johnson

It’s hard to believe that a whole year has gone by since the premier issue of 
Urner Barry’s Reporter! Starting as an idea to fill the void in informative and quick-
to-read food industry news, the Reporter has grown into a nationally-distributed 
magazine packed with educational opportunities, interesting reading and useable 
material. Our goal for the publication was to strike a balance between the need to 
be informative, yet remain an easy read in today’s extra busy work environment. 
We’re happy to say that although our work is not done, we’ve been pleased with 
the results.

The past year has taken the Reporter down diverse roads. We’ve explored the 
effects emerging competitors like Brazil and China might have on the U.S. protein 
industry. You’ve been kept current on technological advances like RFID tags, bio-
fuels, and promising bird flu vaccines. In the Reporter’s pages you’ve seen insights 
on market timing, agri-statistics, and retail trends while company spotlights have 
allowed you to “test drive” a potential supplier before making any commitments. 
From sustainable fisheries, food safety advancements and organics to what’s hot in 
the retail case, the Reporter has brought you the most food industry news available. 

But we’re not finished yet. Over the next year, we will continue our 
commitment to bringing you even more features, unique information and news 
coverage that you won’t get anywhere else! 
As always, we encourage feedback from our 
audience. If you know of a new product, a hot 
topic or a deserving mention, please e-mail us 
at reporter@urnerbarry.com. We look forward 
to hearing from you!  

On my behalf, and that of 
the entire UB Reporter staff, we 
thank you for your continued 
support and wish you a very 
successful 2007!

  Paul Brown Jr.
  Publisher
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STEWART-MILLER

INCORPORATED

Experts in MEAT,
Experts in FUTURES.

400 Lake Cook Rd., Suite 120, Deerfield IL 60015

Ph. 847/940-8000 • Fax 847/940-8005
E-mail: dstewart@stewmil.com

Use oUr knowledge
to manage yoUr risk.

Brokers of Imported & Domestic
Boneless Beef & Pork

Trading Commodities Futures
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Introducing
our new retail 

fresh
turkey breast

tenderloin fillets

1-888-678-8759
www.cooperfarms.com
Info@cooperfarms.com
1 Cooper Farms Drive
St. Henry, OH 45883

editorial:

NFI opens battle to level 
playing field in seafood

by John Sackton

Many buyers may not yet realize what is 
at stake in the fight for economic integrity 
that the National Fisheries Institute 
(NFI) initiated at its convention early last 
October.

Cheating in seafood is never 
going away. There will always 
be fringe businesses that stay 
alive by cutting corners and not 
giving their customers what they 
promise. However, when entire 
categories of seafood get taken over 
by cheaters—many think things have gone 
too far.

One of the worst problems is net weight. 
Certain types of fish are routinely sold at 
net weights of 85% or 90% of the actual 
weight stated on the box.

This is a very 
hard problem to 
solve because it 
is unclear who is 
getting hurt by 
it, and who is to 
blame.

The typical distribution chain for an 
independent restaurant is to bring product 
in from a local distributor, who purchased 
from an importer. Many distributors 
knowingly purchase a short-weight product 
at a lower cost through their importer, 
and many importers originally know they 
obtain a product at 85% or 90% of the 
actual net weight. In a number of Asian 
countries, packers will routinely pack and 
quote short weights. Restaurants are happy 
with their product as long as the number 
of pieces in the case are correct.

Oftentimes in the seafood industry, 
those who try and comply with laws 
and standards are the losers. These are 
companies in the industry who stand 
behind what they sell. They are companies 
who promise their customers to actually 

deliver what they have ordered.

NFI is being pushed to act by its 
members, because salesmen are losing 
sales to cheating. At a time when much of 
the market is clamoring for traceability, 

transparency and verification—whether 
of antibiotic testing, country of 

origin, or HACCP—a whole 
class of net weight cheating has 
become rampant.

Seafood buyers are notorious 
for changing suppliers in order to 

obtain lower prices. Even for five cents 
on a $4.00 item. As a result, when buyers 
look only at prices, the cheaters win out 
every time with a short weight product. 

Major seafood companies who have 
built reputations based on honesty and 
good quality products are being hurt. 
Major distributors and corporations who 
are aware of the damaging impacts of 
corporate scandals or illegal activity are 
solidly behind efforts to clean up this 
cheating. Anyone who has a brand to 
protect is actually at risk.

What NFI is doing is trying to sound 
the alarm, and it cannot do this alone. It 
must have the support of buyers who will 
once again treat seafood as an item that 
has to be purchased with knowledge and 
experience. 

The industry is at a crossroads. On 
the one hand, the consumer demand for 
seafood is soaring. National chains and 
major retailers are all increasing their 
seafood purchases. They generally have 
quality inspections and specification 
requirements to catch those who try and 
sell them short weights, but they cannot 
isolate themselves from the cheating if it 
becomes the norm.UB 

Adapted from an article originally published on
Seafood.com News, Oct 24, 2006.

“What NFI is 
doing is trying 

to sound the 
alarm, and it 

cannot do this 
alone.”
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Country Charm
Distributors, Inc. 

Quality Eggs in the Southeast
* Since 1975 *

Suppliers of Carton
Graded Loose, Nest Run Eggs

Contact Vince Booker • (770) 532-6471
2080 Industrial Drive, Gainesville, GA 30504

The chicken feather suit
Ever wear a chicken suit? 

What about one made from 
rice straw? Scientists say you 
just might be able to in the 

future. Researchers at the 
University of Nebraska-
Lincoln plan to develop 
feathers and fibers into 
fabrics that resemble 
wool, linen and cotton. 

It’s true. In an effort 
to reduce the use of 
petroleum-based 
synthetic fabrics, the 
university’s textile 
team, Reddy and Yang, 
have turned toward 
the abundant supply of 
rice straw and chicken 

feathers that are natural 
by-products of their 
industries and developed 
a comfortable, feather/
fiber-based fabric. 

According to the 
developers, the feather-
based fabric will be 
more like wool, while 
the rice straw fabric 
will resemble linen or 
cotton. Both fabrics are 
still in the early stages 
of development, and 
researchers do not 

anticipate them 
hitting the 

Use found for natural by-products...

market for 
several years. 

With the 
abundant 
amount 
of chicken 
feathers and 
rice straw that 
are available 
each year, the agricultural by-products 
represent a plentiful, inexpensive and 
renewable alternative to petroleum-based 
synthetic fibers. 

Natural synthetic fibers are used in 
clothing, carpets, vehicles, and a multitude 
of other everyday uses. Replacing the 
synthetic fibers with the feather and 
straw fibers could prove beneficial to the 
environment, consumer, manufacturer and 
the farmers who currently require other 
methods to dispose of the millions of tons 
of by-products.UB

“The agricultural 
by-products 

represent 
a plentiful, 

inexpensive 
and renewable 

alternative”
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From the Farm 
to Deli,
we are your 
Source
for Turkey!
Buyers & Sellers
Domestic & International

“Alliance Builders” of:
Whole Birds, Bone in Breasts, 
Raw Meats, Tray Pack Parts, 
Further Processed Products,
Turkey Hatching Eggs,
Turkey Poults, Live Contracts

Jeff Stauffenecker
Carl Wittenburg
Sara Almich

605 Crow Lake Street
Brooten, MN 56316

Phone: 320-346-4033
Fax: 320-346-4038
Toll Free: 1-877-BUY-TURK

www.proteinalliance.com
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Dinner preparation just got easier. Super 
Suppers, a meal-assembly kitchen outfit, is a 
revolutionary new dinner solution concept 
that is catching on across the nation. 

Founded by Judie Byrd, Super Suppers 
was created to meet the demanding 
needs of all busy people who wanted to 
spend more time around the dinner table 
together. With this as her inspiration, 
Judie coined Super Suppers’ marketing 
concept, “No more shopping, no more 
chopping, and no more clean-up.” 

In 2003, along with her husband Bill, 
the Byrds opened their first store. They 
felt that too many American families were 
missing out on important family time and 
therefore designed their first location in a 
way that would provide everything to create 
a healthy meal in a matter of minutes—all 
within a friendly and social atmosphere. 
The easy-to-follow, step-by-step instructions 
proved conducive even to those who 
didn’t know their way around a kitchen. 
Demand for more such units grew. There 
are currently 600 franchises throughout 
the nation. 

UB Reporter staff visited one New Jersey 
franchise to see what was so special about 
the dinner preparation concept. For one 
thing, everything is at the client’s fingertips. 
All ingredients are provided—washed and 
chopped, all spices, and all containers. 
Even the appropriate measuring tools 
are conveniently laid out in the correct 
containers, so there is no guessing as to the 
measurements needed. To complete the 
assembly, serving dishes are supplied with 
lids and even a handy, detailed label with 
reheating instructions and suggested side 

A super way to serve dinner...

Dinner is served…
minimal assembly required

dishes. The only 
thing necessary 
is a vessel to 
transport the 
meals home.

Wine and 
an hors d’oeuvres bar with non-alcoholic 
refreshments complete the home-away-
from-home ambiance to make it a truly 
comfortable experience. 

Sessions are designed to be taken often, 
with daily, evening and Saturdays available. 
Each month brings 12 new recipes 
targeting the time of year or holiday. A 
large assortment of categories are available 
including beef, pork, poultry and seafood. 
Each meal feeds 4-6 people, is chef-tested, 
and contains no trans fats. The meals 
are reasonably priced but vary among 
establishments, averaging approximately $3 
per serving.UB

“No more 
shopping, no 

more chopping 
and no more 

clean-up.”
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Trading a Complete Line of Batter & Breaded Items:
Chicken Tenderloins • Breast Fillets • Patties & Nuggets

Specialty Boneless Items on Skewer
Gourmet Hand Shaped Stuffed Breasts

Also:
Boneless Thigh • I.Q.F. Chicken Wings • M.D.P.

Marinated Breast Fillets

TRADERS WANTED
For further info e-mail sales@royalharv.com

Call (413) 737-8392
90 Avocado Street, Springfield, MA 01104

ROYAL  
HARVEST 
FOODS
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TURKEY
VALLEY FARMS

Specializing in
WHOLE TURKEYS, BREASTS,

TURKEY PARTS, 
GROUND TURKEY &

SAUSAGE PRODUCTS
FRESH OR FROZEN BULK OR TRAY PACK

PRIVATE LABEL PACKING
For your needs please call

Keith Burger or Laura Eichmann at
Phone (507) 337-3100

Fax (507) 337-3009
112 S. 6th Street • Marshall, MN 56258

cod in areas off Alaska, the world’s largest 
supplier of this fish, will most likely be 
curtailed substantially in 2007 and 2008. 
Cod quota will also be slashed in Europe, 
and Iceland has already decided on cod 
quota reduction. 

In New Zealand, TACC (commercial 
TAC) for hoki for the current October-
September season was set at 100,000 
tons—a level equivalent to that of last year 
which marked the lowest record. While 
in Russia, the possibility that the pollock 
quota for next season will be curtailed 

slightly is also rumored.

Meanwhile in Canada, cod 
stock along the coast of the 
Atlantic has not recovered 

since it collapsed 
in the 1990s.

Although 
the EU will probably 

issue minimum possible quotas 
for the protection of fishermen, quota 
reduction seems unavoidable. The EU 
further says it will conduct thorough 
enforcement on fishing activities to shut 
out illegal fishing. Industry sources see that 
the tightened enforcement may reduce the 
supply from sources not regarded hereto as 
legitimate.

Judging from the situation described 
above, supply of major cods around the 
world will most likely decrease in line 
with quota reductions. Economists foresee 
that gaps will widen between supply and 
demand of cod fish in the years ahead, 
with demand continuing increase but 
supply dwindling.UB

As originally reported on Seafood.com News
[BANR Japan Reports] Tokyo Oct 30, 2006

The supply-
demand 
situation for 
whitefish as 
well as the 
cod family, 
including 
pollock, 
has been 
tightening 
around the 
globe. This 
situation was discussed at the recent 
groundfish forum in Portugal.

The downward trend in supply has 
not been held in check due to depletion 
of stock, among other factors. Demand, 
on the other hand, has been visibly 
growing, especially in the United States, 

Global demand for whitefish
outstripping quotas worldwide

Eastern Europe and Russia, aided by the 
consumer propensity to eat more fish as a 
healthy food.

Because of its familiarity, whitefish and 
the cod family have been easily accepted 
by consumers. Economic growth within 10 
countries that newly joined the expanded 
EU has added to the middle class’s 
propensity for fish and more are now able 
to afford it. In Russia and Eastern Europe 
this is also holding true. 

The United States, where 
economic performance 
is faring well, saw its 
population growing 
with the total 
population 
estimated to 
have topped 
300 million 
last October. 
When we 
look deeper into 
the consumption 
capacity, it is to be 
noted that population 
growth in the U.S. was 
most visible among Spanish-speaking 
citizens who have a traditional liking for a 
fish diet. 

This demand has raised concerns over a 
decreasing supply of cod on a global scale. 
First of all, TAC (total allowable catch) for 

Fish as a healthy food aiding demand...

“Although the 
eU will probably 
issue minimum 

possible 
quotas for the 

protection of 
fishermen, quota 
reduction seems 

unavoidable.”
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Producers & Packers of 
Quality Farm Fresh Eggs

Telephone
(706) 693-4336

Fax
(706) 693-4589

1236 Wayne Poultry Road,
Pendergrass, Georgia 30567

USDA Plant # 1698

For sales information
contact David Lathem
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Distributors of
the Finest Protein Products

Beef • Pork • Poultry • Seafood
Veal & Lamb • Processed Meats • Cheese

Sales Offices in:
San Diego........................................................ 800-653-2333
Los Angeles..................................................... 800-653-2334
Los Angeles (Joseph Solomon Sales) .......................... 323-584-3160
Phoenix............................................................ 800-883-6328
Denver ............................................................. 800-306-6328
Kansas City .................................................... 800-653-6328
Orlando............................................................ 800-883-7777
Portland (Western Boxed Meat) .................................. 800-547-9801

Make us your first call!

THE HARVEST FAMILY OF COMPANIES
Since 1989, From Our Door to Yours.

Voted #1 burger by Washingtonian Magazine in each of the 
last six years, Five Guys Famous Burgers and Fries has one goal; 
sell the best quality burgers possible. Simply put, they are in the 
business of selling burgers, and they do it well! To sell the best 
burger possible, Five Guys’ motto is to focus on quality, service 
and cleanliness.

Five Guys opened in Arlington, Virginia in 1988. 
It was founded by insurance salesman Jerry 
Murrell when he offered his sons a choice 
between college and running their own 
business. They opened Five Guys which 
since then has grown into a franchise that 
boasts outlets in 11 states and the District of 
Columbia.

In addition to the Washingtonian honor, 
Five Guys was rated number one “Bang for 
the Buck” in the Zagat Survey, and The 
Washington Post calls them “the Willy 
Wonkas of burgercraft.” Since expanding 
outside of the DC Metro area, Five Guys 
has won the Annapolis Magazine’s reader’s 
poll for Best Fries, Richmond Magazine’s 

A business passionate about selling great burgers...

Five Guys Famous Burgers and Fries
reader’s choice for Best Burger, the Fredericksburg Star’s Simply the 
Best Award for Best Burger, Best Fries Philadelphia Magazine, and 
Best Burger Charlottesville.

The menu is simple…
basically burgers, hot dogs, 
fries and soda. The burgers 
are made from fresh ground 

beef. A never frozen 80/20 
blend can be customized 
with a choice of 15 free 

toppings. They are sizzled on a flat-top grill 
that keeps their juices within. The hot 
dogs are Kosher. Fries are hand-cut 
French-style on site, soaked in cold 

water, blanched in peanut oil, then 
cooked to order and served 

in brown paper bags. 
They are available 

Five Guys style or 
cajun. Soda refills 
are free. Peanuts 

are served in bulk 
containers.

New franchisees, 
Steve Gilmartin and 

Jim Rodio, formed Shore 
Thing Restaurants to bring the concept 
to the Jersey Shore. They committed to 
opening 15 restaurants in two counties 
“because we loved the burgers, and 
thought it would translate into a homerun 
in our area.” Gilmartin added, “We view 
it as a bit of a challenge trying to establish 
a new brand in the area. But to quote 
the company line, ‘We will make the best 
burger money can buy and that will bring 
the people to us.’ This is a concept that is 
beautiful for its simplicity.”UB

“We will make 
the best burger 

money can 
buy and that 
will bring the 
people to us.”
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Poultry SPecialtieS, inc.
All Categories Poultry

Retail • Food Service • Industrial • Export
Professional Sales & Procurement Service

Greetings to the

Southeastern Conference
See Butch, Jim or Tommy at the Show
479-968-1777 • (Fax) 479-967-1111

P.O. Box 2061 • Russellville, Arkansas
Email: POULTRYTRADERS@hotmail.com

Since 1979
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6349 Rawley Pike
P.O. Box 228

Hinton, Virginia
22831-0228

Phone (540) 867-4000

Fax (540) 867-4320

www.vapoultrygrowers.com

For all your
turkey

processing needs,
including

antibiotic-free
turkey.

Virginia

Poultry

Growers

Cooperative, Inc.

High Quality
Turkey

Meats & Parts

Chub vs. tray packaging:
Products of their region

It is obvious that regional differences 
exist in vocabulary, such as soda vs. pop 
and dinner vs. supper. What isn’t obvious 
are the regional differences that exist in 
some common consumer 
products—in this case, 
the packaging of ground 
beef. 

While the cutting 
and packaging of 
beef has undergone 
numerous changes 
over the years, for 
many in the country, 
a one- to five-pound chub is the most 
familiar way to find packaged ground beef. 
This is because it is packaged and sold to 
consumers in this manner in every part 
of the country except on the East Coast. 
There, the product arrives as a chub, and is 

What’s in your meat case?...

repackaged before it hits the shelves.  

Repackaged? Yes. In that area of the 
nation only the ‘backroom’ butcher area 

sees the coarse ground beef 
in the chub package. It is 
than opened, re-ground, and 
packaged in tray packs. 

Tray packaging is 
the method by which 

consumers in the East 
prefer their ground beef. 
Many cite the visibility 

of the product and its 
relation to perceived 
quality and safety 
for the success of 
the tray pack. With 
many retailers 
traditionally using 
the fresh meat case 
as the centerpiece 
around which 
they build their 
merchandising and 
traffic flows, presenting a product that is 
aesthetically pleasing means more sales. 

While the benefits of physically being 
able to see the product in a tray pack prior 
to purchase are obvious, the end result of 
either method are the same. In actuality, 
there is no difference whether you call it 
soda or pop, dinner or supper, or buy your 
ground beef in a chub or in tray pack—they 
are all just products of their region.UB

“Only the 
‘backroom’ 

butcher 
area sees 
the coarse 

ground beef 
in the chub 

package.”
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TEL: (412) 271-0620
FAX: (412) 271-0681

E-MAIL: galmeat@aol.com
Dwight Deicke

Harry Schneider • Jim Kissel
Toni Thornton • Tom Martin

2400 Ardmore Blvd., Suite 600
Pittsburgh, PA 15221

K N O W L E D G E
E X P E R I E N C E
I N T E G R I T Y

Doing Business
for Over 29 Years!

Galaxy
International,

INC.
IMPORTERS

DISTRIbuTORS
Australian, New Zealand, and

South American Boneless Beef

IMPORTERS
DISTRIbuTORS

Australian, New Zealand, and
South American Boneless Beef
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P.O. Box 408 • 375 Pierce Industrial Blvd.
Blackshear, Georgia 31516
Office (912) 449-5700 • Fax (912) 449-2438
E-mail: jhull@accessatc.net

Serving the Southeastern
U.S. with Liquid & Frozen

Egg Products
5 Pound Carton

to Tanker Load Quantities
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There’s no denying that eating a diet 
rich in vitamins and minerals is essential 
to good health. Did you know that zinc, 
the 23rd most abundant element in the 
Earth’s crust, is one mineral that plays 
such a role in a healthy diet? An important 
trace mineral, 
second only to 
iron in its bodily 
concentration, zinc 
is necessary for 
proper growth and 
development in 
humans. 

The human body contains about 2-3 
grams of zinc and it can be found in almost 
every cell. It supports a healthy immune 
system, is needed for wound healing, helps 
maintain a body’s sense of taste and smell, 
stimulates hair growth, and is also needed 
for DNA synthesis. Zinc is also involved 
in the metabolism of carbohydrates. With 
no specific storage sites known, a regular 
supply in the diet is required.

The Recommended Dietary Allowance 
(RDA) for zinc is 15 milligrams per day 
for men and 12 milligrams per day for 
women. The American diet typically 
provides about 10 to 15 milligrams of 
zinc per day, therefore providing more 
than the recommended amount. Animal 
products are the major sources of this 
important trace mineral, and vegetarian 
diets therefore do not most likely offer an 
adequate amount of zinc.

Available in a wide variety of foods, high-
protein foods contain high amounts of 

Necessary for proper growth and development...

Zinc: An essential mineral
zinc, and absorption is greater from a diet 
rich in animal protein. Beef, pork, lamb 
and poultry contain more zinc than fish, 
the exception being oysters which have 
the highest content. Certain beans, nuts, 

whole grains and dairy products are other 
good sources.UB

30 65.38

Zinc
Zn

 Milligrams Zinc % Daily value
Oysters, battered, fried, 6 pieces �6.0 �00%
Beef shank, lean only, cooked �oz.  8.9   60%
Beef chuck, arm pot roast, lean only, cooked �oz. 7.4   50%
Beef tenderloin, lean only, cooked � oz. 4.8   �0%
Pork shoulder, arm picnic, lean only, cooked, �oz. 4.�   �0%
Beef, eye round, lean only, cooked �oz. 4.0   �5%
Chicken leg, meat only, roasted, � leg �.7   �0%
Pork tenderloin lean only, cooked, � oz. �.5   �5%
Pork loin, sirloin roast, lean only, cooked, �oz. �.�   �5%

SElECTED FOOD SOURCES OF ZiNC
“Animal 

products are 
the major 

sources of 
this important 
trace mineral.”
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Shamrock Sales Corp.
Specializing in Meat, Poultry and

Seafood Commodity Sales for over 20 years.
Red Bank, New Jersey Office

(732) 530-4059 • Fax: (732) 530-1336
Ed Barnwell Jr., Mike Barnwell

Jean Holian, Jerry Hill, Bob Suminski
New York office • John McGraw, Tom Bayly

(518) 464-6796 • fax: (518) 464-6799
florida office

ron Martin
(904) 783-4129 • fax: (904) 783-6366

Mid-aTlaNTic office
Jeff Vivalo

(410) 749-7656 • fax: (410) 742-1428
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PENNSYLVANIA OFFICES
WEST CHESTER

John Duffy
(484) 432-8145

WELLSBORO
Tom Mitchell

(570) 724-9200 • Fax (570) 724-9204

ARKANSAS OFFICE
Jim Burke

(501) 771-4738 • Fax (501) 771-4739

CALIFORNIA OFFICE
Jon Poole - Chris Myatt

(818) 841-7500 • Fax (818) 841-7507

FLORIDA OFFICES
FT. LAUDERDALE

Joe Reid - Henry Buzgon
Martin Piffaretti

(954) 983-6211 • Fax (954) 983-9869

PONTE VEDRA BEACH
Mike Hagarty - Tom Rueger

Thad Eshelman - Ted Rueger
Jim Wilson

(904) 543-9410 • Fax (904) 543-0825

LOUISIANA OFFICE
Mike Delaney

(985) 345-3458 • Fax (985) 345-5153

DOMESTIC & INTERNATIONAL 
TRADERS

Poultry, Beef, Pork & Seafood
w w w . e p o u l t r y . c o m

Partial table listings as prepared by the National Institutes of Health,
Warren Grant Magnuson Clinical Center, Bethesda, Maryland
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Just the facts... Pork RibsThe Reporter’s Guide to...

There are basically two types of pork ribs—spareribs and loin back ribs. 
Spareribs come from the under-portion of the hog commonly called the side; 
while loin back ribs are cut from the loin section. Spareribs are robust in flavor; 
in contrast, the loin back ribs are leaner, tenderer and possess a milder flavor. 

The ribs described below vary in numerous ways, including texture, 
meatiness and bone structure, and they each possess their loyal fans. Ribs are 
available uncooked, seasoned, smoked and cooked.

From the Loin

• Pork loin, Back Ribs (Baby Back Ribs)
Back ribs originate from the blade and center section of the pork loin. They usually 

consist of between eight and 14 ribs, and the related intercostal “finger” meat from a loin. 
This rib section contains meat between the bones and is considered by many to be the 
gold standard. Smaller than spareribs, a rack typically weighs between 1 ½ and 2 pounds.

• Pork loin, Country-Style Ribs
The meatiest of all the ribs, country-style ribs are prepared from the blade end of a pork 

loin. This item includes between three and six ribs. The chine bones are removed by a cut 
that exposes lean meat between the featherbones and ribs. Though meatier, these pork 
ribs also contain a bit more intramuscular fat, however, are perfect for those who want to 
use a knife and fork when eating.

• Button Ribs
Located at the sirloin end of the loin, the flat, circular shaped button ribs, or riblets, 

contain varying quantities of meat that connect the last four to six bones on the 
backbone. Held together by the meat that covers each rib, button ribs are popular in 
Polynesian cuisine.

From the side

• Pork Spareribs
Spareribs contain at least 11 ribs, including the brisket bone and associated 

costal cartilages. There is meat cover on top of the bones as well as 
between them. Spareribs contain more bone than meat and consist of 
quite a bit of fat, making the ribs tender and contributing to their robust 
flavor profile. Spareribs can weigh between 3 ½ and 5 ½ pounds.

• Pork Spareribs, St. louis Style
These ribs are created from the sparerib described above, yet have the brisket bone and 

skirt meat removed. What results is a square-cut product consisting of the center bones 
and connected meat that creates less waste, and weighing between 2 and 2 ½ pounds.

• Kansas City Style or Bar-B-Q Ribs
Sometimes referred to as the poor man’s St. Louis rib, these semi-rectangular ribs have 

only the hard bones removed, leaving much of the brisket bone in-tact.UB

They’re not all the same
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Attention Suppliers!

three reasons
for you to join NAMP now!

The ultimate resource center
for showcasing your products

and technology to the
meat industry’s most
innovative segment.

1. Networking and relationship marketing
at our annual meetings with
face to face interaction with potential 
customers across North America

2. Opportunities in the annual 
membership and resource directory 

3. Technology transfer with
NAMP as the forums to learn,
network and increase your
business opportunities

JOIN NAMP AT THIS
ONE-TIME SPECIAL

INTRODUCTORY
RATE OF $750 

www.namp.com
1910 Association Drive, Reston, VA 20191

703-758-1900 • smoore@namp.com
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Mexico:
   Not just history... 

To many, Mexico is a country known 
for its great historical importance as 
the site of many advanced Amerindian 
civilizations. Coming under Spanish rule 
in the 16th century it remained that way 
until it gained its independence in the 
early 19th century.

Today, Mexico has a free market 
economy mainly dominated by the 
private sector. It is firmly established as 
an upper middle-income country and 
is made up of a mixture of modern and 
old-fashioned industry and agriculture. 
Expansion to the seaports, railroads, and 
telecommunications industries has been 
achieved by recent administrations and has 
brought increased strength to these areas.

Mexico’s biggest attribute is its 
workforce and labor potential. This 
is evident by the large increase in 
manufacturing that has taken place over 
the last few decades. Ongoing economic 
and social concerns include low real 
wages, underemployment for a large 
segment of the population, inequitable 
income distribution, and few advancement 
opportunities for large sectors of the 
population. These types of issues are 
commonplace and need to be overcome by 
nearly all developing nations.

Having more Free Trade Agreements 
than any other country in the world, more 
than 40, the most notable are those with 
Japan and the European Union. The 
United States is Mexico’s largest trading 
partner and accounts for more than 85% 
of its trade, while 10% of the country’s 
employment depends on the exports to 
the USA.UB

Mixing the old and the new...

AREA	 1,972,550	km	 9,631,418	km
COASTLINE	 9,330	km		 19,924	km
POPULATION	 107,449,525				 295,734,134
LIFE	EXPECTANCY	 75.41	years	 77.71	years
GDP	 $1.064	trillion	 $11.75	trillion	
GDP	(per	capita)	 $10,000	 $40,100
AGRICULTURE	AS	A	%GDP	 3.8%	 0.9%	
AGRICULTURAL	PRODUCTS	 corn,	wheat,	 fruit,	wheat,	corn,
	 soybeans,	 grains,	poultry,
	 beef,	poultry	 beef,	vegetables
LABOR	FORCE	 43.4	million	 147.4	million
UNEMPLOYMENT	RATE	 4.2%	 5.5%
POPULATION	LIVING	BELOW	THE	POVERTY	LINE	 40%	 12%
OIL	PRODUCTION	/	CONSUMPTION	 3.42	/	1.75	 7.8	/	19.65

 (million bbl/day)                    (million bbl/day)

Mexico / US comparison

Cargo ship at dock being loaded up in Vera Cruz port in Mexico. 

© Photographer: neil Mey | Agency: Dreamstime.com
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L. Hart, INC.
Poultry

Broker • Buyer • Seller
Retail • Wholesale • Foodservice

Further Processing
Larry Hart • Lance Clement

Lane Hart • Ken Hart

(662) 473-3030
Fax (662) 473-3067

P.O. Box 704
Water Valley, MS 38965
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“A Tradition of Being the Best”
4689 South 400 West • P.O. Box 480

Huntingburg, IN 47542-0480

Committed To Excellence! Featuring 
High Quality Fresh/Frozen

Turkey Meats, Parts, & Ground Turkey
Contact Ann Block (812) 683-6626,

Ryan Downes (812) 683-6627 or Greg Meyer
at (812) 683-6625 • Fx# (812) 683-4226

Website: www.farbestfoods.com
E-mail: gmeyer@farbestfoods.com
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800-367-0760
(563) 556-0760

Full Service Brokers of

BEEF, PORK
& POULTRY

Domestic and Export
Randy, Cindy, Mark, Darin & Lisa

36 Bluff Street, PO Box 171
Dubuque, IA 52004-0171

Fax 563-556-4131
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The University of Maryland Eastern 
Shore, AviHome LLC and the USDA 
have partnered together to develop a new 
technology for the poultry industry—a 
litterless chicken house.

Unveiled in October 2006, the facility is 
designed to remove moisture from chicken 
droppings and 
reduce ammonia 
fumes associated 
with them. The 
technology is 
expected to improve 
not only the 
environment, but 
the health of birds 
and humans too.

The USDA awarded $500,000 toward 
the UMES/AviHome project, the second 
largest amount among 62 USDA grants to 
communities nationwide for rural business 
enterprise projects.

The 18-chamber house on UMES 
grounds is the first known of its kind in 
the United States. It is climate-controlled 
and will be studied on a regular basis to 
determine the impact moisture reduction 
has, if any, on bird diseases such as 
salmonella.

According to the professor of Poultry 
Science and overseer of the project, 
Jeannine Harter-Dennis, the common 
flooring of chicken houses, wood chips or 
sawdust, would no longer be a necessity; 
thus eliminating poultry litter by 80 
percent.

Instead, smooth flooring, exposed to 

Environment-friendly revolutionary technology...

Litterless
poultry house:
Future of the
broiler industry

air and composed of a ventilated plastic 
covering, would dry the birds’ droppings 
and reduce their nitrogen producing 
uric acid, abolishing the ammonia odor, 
and significantly reducing the amount of 
nitrogen associated with the litter.

Officials believe this technology could 
double the number of birds put through 
a farm and cut by half the number of 
chicken houses needed to do it.  “...this 

technology 
could double 

the number 
of birds put 

through a 
farm...”

Tel (732) 240-2349  

Fax (732) 341-0891 

www.obsono.com

FORECASTING 
SOLUTIONS FOR
 THE MEAT AND 

POULTRY INDUSTRY

BEEF • PORK • CHICKEN • TURKEY
Obsono LLC 
is a joint property of 
Cattle Fax and 
Urner Barry Publications, Inc

“We can have the survival of the 
Delmarva broiler industry here, once 
this technology comes to its fruition. It 
is revolutionary,” said Jeannine Harter-
Dennis.UB 

This story originally appeared on
Foodmarket.com on October 4, 2006.

Ventilated plastic floor
system dries bird droppings to reduce
the amount of nitrogen-producing uric acid.
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favorable attribute of the sandwich, but so 
are its large variety of offerings. Fresh-baked 
artisan breads, grilled paninis, organic 
options and ethnic varieties have turned 
sandwich-making 
into an art and 
further opened 
the market to even 
larger audiences. 

“With the 
introduction 
of paninis and 
international 
flavor profiles, the 
opportunities to 
raise sandwiches 
to a new art form 
has taken place as even local delis and 
convenience stores have begun to upscale 
and add health-infused ingredients to their 
sandwich arsenals,” said Don Montuori, 
publisher of Packaged Facts. 

The number of establishments that offer 
sandwiches has grown too. The handy meal 
is available from retail outlets, warehouse 
clubs, convenience stores, and institutions 
which collectively account for 25% of the 
total U.S. foodservice sales. 

“Sales in retail outlets now surpass 
sandwich chains and restaurant sales, 
which dominate the market with more 
than half of sandwich revenues, show no 
sign of slowing up,” said Montuori. 

The complete report is available from 
Packaged Facts or MarketResearch.com for 
a fee.UB

Adapted from the Foodmarket.com story 
originally published on 12/19/06

Americans turn
sandwiches into a
$121 billion market

In 2005, Americans ate more than $121 
billion in sandwiches. According to the 
latest research released by New York-based 
Packaged Facts, this figure is expected to 
continue its growth. 

In their study, Sandwiches in the U.S.: 
Foodservice and Retail Market Trends, they 
state the success of the sandwich is partly 
due to the huge sensation of sandwich 
chains. Subway was ranked by Entrepreneur 
Magazine as the #1 franchise opportunity 
for 2006. 

Not only is the convenience factor a 

Sandwich sales on the rise in the U.S...

“Fresh-baked 
artisan breads, 
grilled paninis, 

organic 
options 

and ethnic 
varieties 

have turned 
sandwich-

making into 
an art...”
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Egg Washer-Dryers
Improve Quality And Appearance

Capacities From 1,800 To 360,000 Eggs Per Hour

Connected directly to Staalkat, Moba, Diamond Graders/Packers

Connected directly to Seymour / Sanovo or Diamond Egg Breakers

Plastic Egg Tray Washers/Sanitizers
with Automatic Stack Loaders,

Inline Spin Dryers and Restackers.
Capacities From 1,000 To 18,000 Per Hour

New Models Plastic Egg Trays for Extra Large Eggs
Same Size as Standard USA Egg Trays 

P.O. Box 26,
Flemington, NJ, USA 08822-0026
Phone (908)782-5696
Telefax (908)782-2751
E-mail: hyk@kuhlcorp.com
www.kuhlcorp.comCoRPoRATIon

egg indicators
boil right
every time

Apparently, there is more than one way 
to boil an egg. Surveys conducted by several 
food companies indicated that there are 
as many methods to boiling eggs as there 
are types of eggs! So far, however, every 
technique still lacked the precision by 
which the perfect egg could be boiled. Until 
now. New technology has been designed to 
dispel all the methods and leave cooks with 
a simple and easy way to boil eggs. 

British Egg Information Service has 
addressed the issue of when exactly an egg 
is soft, medium, or hard boiled. “Self-
timing” eggs are marked with heat-sensitive 
invisible ink that turns black when the egg 
is ready. They believe the eggs will prove 

It boils down to technology...

to be a godsend to anyone who has felt 
challenged in this culinary task. 

Available in three different varieties, 
inks have been created by B&H Colour 
Change, a U.K. company, to appear after 
three minutes for soft-boiled, four minutes 
for medium and after seven minutes for 
hard-boiled eggs.

The usefulness of this technology may 
even expand beyond food. There have 
been tests done with fire doors that change 
color if heated, football jerseys that indicate 
when a player is overheated, road signs that 
change when it is icy, and oven gloves with 
temperature sensors.UB
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Serving the Food Industry
for Four Generations with
High Quality Egg Products

2 Papetti Plaza, Elizabeth, NJ 07206

Tel. (908) 351-0330
www.debelfoods.com
Fax (908) 351-0334

Elliot P. Gibber, President
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ESTHERVILLE
  FOODS, INC.

Estherville, IA
712-362-3527

SIOUXPREME
EGG PRODUCTS, INC.
Sioux Center, IA 

712-722-4787

SONSTEGARD
of GEORGIA

Gainesville, GA
770-534-5644 SUN RISE 

FARMS
Harris, IA

712-735-6010

SONSTEGARD
FOODS, INC.
Sioux Falls, SD
605-338-4642

SONSTEGARD
FOODS, INC.
Springdale, AR
479-872-0700 

P a c k e r s  o f
LIQUID, 

FROZEN, DRIED
& SHELL EGGS

year were to sustain the retail marketing 
program, obtain a workable legislative 
immigration program and support and 
retain membership.

While we were not successful in sustaining 
the retail marketing program, we have done 
a good job in redeploying the resources by 
putting together a comprehensive public 
relations campaign to protect the industry 
in the event of an outbreak of high path 
avian influenza.

On the legislative front, we gained 
tremendous support on our issues, 
especially environmental issues. Regarding 
our membership, it has grown and 
retention is at an all-time high. With $3 
breast meat this past fall, membership 
satisfaction in the U.S. is outstanding. 

UBR: Have you 
experienced 
any unforeseen 
problems, if so, 
what were they 
and how did you 
deal with them?

MB: Certainly 
didn’t foresee 
how well the 
markets would 
be. All kidding aside, as Chairman I 
didn’t recognize the breadth of personal 
satisfaction I would feel working with 
members and staff of the NTF. 

UBR: Do you see challenges ahead for the 
incoming chairman?

MB: The challenge to juggle time exists 
on a daily basis. As does trying to balance 
the different opinions, needs and wants of 
individuals while at the same time trying 
to keep everyone focused on what needs 
to be done to see the industry grow and 
prosper.UB 

60 Seconds with
2006 NTF Chairman and Willow Brook Foods CEO...

“On the 
legislative front, 

we gained 
tremendous 
support on 
our issues, 
especially 

environmental 
issues.”

In a quick one-on-one interview, Urner 
Barry’s Reporter caught up with the out-
going chairman of the National Turkey 
Federation, Mr. Mike Briggs, to ask a 
few questions regarding his time in the 
position. 

Here is what we asked and learned: 

URneR BaRRy’s RepoRteR: What 
were some of the goals you set out to achieve 
as chairman of the NTF, and did you achieve 
them?

Mike BRiggs: The goals going into this 

Mike
Briggs

Mike Briggs
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Traders of

Turkey, Turkey Parts
and Raw Materials
Domestic & Export
Contact John, or Mike at

Tel. 910-875-6500
Fax 910-875-6205

TalkTurky@aol.com
P.O. Box 950, Raeford, NC 28376

We’ve Got
Your Turkey!
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The only book of its kind, “It All Began 
with an Egg…” is about the leaders of the 
egg and egg products industry.

Written by longtime eggman Ken 
Klippen, edited by Dean Hughson, 
and with a foreword by Arthur Papetti, 
this 138-page 
hardcover book 
is a compilation 
of egg industry 
biographies 
from 54 industry 
leaders all over 
the world. 
Countries represented in the biographies 
include Brazil, Canada, China, Denmark, 
Netherlands, UK and the USA.

The history of the egg industry, along 
with names of those credited for its 
development and stories associated with it, 

Let the story of the egg business be told...

egg industry leaders
showcased in new book

was a pleasure for Ken Klippen and Dean 
Hughson to compile. Their experience 
and passion for the industry led them to 
fulfill a dream—the dream of egg industry 
leader Arthur Papetti.

According to Ken Klippen, it was 
Arthur Papetti’s vision to one day have 
a book that captured chronicles from 
those who grew the egg industry into 
what it is today. Motivated by this, 
the anthology’s beginning was fueled.

Included in the book are accounts 
from industry men who have since died, 
including Bob Sparboe, Dan Gardner 
and Steve Steward. Also included are 
inserts from people who have long ago 
retired from the industry including Vic 
Henningsen and Connor Kennett from 
the USDA. The foreword from Arthur 
Papetti is a touching tribute to those who 

“The foreword 
from Arthur 

Papetti is 
a touching 

tribute...”
helped 
shape the egg products 
industry, and the photos of the egg 
industry at the turn of the century tell how 
far this industry has come!

To order this title, visit our Web site at 
http://shop.urnerbarry.com  or call 800-
932-0617 or 732-240-5330. Your can also 
e-mail us at sales@urnerbarry.com.UB
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Growing fuel...
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Akron, OH • Tel. 330-724-3199
Croton, OH • 740-893-7251

North Versailles, PA • Tel. 412-672-9685
Spring Grove, PA • Tel. 717-229-0601
New Hampton, IA • Tel. 641-394-4116

With Production and Distribution points 
throughout the Midwest, and Northeast, 

we can service your total egg needs,
large or small.

This past fall corn prices skyrocketed 
to $3.50 per bushel. While this is 
indeed good for growers, it is not so 
good for livestock operators, producers, 
and ultimately 
consumers. 

Spurring the 
price increase is 
the huge demand 
for the corn-based 
biofuel, known as 
ethanol, as the way 
to reduce U.S. dependence on foreign oil.

Ethanol is made from grains. Its use 
has become more prevalent as a way to 
supplement petroleum-based fuels with a 
less expensive and cleaner energy product. 
With higher gasoline prices, the push for 
ethanol production has caused a frenzy. 
At the time of this writing there were 111 
ethanol production facilities in the U.S., 
72 under construction and many others in 
various stages of planning. 

Regardless of what is driving up the 
cost of corn, the increase is also raising 
production costs of livestock. Producers 
also worry that corn prices will continue 
to climb. With uncertainties such as 
environmental conditions, one drought 
could devastate crops and drive prices even 
higher. Experts predict that eventually 
consumer prices for meat, eggs and milk 
will rise.

ethanol from corn:
Who’s affected?

How then are the 
beef cattle, hog and 
poultry industries 
going to be affected by 
corn’s rising price? 

The most direct affect each industry 
is seeing is the extra cost involved in 
feed prices. Some in the cattle and hog 
industries have supplemented distiller 
grains as a feed source, but find it not 
to be as adequate. The poultry industry 
has normally offered an alternate feed 
such as soybean, however, its price too 
has increased dramatically and is not cost 
effective. 

Cutting back numbers and limiting 
expansion is one way producers deal with 
the high corn prices. Couple the high feed 

“One drought 
could 

devastate 
crops and 

drive prices 
even higher.”

costs with cutbacks in production, and the 
effects then trickle down to the consumer 
who ultimately sees higher prices for meat 
and milk in the stores. 

The USDA Secretary Mike Johanns 
in December said the effects will truly 
depend on how the ethanol story plays out 
over long term. He feels there are many 
variables involved in producing food, 
and he doesn’t believe consumers will 
see a direct effect. Johanns also believes 
more attention needs to be put towards 
developing crops, besides corn, that can be 
converted to ethanol.UB
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Lamb and Veal

NO ONE HAS FRESHER 
LAMB & VEAL THAN CHIAPPETTI

Chicago’s only Lamb and Veal Slaughter Plant

Call us today (773) 847-1556
Or visit our Web site

www.lambandveal.com
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 Corn used as fuel will continue to rise...

Projection: Corn used for ethanol

Source: USDA Agricultural Baseline Projections to 2015, February 2006. Year
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PENNSYLVANIA
Fred Bloom • Bill Buehler
Brett Linder • Ted Bloom

Bob Willoughby
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nutritious choices to their menus such as 
fruit, yogurt, and salads. 

So what are consumers looking for? 
According to the 2006 Prepared Foods 
survey, consumers are most interested 
in consistency, convenience, price per 
serving and labor savings. Technomics 
Inc. projected the foodservice 
industry to be $501 billion for 
2006. According to the 
National Restaurant 
Association, 
the economic 
impact of the 
restaurant 
industry is 
expected to 

Time has become one of the biggest 
challenges for many people today. Before 
Mom and Dad rush off to work they’re 
trying to give 
their kids 
something 
nutritious for 
breakfast while 
busily packing 
lunches. 
With the 
clock ticking, 
they check 
to be sure the kids have their lunch and 
homework before pushing them out 
the door on their way to work. Eight 
to ten hours later it’s a rush to pick up 
the children whose first question is, you 

Prepared foods gain popularity:
Is it a challenge of time?

guessed it, “What’s for dinner tonight?” Is 
it possible that such harried parents could 
be thinking about what they will prepare 
for dinner that night?

This scenario is becoming more 
frequent in the in the life of the American 
family. With it, comes the convenience 
of prepared foods. Dining out is not the 
only option for prepared foods anymore. 
If you’ve been to a grocery or convenience 
store you probably have noticed an 
expanding amount of ready-to-eat foods. 
From fully cooked entrees, fresh vegetables, 
fruit and salad bars, to nutritious snacks, 
retailers are offering consumers healthier 
alternatives. Fast-food establishments 
have also taken that initiative and added 

Value-Added products offer more than convenience...

“Consumers are 
most interested 
in consistency, 

convenience, 
price per 

serving and 
labor savings.” 
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Crystal Farms, Inc.

USDA
GRADED EGGS

PO BOX 7101
CHESTNUT MOUNTAIN GA 30502

SALES INFORMATION
JIM BROCK 

(770) 967-6152 Office
(770) 967-7242 Fax

www.crystalfarmsga.com

exceed $1.3 trillion. Restaurant owners also 
anticipate an increase in take-out and gift 
card sales in 2006. 

So what does this 
mean to your 
customer, the 

consumer?—An ever expanding array of 
choices which are not only convenient but 
healthy and delicious too! But to keep the 
consumers’ palate content, the foodservice 
industry must continue to recognize 
their needs. By giving today’s consumer 
expanding options and continuing to 

utilize the freshest, tastiest and most 
versatile products possible, the 
foodservice industry is poised to 
take advantage of the consumers’ 
greatest challenge—time.UB
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Protein comparison
Variety is the key to eating right...
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800-377-3447
www.nucalfoods.com

THE COMPETITION
KEEPS EGGING US ON

Serving the Western United States...

NuCal Foods and Rocky Mountain Eggs are 
committed to excellence, integrity, quality, 
service and a focus on our five critical 
clientele—our customers, employees, 
producers, vendors and owners working 
in cooperation with one another to create 
loyalty and provide value to all.
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• PORK
• BEEF
• POULTRY

PROVIDING YOU WITH A
COMPLETE LINE OF FRESH & FROZEN

DOMESTIC & EXPORT
Contact Juan José Guajardo, Jorge Aguilar

or Carmen Rodriguez at:
Tel. (956) 687-1144 • Fax (956) 687-1100

3521 N. Shary Rd., Mission, TX 78574
E-mail: juanjose@food-suppliers.net

carmen@food-suppliers.net • jorge@food-suppliers.net

• RAW MATERIALS
FOR FURTHER
PROCESSING

BORDER
WAREHOUSE,
INC.

Eating smart can be a challenge. 
Eating foods rich in protein is one way 
to have a healthy diet. Certain proteins 
can be an important part of a healthy 
diet for other reasons too. The table 
provides nutrition information for 
several protein-rich foods. The source 
for the information is the USDA’s 
National Nutrient Database for Standard 
Reference, with all info based on a 3 oz 
cooked serving.UB

 Calories Total Fat Cholesterol Sodium Protein iron Potassium
 (kcal) (grams) (mg) (mg) (g) (mg) (mg)

BEEF ground, 90% lean meat 196 10 76 74 �4 � �68
BEEF eye round 177 8 5� �� �4 � 193
ChiCKEN light meat 147 4 72 65 �6 1 210
ChiCKEN leg, meat and skin 197 11 78 74 22 1 191
AlASKA KiNg CRAB 8� � 45 911 16 0.7 223
ShRiMP mixed species 84 � 166 190 18 � 155
Egg whole, scrambled 142 10 299 238 9 1 117
Egg white 44 0.� 0 141 9 0.3 139
SAlMON Atlantic, farmed 175 11 54 5� 19 0.3 ��6
TUNA yellowfin, fresh ��8 � 49 40 �5 1 484
lAMB domestic, rib 289 23 83 65 20 � 235
lAMB domestic, leg, whole 206 12 78 57 22 � 271
PORK fresh, tenderloin 139 4 67 48 �4 1 �7�
PORK fresh, center rib, boneless 221 13 70 53 23 0.7 �4�
TURKEY leg, meat and skin 144 5 60 68 �4 � 214
TURKEY light meat, meat only ��9 � 73 48 �6 1 235
VEAl rib 150 6 98 82 22 1 264
VEAl leg, (top round) 128 3 88 58 �4 1 ��4

gROUND BEEF

high Potassium
�68 mg

ShRiMP

high iron
� mg

TURKEY

low Fat
� g

PORK

low Sodium
48 mg

Egg whiTES

low Cholesterol
0 mg

ChiCKEN

high Protein
�6 g

Shaded areas denote the best 
performers in each category



winter 2007 / URNER BARRY’S REPORTER • �5

X _____________________________________
Sign here for approval and fax to: 732-341-0891 Dated ____________________

THE SYMBOL OF QUALITY IN POULTRY.

Count on us for all of  your chicken and turkey needs!
Fresh  Frozen  Prepared  Further Processed

SERVING ALL YOUR CHANNELS
RETAIL  DELI  FOODSERVICE  EXPORT  MILITARY

WAREHOUSE  WHOLESALE  INDUSTRIAL  VALUE ADDED

PERDUE FARMS INCORPORATED
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 Calories Total Fat Cholesterol Sodium Protein iron Potassium
 (kcal) (grams) (mg) (mg) (g) (mg) (mg)

BEEF ground, 90% lean meat 196 10 76 74 �4 � �68
BEEF eye round 177 8 5� �� �4 � 193
ChiCKEN light meat 147 4 72 65 �6 1 210
ChiCKEN leg, meat and skin 197 11 78 74 22 1 191
AlASKA KiNg CRAB 8� � 45 911 16 0.7 223
ShRiMP mixed species 84 � 166 190 18 � 155
Egg whole, scrambled 142 10 299 238 9 1 117
Egg white 44 0.� 0 141 9 0.3 139
SAlMON Atlantic, farmed 175 11 54 5� 19 0.3 ��6
TUNA yellowfin, fresh ��8 � 49 40 �5 1 484
lAMB domestic, rib 289 23 83 65 20 � 235
lAMB domestic, leg, whole 206 12 78 57 22 � 271
PORK fresh, tenderloin 139 4 67 48 �4 1 �7�
PORK fresh, center rib, boneless 221 13 70 53 23 0.7 �4�
TURKEY leg, meat and skin 144 5 60 68 �4 � 214
TURKEY light meat, meat only ��9 � 73 48 �6 1 235
VEAl rib 150 6 98 82 22 1 264
VEAl leg, (top round) 128 3 88 58 �4 1 ��4
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Today, when a person is at the egg 
case, they are confronted with a veritable 
plethora of choices beyond the traditional 
ones of color and size. Organic, cage free, 
free-range, Animal Care Certified, Omega-
3, or liquid eggs. 
The number of 
possible choices 
can indeed, 
boggle the mind 
and stagger the 
imagination!  

Has the size 
of the egg case 
expanded to 
accommodate this 
bounty of choices? 
Well... yes and no. 
In the megaplex-type of supermarket, the 
answer is a definitive “yes.” In the “super” 
size of supermarket, the answer is “maybe.” 
And, in the traditional, smaller store 
located within walking distance from the 
center of town, the answer is usually “no.”

How does a consumer know what 
product to purchase? And, given the vast 
range of pricing possibilities for each 
category, which product represents the best 
value for a particular need? The answer 
lies with the consumer. The consumer 
needs to organize their priorities, decide 
what order of preference different variables 
mean to them, and then learn about price 
performance.  

Just what is price performance? 
Essentially, it means just what it implies: 
namely, recognizing that a consumer 
gets what he pays for, and that there 
are quantitative and qualitative trade-
offs associated with the subjective and 
objective considerations; therefore, one 
size does NOT fit all. There is no correct, 
or incorrect, answer here. There is no 
bad selection. It depends upon personal 
preference and, thereafter, choice. Bottom 
line: All choices in the egg case are GOOD 
choices!UB

Preparation possibilities of eggs are endless...

The changing face of the
supermarket egg shelf

What perishable item is inside 
the refrigerator of the vast majority 
of households in the nation? What 
perishable item does virtually every 
consumer purchase when they make 

their weekly sojourn to the supermarket? 
And what perishable item can be served 
deliciously in so many different ways? 
If you answered “eggs” to any of these 
questions, you are correct! Fried, over-easy, 

scrambled, for lunch or for dinner, the 
preparation possibilities and the food 
accompaniments are endless, bound 
only by one’s imagination and level of 
culinary artistry (and, of course, the 
available foodstuffs on hand).

During most of the 20th century, the 
biggest historical dilemma a consumer 
faced was what color and size (jumbo, 
extra large, large, etc.) to buy. Simple, 
right? Well, as the ’60s poet/songwriter 
Bob Dylan once said, “The times they 
are a-changin’…” 

“Today, when 
a person is 
at the egg 

case, they are 
confronted 

with a 
veritable 

plethora of 
choices…”
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A Family Enterprise
Since 1919

126 N. Shipley Street
Seaford, DE 19973

302/629-9136
302/629-9532 (FAX)

Your Premier Poultry Supplier
• Case Ready Prepackaged
• Rotisserie   • COV Roasters
• CVP and CO2 Whole Birds and Parts

ALLEN FAMILY
FOODS, INC.
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Serving the
Southwest

623-872-2309
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Scott Steuber
Steven Sparks

110 S. Sidney
Russellville, AR 72801

479-967-6600
fax 479-967-6615
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The Recipe Box

Ingredients:

4 boneless, skinless chicken breasts, cubed

2 cans white beans

 (either cannelloni or great northern beans)

Jalapeño slices to taste (you can use jarred or fresh)

1 white onion, diced

1 yellow bell pepper, diced

1 ½ cups fresh mushrooms, sliced

1 bulb of garlic, minced

1 box frozen corn

1 can chicken broth

2 tsp. cumin powder

1 tsp. coriander powder

1 tbsp. ground pepper

½ cup olive oil

1 lime, squeezed for juice

½ cup sour cream

1 cup shredded Monterey jack cheese, shredded

Bread bowls

White Chicken Chili

In a large skillet, sauté onion, yellow bell pepper, and garlic in olive 

oil over medium-high heat until onions are tender. Add cubed chicken 

breasts and continue to sauté until the chicken is no longer pink.

In a large stock pot, or Dutch oven add chicken broth, cumin, 

coriander, ground pepper, lime juice, and jalapeño slices and bring to 

a boil. Reduce heat to medium, cover and simmer for 10 minutes.

Add chicken, onion, bell pepper, and garlic mixture, corn, mushrooms, 

and beans. Cover and simmer for approximately 30 minutes or until 

all vegetables are tender. 

Remove from heat and scoop into bread bowls. Garnish with 

shredded jack cheese, and a dollop of sour cream.
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Vista
Food Exchange Inc.

Importers / Exporters

Wholesale / Trading

ChiCken • Turkey

Beef • Pork

fish

Domestic and International
Suppliers of Perishable
Food Products
Specializing in:

ConSIStent

QualIty,

DePenDable

ServICe

For Domestic Inquiries,
Please Contact vincent louis at

tel. # 718-542-4401
or Fax # 718-542-0042

Website: http://www.vistafood.com
E-mail: sales@vistafood.com • export@vistafood.com

ServICe CenterS
bronx, ny • blue Springs, Mo • Hope Mills, nC • Forest, MS • berlin, MD • tampa, Fl

San antonio, tX • Colleyville, tX • Jensen beach, Fl • Manchester, nH • toronto, Canada
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eSignal provides futures traders with Internet-delivered, real-time 
market quotes, charts, news, fundamental data and more, direct to
your PC or laptop.

Global, Professional-Level Tools
eSignal: The Choice of Commodities Traders Around the World

eSignal has been voted “Best Real-Time Data” and “Best Delayed Data”
by the readers of Technical Analysis of Stocks & Commodities magazine
every year since 1993.

eSignal has been voted “Best Real-Time Data,” “Best End-of-Day Data,”
“Best Software for U.S. End-of-Day Traders” and “Best Software for

U.S./U.K. Intra-Day Traders” by the members of the Trade2Win website.

800.481.4442
www. eSignal.com/offer/ub

Call now and get your risk-free, 30-day trial.*

eSignal is a division of Interactive Data Corporation (NYSE: IDC).
*All fees will be refunded to you, minus any taxes and applicable add-on service/exchange fees, if you cancel within the first 30 days of service. Call for details.                                                                         x13538

If you trade the fast-paced commodities market,
you know you can’t cut corners with the tools you use.

Enter eSignal, the award-winning market data and 
decision support software you need to keep your edge.

With eSignal, knowledgeable traders like you can:

�Take advantage of features designed for the futures 
market, including:

• Continuous contracts to easily follow the 
front and forward months

• Quoteboard, marketprofile and a Fast 
Market Indicator

• Spread engine capability for complex 
spreads and ratios in Quote and Chart 
windows

�Benefit from eSignal’s advanced charting with 100+ 
free technical analysis studies that show you when 
to make your market moves

�Use day and night session charting and
customizable time templates for session starts

�Receive real-time stock, futures, options and Forex 

quotes and market-moving news

�Back test your strategies before making your trades

If you want to keep your edge in the market, you 
need to try eSignal for yourself and find out why tens of
thousands of traders like you trust the best value in 
financial market data today — eSignal.
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www.rhpoultry.com

Greetings to the Southeastern from

Buyers & Sellers of
Meat, Poultry, and Provisions

to the Food Industry Since 1980
SALISBURY, MARYLAND

410-543-2111
Tom Robinson - Ralph Harrison
Andy Harrison - Jonas Meyer

GAINSevILLe, GeoRGIA

678-450-3643
Ray Campbell

Chris Porter

McALLeN, TexAS

956-664-0191
Socorro Martinez
David Martinez
Melena Garza

FoRT SMITH, ARKANSAS

479-783-8886
o.S. Adams - Ross Hearn
Sean Hearn - Bill Woods

Bernard Roberts

Jurgielewicz Duck 
Farm is one of the last 
major duck producers 
in New York. Located 
on Eastern Long Island, 
the birth place of the 
U.S. duck industry, it is here, on 80 acres 
of land, that 1.5 million of the most sought 
after White Peking Ducks in the industry 
can be found. 

Owner/operator Tom Jurgielewicz runs 
the successful third-generation farm with 
his brother Paul. Chefs everywhere tell the 
brothers the birds on their farm are better, 
healthier and tastier than the rest. Why? 
It’s because of the way they are kept. They 
are grown outdoors, naturally—key to what 

Long Island’s
duck legacy lives on!

makes a Jurgielewicz duck distinctive. 

The ducklings are able to eat, drink, 
swim and clean themselves continually 
in giant outdoor sand ranges which 
are equipped with feeding stations 
and free-flowing artesian spring water 
ponds. The setting provides the most 
natural environment as possible for the 
birds to thrive. Many, large ranges, with 
approximately 4500 head each exist as 
home to the ducklings until processing age.

“Keeping the birds outside and giving 
them plenty of access to swim water makes 
for the healthiest ducks. That’s the biggest 
part of why our birds are highly sought 
after,” says Tom Jurgielewicz. 

“The birds 
are grown 
outdoors, 
naturally.”

Distinctive, desirable ducks...
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Long Island Duckling

Jurgielewicz Duck Farm
(800) LI-DUCKS

S • o • u • t • h S • h • o • r • e

Brand

Outdoor Grown

Naturally

Free
ranGe
Free

ranGe
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Producers, processors,
marketers and

distributors of fresh shell,
frozen, liquid and
hard cooked eggs.

Marketing Gold Circle Farms DHA 
Omega-3 eggs and

Horizon Organic eggs
throughout the United States.

Corporate Office:
310 N. Harbor Blvd., Suite 205

Fullerton, CA  92832 USA
800-326-3220 • Fax 714-680-3080
www.horizonorganiceggs.com

www.goldcirclefarms.com
www.calsunshine.com
www.hiddenvilla.com

Jurgielewicz Farms’ birds are highly 
preferred in the Asian sector as well 
as upper end and white-tablecloth 
establishments. The stress-free 
environment helps to create a perfect, 
healthy and clean duck with strong 
skin that resists tearing—a highly 
desirable trait in the industry. No 
chemicals or growth hormones are 
used in rearing, and the birds are free 
of antibiotics and additives too.

If the Jurgielewicz Duck name 
sounds familiar to you, it may be 
because you heard it featured on Chef 
Bobby Flay’s Food Nation show as well 
as Emeril Live with Chef Emeril Lagassi 
on the Food Network.UB
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MSC program and 
commitments from 
major retailers 
and processors are 
expected to boost 
participation.

The ACC 
is a nonprofit, 
nonmember 
public benefit 
corporation that 
applies elements 

of the Global Aquaculture Alliance’s 
certification system. This 

system combines site 
inspections and effluent 
sampling with mandatory 
requirements for product 
safety and traceability. 
It is the ACC’s wish to 
educate those involved in 

aquaculture on the benefits 
of applying the best management 

practices as well as on the scientific 
technology that leads them. 

Currently, the ACC certifies only shrimp 
hatcheries, farms and processing plants. 
In the future, certification will include 
feed mills and analytical laboratories as 
well. After certification for shrimp is fully 
established, other species will also be 
included. 

What inspires an organization to go 
through the certification process? Some 
feedback has found that organizations 
are looking for access to new markets. 
Certification has shown to provide greater 
marketability of products. Another 
motivating factor towards obtaining 
certification is that certain large buyers 
such as Wal-Mart, Whole Foods, Darden 
Restaurants, and Lyons Seafood have 
mandated the labeling on the products 
they carry as part of their support of 
sustainable seafood practices. 

With the realization of the importance 
of obtaining certification, many fisheries 
and aquaculture facilities are allowing 
the consumer to decide to protect the 
industry and help create healthy seafood 
stocks.UB 

Much of the seafood available today 
carries a certification label of one 
type or another. Two labels 
predominantly found in 
the marketplace are the 
Marine Stewardship 
Council (MSC) label 
and the Aquaculture 
Certification Council 
(ACC) label. 

The purpose of both 
certification types is to 
ensure that the product is 
derived from a well-managed and 
sustainable fishery or aquaculture facility 
as defined by the appropriate agency—in 
this case, the MSC’s Principles and 
Criteria and ultimately the MSC claim, 
and the Global Aquaculture Alliance’s Best 
Aquaculture Practices (BAP) standards.

The MSC is an international, nonprofit 
organization whose purpose is to create 

Seafood certification labels explained
sustainable fisheries around the world by 
using market-based incentives. Founded 

in 1997 by Unilever and World 
Wildlife Fund (WWF), it 

has been autonomous 
since 1999.

The MSC runs the 
only certification 
program in the world 
that is fully consistent 

with the Food & 
Agriculture Organization 

(FAO) guidelines for the 
eco-labeling of fish, 

which ask for objectivity, 
independence, 
transparency and 
a scientific basis. 
Over 50 wild 
capture fisheries 
around the 
globe are now 
involved in the 

Well-managed and sustainable facilities rewarded...

Designed especially for the seafood professional, this combination 
of three seafood titles is the perfect 
complement to your library of 
reference materials. 

A necessity for all those in the seafood trade

Urner Barry’s Seafood Professional Combo

Order these titles or
other educational
materials by calling

800-932-0617 or 732-240-5330
Visit our Web site at 
http://shop.urnerbarry.com
E-mail: sales@urnerbarry.com

Get All three 
And sAve!

“Many 
fisheries and 
aquaculture 
facilities are 
allowing the 

consumer 
to decide to 
protect the 
industry...”
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may recognize Preferred Freezer Services 
by its signature Polar Bear logo. Life-size 
polar bears accompany Preferred Freezer 
Services at trade shows and venues across 
the nation, making it easy for customers to 
recognize their booth. 

 
Urner Barry’s Reporter staff had the 

pleasure of visiting Preferred’s newest 
and largest facility in Newark, New Jersey, 
which is also their corporate headquarters. 
The 9,500,000 cubic-foot location was 
quite an impressive operation. With an 
oversized truckyard, indoor loading dock, 
state-of-the-art lift technology, a state-of-
the-art tracing and tracking system and an 
exceptional, professionally trained-staff, 
Preferred Freezer was the oasis of cold 
storage warehousing. 

The exceptional features and designs 
that the Reporter staff witnessed were so 
notable that a frequent question was if a 
certain feature was exclusive to the Newark 
facility. Al Acunto, Director of New 
Business Development, assured us that 
the designs and systems we were witness to 

Preferred Freezer:
the oasis in the desert

Preferred Freezer Services is not your 
ordinary cold storage facility. It is a 
nationwide network of state-of-the-art 
facilities strategically located throughout 
the country offering convenience and 
efficiency to its customers. It is for this 
reason that Preferred is ranked the 6th 
largest cold storage company in North 
America and 8th in the world.  

Founded in 
1989 by John J. 
Galiher, the first 
Preferred Freezer 
Services facility 
opened in 1989 in 
Perth Amboy, New 
Jersey, with just 26 
employees. Today, 
Preferred has a total of 17 facilities with an 
astonishing additional six sites planned for 
2007! 

The 44-year-old Galiher has a unique 
blend of experience in engineering, 
construction, sales and management which 
are key to the company’s success. Prior 
to founding Preferred, Galiher was the 
Executive Vice President and co-founder of 
Condyne Freezers, Inc. and on the Board 
for its parent company, Condyne Inc. You 

Elite cold storage warehousing...

“People want 
to come to 
us instead 

of going 
anywhere 

else.”

A worker moves product at one of Preferred Freezer’s 

massive state-of-the-art cold storage facilities.

were standard in all facilities. 

Acunto knows Preferred is exceptional. 
He says, “People want to come to us 
instead of going anywhere else.”

All of Preferred’s facilities are single, 
deep racked and well marked with very 
narrow aisle design which gives the 
advantage of a well-organized, accurate and 
superior system that delivers less damage, 
higher accuracy and quicker response time 
to customers. 

And the amenities don’t stop there. 
Preferred customers can be assured their 
inventory is in the very best hands as 
the company believes in a philosophy of 
keeping its customers happy, and in never 
saying “no.” Preferred believes that after all, 
it is their customers that make them better. 
This, plus their combination of systems, 
services, facilities, people and equipment 
add up to Preferred Freezer’s success.UB
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   E&S
MARKETING
COMPANY INC

CHICKEN - TURKEY - PORK
FRESH - FROZEN - FURTHER PROCESSED

Retail and Foodservice

Louis Ellman
900C Lake Street, Ramsey, NJ 07446

Tel. 201-995-1911
Fax 201-995-9732

info@esmarketing.com
Internet: www.esmarketing.com

Mary Lou Besselman
1694 Mercer New Wilmington Road

New Wilmington, PA 16142
Tel. 724-946-8636
Fax 724-946-3320

mbesselman@esmarketing.com

Gary Morgan
2057 Fawn Lane

Batavia, OH 45103
Tel. 513-732-3891
Fax 513-732-0704

gmorgan@esmarketing.com

Tim Petit
285 Vineyard Way

Doylestown, OH 44230
Tel. 330-658-3517
Fax 330-658-3516

tpetit@esmarketing.com

Kenny Seeger
31 Wesley Way

Wilmington, OH 45177
Tel. 937-382-0196
Fax 937-382-8161

kseeger@esmarketing.com

David Simpson
105 Cedar Street, Suite D-3

Monroe, NC 28111
Tel. 704-283-9444
Fax 704-282-4179

dsimpson@esmarketing.com

NPFDA

Sourcing Quality & Value
To The Food Industry
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Leading Table egg Producing States
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25 YEARS OF NATIONAL SERVICE WITH PRIDE
TRADERS OF A FULL LINE OF

FRESH & FROZEN POULTRY PRODUCTS
MAIN OFFICE:

25 West Union Street • Ashland, MA 01721
Tel. 508-231-1426 • Fax 508-231-5256

Alan Singer
Office:

55 Miracle Mile, Suite 210
Coral Gables, FL 33134

Tel. 305-620-0700
Fax 305-620-0366

Hector Perez

Office:
4650 Arrow Hwy., Suite G24

Montclair, CA 91763
Tel. 909-445-9060
Fax 909-445-9664

Kevin McNelis

Office:
12505 Coastal Hwy.

Ocean City, MD 21842
Tel. 410-250-7270
Fax 410-250-3190

Jamie Doherty

L & S
FOOD SALES
C  O  R  P  O  R  A  T  I  O  N

Iowa and Ohio come out on top...

Ranked by total farm value
($ millions)

Source: NASS, USDA 
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We Deliver…
More Than You’d Expect. 

MOARK is America’s premier marketer, distributor, processor and producer of 
fresh shell eggs. We deliver a full spectrum of top quality products to retail, 

industrial and foodservice customers coast-to-coast. More so, our expert 
knowledge of the egg industry and national scope enables us to offer 

innovative, value-added services that help our customers achieve 
better bottom lines.

CorporatE offiCE
691A Trade Center Blvd.
Chesterfield, MO 63005
phone: (636) 787-2000
Fax: (636) 787-2020

CoNtaCt:
Bob Hodges
V.P. of Sales & Marketing
phone: (302) 369-4126 • Fax: (302) 369-3281

www.moarkllc.com

Our slogan “We Deliver… 
More Than You’d Expect” 

signifies our “can do” attitude 
and approach. In turn, our 

growing customer list powers 
MOARK’s sector-leading growth 
and status as a major marketer of 

fresh eggs in the U.S.
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Shrimp importers won a major victory 
at the Court of International Trade 
this November when a judge issued a 
preliminary injunction prohibiting the U.S. 
Customs Service from enforcing 100% 
continuous bonds. The injunction applies 
to the 27 major importing companies who 
joined with NFI in a lawsuit challenging the 
continuous bonding requirements. At this 
time, it does not apply to other companies.

What this actually means for shrimp 
importers is that the Court has enjoined the 
Customs service from arbitrarily applying 
100% continuous customs bonds. 

At the heart of the NFI lawsuit was 
the contention that Customs was double 
charging both the duty and the 100% 
bond. Customs determined that shrimp 
importers would be subject to a 100% bond 
requirement for the entire annual value 
of their imports from a particular country 
subject to antidumping or countervailing 
duties.

The NFI lawyers argued that shrimp 
importers were being unfairly singled out, 
and that this bonding requirement was 
not being applied to other importers. They 
argued the bond represented a double 
payment, since the duties were paid as 
product was imported, but the U.S. Customs 
Service was requiring a second payment, in 
the form of a bond, that was equal to the 
total value of all imports for a year.

Shrimp importers win major victory with
injunction against 100% continuous bonds 

The outcome 
of the case is 
not yet known, 
and the U.S. 
Customs Service 
may appeal. 
However, the fact 
that the judge 
granted a preliminary injunction that totally 
supported the arguments made by the 
importers customarily means that he felt 
they had an excellent chance of prevailing 
on the merits in the final case. 

The 100% continuous bond requirement 
has been one of the most contentious issues 
in the entire shrimp anti-dumping case, and 
many businesses say this has been far more 
disruptive of trading relationships than 
the actual duties themselves. In effect, the 
continuous bond requirement imposed a 

huge cost in line of credit or working capital 
simply to continue importing.

The continuous bond requirement is 
also under attack, along with U.S. customs 
zeroing methodology at the World Trade 
Organization.

At the recent Global Shrimp Outlook 
conference hosted by the Global 
Aquaculture Alliance, most importers 
were ready to get past the history of the 
anti-dumping case and move on to a future 
which is based on increasing the demand 
for all shrimp products, both imported and 
domestic.UB

Seafood.com News [News Analysis]
by John Sackton, November 17, 2006
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Distributors of Poultry, Meat,
Seafood and Provisions

Serving the Food Industry with
Experience

Proud to be a NPFDA Member
Partnering with the finest

processors in fresh & frozen poultry
718-617-3000

fax: 718-617-7408
Building B-12 Hunts Point Cooperative Market, Bronx, NY 10474

Visit our website at

www.fancyfoodsinc.com

NEwS ANALYSiS:

“The NFI 
lawyers argued 

that shrimp 
importers were 
being unfairly 

singled out.”
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Nothing assures profitability like authentic,
delicious taste - exactly what you’ll find in

every product with the House of Raeford name.
We offer the world’s most complete line of
turkey and chicken products and back every

item with our uncompromising commitment to
quality, service and real taste.

House of
Raeford Farms, Inc.

800-8-TURKEY • www.houseofraeford.com

The One With             Taste...
Means             Profits!
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 Some grow more, others grow them bigger...

Leading Broiler Producing States
They grow a lot of things big in Texas but North Carolina lays claim to the largest chickens. When it comes to 
the leading number of chickens produced, Georgia is on our mind! Below are the top broiler producing states 
ranked by average bird weight and number of birds produced. 

Source: NASS, USDA 
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TRI-STATE AREA’S LARGEST
INDEPENDENT SUPPLIER

Hunts Point Co-op Market, Building #E, Bronx, New York 10474

Telephone (718) 842-8500

leading Broiler Producing States
Ranked by numbers produced
(million head)

leading Broiler Producing States
Ranked by Average Bird weight
(pounds)
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ContaCt:
Kent Puffenbarger, Patrick Fowler or Chris Seme

www.PrestageFoods.com
St. Pauls, nC 28384 • 1-800-679-7198

• Packers of whole birds
and bone-in breasts
• Frozen tray pack

• Fresh boneless meat
• Private Label is available
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Egg Company Inc.
Producers of 

“Zephyr Fresh” 
Florida Eggs

4622 Gall Blvd. • P.O. Box 9005
Zephyrhills, FL 33539-9005

Phone (813) 782-1521
Tampa (813) 229-1715

FAX (813) 782-7070

Serving the 
incredible edible egg ™



4� • URNER BARRY’S REPORTER / winter 2007

X _____________________________________
Sign here for approval and fax to: 732-341-0891 Dated ____________________

shredded 
beef, has been 
introduced as a 
convenient and 
versatile item to 
aid in creating 
traditional 
Hispanic family recipes.  

“Because it comes recipe-ready without 
sauce or gravy, it works well as a base 
in many classic Hispanic dishes,” said 
Dave Zino, executive director of the Beef 
and Veal Culinary Center. “I think it’s 
a development in the beef industry that 
will definitely benefit Hispanics as well as 
the general population and their love of 
Hispanic-inspired dishes.”UB

This story originally appeared on
Foodmarket.com on December 27, 2006

With the Hispanic population being the 
nation’s fastest growing ethnic segment, 
it is no wonder that ethnic foods are 
becoming more easily available in area 
supermarkets.

At the time of this writing, Hispanics 
in the U.S. make up approximately 14.5 
percent of the nation’s population with 
that number expected to continue its 
upward trend. This population growth has 
increased demand for ethnic foods in the 

Beef industry offers hispanic resources
grocery stores, 
and in an effort 
to keep up, many 
grocery chains 
have expanded 
their ethnic 
food sections.

The beef 
industry recognized an opportunity 

to target this influential audience and 
introduced several methods to inspire 
interest in product. Spanish language 
recipe cards and www.LaCarneDeRes.
com, the Hispanic version of www.
BeefItsWhatsForDinner.com are two of 
the latest resources the beef industry is 
currently marketing to promote learning, 
preparing and enjoying beef. The Web site 
provides users with nutritional information 
about beef as well as recipes expected to 
appeal to Hispanic tastes.

Even a new beef product, fully cooked 

Ethnic foods becoming more available...

“...many grocery 
chains have 

expanded their 
ethnic food 

sections.”
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Quality.
Excellence.
Expertise.
Talon Group, LLC
425-644-5540
www.talongp.com
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CREIGHTON
BROTHERS & 

CRYSTAL LAKE 
EGG PRODUCTS

“Quality Since 1925”

Inquire about our full line of
eggs and egg products...
Carton  Loose Pack

Nest Run  Good NewsTM 
Liquid  Frozen

Hard Cooked  Diced
Pre-Cooked  Dried

USDA INSPECTION & 3RD PARTY
SALMONELLA TESTING PROGRAM

HACCP MONITORING
IN-HOUSE INSPECTIONS FROM FARM TO CUSTOMER

P.O. Box 220, Atwood, Indiana 46502-0220

Phone (574) 267-3101
Fax 267-6446

Harvesting times at a glance...

  Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
 Dungeness

About 90-95% of all Dungeness is usually landed within the first months of the season.

 King (red, russia)

 King (red, Alaska)

 King (golden, Alaska)

 King (blue, russia)

 Snow (eastern Canada)*
 C. opilio

Crab seasons

Chart legend
 in Season Out of Season

 Snow (Alaskan) C. opilio

 Stone Crab

 Swimming Crab

Swimming crab season varies by state/region. Mostly a spring to fall fishery.

*Quebec & Gulf of St. Lawrence: April-June
Newfoundland: End of April-End of July

Nova Scotia/Cape Breton: July-September
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P O U L T R Y ,   I N C .
Billy Savage
Ginger Trader
Fred Cline
Phone: 866-2SAVAGE
Fax: 410-543-8919

Lewis Wood
Chris Fly
Phone: 866-3SAVAGE
Fax: 251-970-5273

Steve Farmer
Phone: 888-430-2320
Fax: 601-919-2330

Jim Thomas
Phone: 732-968-6655
Fax: 732-968-6944

Tony Dorsett
Food Products Inc.

MARYLANd
OFFICE

ALABAMA
OFFICE

MISSISSIPPI
OFFICE

www.savagepoultry.com

SAVAGESAVAGE

PISCATAWAY
NEW JERSEY

www.tonydorsettfoods.com

Tony Dorsett
Foods

be equal, and all items produced will find 
willing buyers. 

So, this may be all well and good, but 
how does it lend itself to food commodity 
industries? Let’s explore an article which 
appeared in the September 26,2006 issue 
of The Wall Street Journal which dealt 
with the potato industry in the United 
States. The potato industry currently has 
approximately 10,000 potato farmers, 
down from 50,000 only three decades ago. 
This is partially because the bigger growers 
have been taking over the smaller growers 
and are willing to absorb economic losses 
for increased market share as their industry 
continues to consolidate.

This behavior is certainly true in other 
foodstuff industries as well. From an 
economic perspective, supplies affect 
price given a relatively constant demand. 
Supplies of potatoes have exceeded 
demand for a good number of years. This 
has forced providers to reduce asking prices 
in an effort to move product. Short-term 
losses are acceptable as long as revenues 
derived are at least making a contribution 
toward covering fixed costs and overheads. 
Longer-term losses are not a viable 
economic option. Losses cannot continue 
to mount for an indefinite amount of time. 
Profits, eventually, must be realized.

And how is the potato industry 
attempting to manage this situation? Well, 
they are taking advantage of something 
called the Capper-Volstead Act which, 
essentially, exempts farmers from federal 
anti-trust laws and permits them to share 
prices and collectively manage overall 
supplies. Similar to what producers in the 
orange, dairy, and other industries have 
done, they organized their own umbrella 
association, the United Potato Growers of 
America, to help them manage their way 
through the existing economic morass by 
managing supply, keeping demand constant, 
and providing a more predictable return to 
members—a practice not unlike what OPEC 
does for oil producing countries.

Could this be a template for other 
industries? Perhaps, but only they (and the 
people and organizations within them) 
can answer that question after careful 
consideration of supply, demand, pricing 
and profitability issues.UB

In any free-market enterprise or 
economy, virtually all industry segments 
are confronted with the same economic 
challenges: maximizing income, 
minimizing expenses, and providing an 
equitable rate of return to owners, investors 
and shareholders. Sounds simplistic and 
elementary, right? Well, it isn’t…in the next 
few paragraphs we will discuss what one 
particular industry has done to deal with 
these challenges. 

First, let us set a few basic principles 
into place. Macroeconomics 101 sets forth 
what is called The Law of Supply and 
Demand—the basic tenant from which 

Supply, demand,
market equilibrium
and profitability

all others evolve. Essentially, this precept 
states that as prices for a given product 
rise, the supply of 
the product will 
increase while 
the demand for 
it will decrease. 
Conversely, as 
prices fall, demand 
will theoretically 
increase and 
supplies will decrease. Where supply and 
demand intersect on an x/y graph with 
coordinates of dollars and units, the 
equilibrium point is found—the theoretical 
position where supply and demand will 

Supply and demand laws broadened...

“…supplies 
affect price 

given a 
relatively 
constant 
demand.”
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Contact Dolph Baker

(601) 948-6813
Fax (601) 949-7845

CAL-MAINE FOODS, INC.
3320 Woodrow Wilson

Jackson, MS 39209
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Wholesale
Suppliers

of Beef
•••

P.O. Box 130
Gaffney, S.C. 29342

•••
864-489-5723
Fax 864-487-3210

But do the two sides communicate? The 
answer is almost never. It’s time to break 
that failure of communication. Success 
will mean producers need to be more able 
to supply precisely what end users need 
and want. The 2005 National Beef Quality 
Audit is one medium that can work. 
Producers see that their customers’ top-
rated needs are more consistent and offer 
higher quality beef, but not more in each 
carcass. Overcoming these issues will help 
both sides become more profitable.

There are many opportunities for end 
users to become familiar with ranching 
and cattle feeding through hands-on 
seminars sponsored by branded suppliers, 
packers and universities. Also increasingly, 
producers are inviting meat buyers, chefs 
and foodservice operators to participate 
in their forums. Restaurateurs are hungry 
for knowledge of the producer side, but 
most producers have just as much need 
to understand foodservice issues and 
roadblocks—goals and plans for success. 

Communication
The two have more in common than 

they may realize, because they’re in 
business together. Here are some areas for 
dialog between the two:

• Does marbling and flavor make a 
difference?

• Do you want repeat customers, and if 
so, how do you make them?

• What size ribeye is ideal?
• Can we become more efficient by 

working together?
• Are there more unique cuts such as 

the flat iron to be discovered?
• Are there better methods to market 

subprimals to deal with today’s heavy 
carcass weights?

If partners in the supply chain 
don’t understand the constraints and 
possibilities, they will never be able to 
grow as one. They need to take a moment 
and plan a proactive course to improve 
their understanding of the entire beef 
industry. Then they will be able to 
celebrate the success created by increased 
communication, and nobody will take a 
beating.UB

Continued from page 1
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Advertiser Index...
Allen	Family	Foods	........................................ 26
Amercian	Foods	Group	................................. 47
American	Egg	Products	................................ 10
Australian	Premium	Brands	........................... 2
B.	Rosen	&	Sons	................................................ 3
Bird-In-Hand	................................................... 21
Border	Warehouse	Inc................................... 24
Brown	Packing	............................................... 45
Cal-Maine	Foods	............................................ 45
Chiappetti	Wholesale		................................... 20
Cooper	Farms	................................................... 5
Country	Charm	Distributors	.......................... 6
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Crystal	Farms		................................................. 23
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Deb-	El		............................................................. 17
E	&	S	Marketing	.............................................. 35
Eastern	Poultry	............................................... 11
El	Jay	(Oak	Valley	Farms)	.............................. 16
eSignal	............................................................. 29
Estherville	Foods	........................................... 18
Fancy	Foods	.................................................... 38
Farbest	............................................................. 14
Galaxy	International	..................................... 10
Harbor	Seafood	.............................................. 48
Harvest	Meat	Company	.................................. 9
Hickman’s	Egg	Ranch	.................................... 27
Hidden	Villa	Ranch	........................................ 31
Hillandale	Farms	............................................ 20
House	of	Raeford	........................................... 38
International	Marketing	Specialists	........... 39
Jason’s	Foods	Incorporated	........................... 6
Jurgielewicz	Duck	Farm	................................ 31
Kuhl	Corporation	........................................... 17
L	&	R	Farms	........................................................ 8
L	&	S	Foods	...................................................... 36
L.	Hart	.............................................................. 14
Manning	Poultry	............................................ 18
Maple	Leaf	Farms	............................................. 4
Moark	LLC	....................................................... 37
NAMP	associates	ad	...................................... 13
Northern	Beef	Industries	............................. 41
NPFDA	.............................................................. 42
Nucal	Foods	.................................................... 24
Perdue	Farms	.................................................. 25
Poultry	Specialties	Inc	.................................... 9
Preferred	Freezer	Services	........................... 33
Prestage	Farms	............................................... 41
Protein	Alliance	................................................ 6
Radlo	................................................................ 19
River	Valley	Trading	....................................... 27
Robinson	&	Harrison	..................................... 30
Royal	Harvest	................................................... 7
Savage	Poultry	............................................... 44
Schiltz	Foods................................................... 44
Shamrock	Sales	BEM	..................................... 11
Sigma	Seafood	International	...................... 27
Stewart	Miller	................................................... 4
Talon	Group	.................................................... 43
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Virginia	Poultry	Growers	Co-op	.................. 10
Vista	Foods	Exchange	................................... 28
Wabash	Valley	Produce	................................ 13
West	Side	Foods	............................................. 40
Willow	Brook	Foods....................................... 22
Zephyr	Egg	Company	................................... 41
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Fish prices rising
50 percent, to 22 kg per person per year. 
(assumed to be live weight-JS)

With so many new mouths at the table, 
Japan’s share of the fish pie is shrinking.

The result? Japanese are eating less 
seafood.

As volume falls, prices continue to rise. 
The total wholesale price, a figure given 
to the average price per kilogram for 
all marine products, has now increased 
compared to the previous year for nine 
consecutive months.

The rise is sharpest for fresh tuna. The 
average wholesale cost per kilogram for 
January to July was 2,942 yen, 24 percent 
higher than the same period last year. 
Frozen mackerel was 509 yen, up 21 
percent; frozen trout was 712 yen, up 19 
percent; frozen salmon was 612 yen, up 11 
percent; and frozen minced fish meat was 
326 yen, up 10 percent.

‘There are limited areas in Japan that 
can be appropriated for fish farming,’ a 
Fisheries Agency official said. ‘It is not an 
easy task to increase fish volume to meet 
growing worldwide demand. In the long 
run, supply and demand are going to get 
tighter, and prices will remain high.’UB

This article originally appeared on Seafood.com 
in part on October 20, 2006  [International 

Herald Tribune; Asahi Shimbun]  

UPDATE	YOUR FREE LISTING
in the next 
edition of

Urner Barry’s
Meat and Poultry 

Directory
Urner Barry Publications, inc. is in the 
process of compiling the next edition of 

Urner Barry’s Meat and poultry Directory 
and our prospector - Directories on Disk 

contact management software.

Submit your information
On our web site at

www.urnerbarry.com
Click on “Update Directory listing”

For further information,
call toll-free (in the Continental US) 800-9��-06�7

10 years ago 
Japan took more 
fish out of the sea 
than any other 
country. (almost 
10 million tons)

UBFastFact
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Please Contact Chuck Hartwig at 1-800-345-0239
CHartwig@americanfoodsgroup.com

Quality, Integrity
and Partnership
Chef Merito: Enjoy six authentic 
Mexican and Spanish flavors: Beef 
Diesmillo, Carne Asada, Beef Fajita, 

Puerco (pork) Adobada, Pork Chorizo Piscoso, 
& Pork Chorizo Completo . 

halal Meats: Halal case ready beef 
and lamb, branded Laham Laziz™ (Meat 
Delicious) with bilingual labeling . 

hoMe style Meat loaf: Made 
with a combination of beef, pork, and 
premium spices to create a meat loaf with 

outstanding flavor and texture.

Bone-in tenderloin: A very 
unique item that uses modern 
technology and Old World meat 
knowledge to produce a new cut 
from the loin. This steak is served 
standing upright instead of laying 
flat—Truly giving customers a 
lasting impression of fine dining.
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