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A little Iaste of home goes a long way

Every once in awhile a good deed is done
that just can’t go unnoticed. A simple

inquiry for the name of a company turned
into a very generous gesture from the
industry.

Knowing of the numerous colleagues and
industry contacts Urner Barry’s senior
vice president Michael O’Shaughnessy
has, Scott Hunt, a trader with Food
Source, requested the name of a beef
jerky company. Scott had a special reason
for wanting the jerky, he was looking to
purchase some for his brother, Raymond,
and his buddies serving in Iraq.

Scott’s brother, U.S. Army
Sergeant First Class Raymond
Patrick Hunt, had just sent
his family a letter after

a grueling week on the
front lines. Following

a memorial service for
some comrades, Raymond and U.S. Army soldiers in Iraq take time out to pose with their generous gift from Oberto Jerky. Standing from left to

. . . right are SGT Victor Delacruz, Tank Gunner; PV2 J. Kranick, Tank Loader; SPC Thomas Hall, Tank Driver; PV2 Zack
his buddies experienced seven days under Blum, Tank Loader; SFC R.P. Hunt, Tank Platoon Sergeant; SPC Karl Wendler, Medic; SGT Michael Emmons, Tank

heavy fire, very heavy fire—shooting, Gunner. Front, left to right: CPL Wesley Prough, Tank Driver and SGT Mario Rivera, Tank Gunner.
firefights, bombs, rocket propelled
grenades, etc. In his own words, “the past Scott expressed Raymond’s daily life in Red Meat Division Joe Muldowney, who
week has certainly been a life changing, Iraq to O’Shaughnessy, who in turn passed  contacted his associate at Oberto Sausage
significant emotional event.” it on to Urner Barry’s Vice President of the =~ Company, Bruce
Firnhaber. Upon “The past
hearing that Raymond week has
and his budilies certainly
could”use a “taste of been a life
home” by way of beef .
. changing,
jerky, a very generous o
gift was sent from sngmf!cant
Oberto along with emotional
much appreciation for event.”
Chef Hazen With both a grandfather (on his mother’s Raymond and all his
claims that R .
Jurgielewicz side) and a father as gourmet chefs, it was comrades for all they do for our country.
Brand Long pretty much written in the stars for Sam
Slgﬂgj‘:‘éceﬁlz”gs Hazen to follow in the same path. “I grew Raymond and company are to be com-
Pekin duck in the mended for their heroism. Thanks for all

country.” Continued on page 18  you do.UB
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In this special issue, Urner Barry’s Reporter looks at the markets and near term
outlook of the most popular center-of-the-plate food items. Widely reported in

the general news media are the record-high food cost increases. Among the chief
reasons for higher food prices is the United States’ ethanol policy which has taken
as much as 30% of the feed corn crop and moved it to ethanol production. As a
result, corn prices have gone up. This fact alone has significantly increased a major
cost input of our protein production including one affecting the poultry, egg, beef
and pork markets. Similarly, soybean production has been impacted by biodiesel
demands, and other grains have increased in price as additional requirements have
been placed on them because of the demands on the corn supply, and in some
cases, poor seasonal worldwide production of wheat and rice.

Other reasons exist for the higher food prices too. Increasing energy costs, both as
a factor in production and transportation, have been contributing largely to this
issue, as has the weak dollar. Fishing fleets and trucking companies around the
world have been especially hard hit by higher fuel costs. With the United States
competing in the world market against stronger currencies, imports have become
more expensive. That is not all, the weak dollar also increases exports of U.S.
domestically grown food products which limits supplies here and potentially drives
up prices. The emerging middle-class in places like China and the Middle East are
enjoying a stronger economic position, and they too are increasing international
demand for proteins and foodstuffs.

So the stage is set for continuing strong, if not escalating, food prices. Foodservice
and restaurant demand, particularly in the casual and fine dining sector, is
expected to decline, while retail demand will likely be generally steady to increasing.
This can be attributed to the overall poor economy; including eroding real estate
values, and high fuel prices which limit discretionary income. Economic conditions
are predicted to improve in 2009.

During these trying economic times for the food industry, we will continue to cover
for you the most critical issues facing today’s food industry, along with the lighter
fare that we hope makes this publication educational and fun to read as well. On
behalf of the staff at the Reporter, I hope you enjoy this issue. Good reading!

(2L Kﬂr%

Paul B. Brown
Publisher

~\
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Mall shoppers can now add
shrimp o their meallime oplions

The first thing that might come to mind
when thinking about shrimp is a special
meal at a fine restaurant. This assumption
is clearly understandable, as shrimp

meals usually command a high price.
Additionally, as is true of almost all

food items, the current market

situation continues to see an

increase in prices which has

caused a number of individuals to

eat out less, and shrimp
is no exception. A

new fast-food concept,
however, is looking to
thwart that current challenge. Its aim ...
to bring fine-quality shrimp to consumers
without hurting their wallet.

Approximately one year ago, “Shrimp
Market” came online with its first
restaurant in Florida’s Aventura Mall. Of
course, if you are under the impression
that shrimp is only a high end food, you
might question whether eating it at a food
court is worth trying.

Ricardo Baraldi, a resident of Delray
Beach, Florida and friend of Urner Barry’s
Reporter contributor, Angel Rubio, was

a skeptic too and visited Shrimp Market
then gave his opinion. As he was waiting
on line to order his meal, Baraldi had a
chance to examine all that Shrimp Market
had to offer, and had this to say: “When

I was looking at the menu, I felt as if I
was on the back seat of the bus when
Forrest Gump was having a very profound
conversation about shrimp ... there was
pasta with shrimp, tempura shrimp, garlic
shrimp, tortilla crusted shrimp, jambalaya
shrimp, grilled shrimp, shrimp lo mein,
thai shrimp, etc. ... you get the picture.”
Baraldi then said that once he tried his
meal the taste and quality of the shrimp
was superb.

Each entrée is priced at $6.95 with

higher priced options available for two or
more people. All single items contain a
substantial serving of three to four ounces

of shrimp. Baraldi finally added that “the

shrimp market

amount of shrimp was plentiful that
you didn’t have to search through
piles of rice or pasta to find the
shrimp.”

In an exclusive interview
with Urner Barry, Vanessa
»  Abramowitz, president of
Shrimp Market, commented
that “Our goal is to let
people know
that shrimp is
not necessarily a
special occasion
food item but for anytime, and
at affordable prices too! Not to
mention it is delicious and healthy.”
Also, Abramowitz added “We want to
educate people about the many ways
shrimp can be prepared ... shrimp isn’t
only good with cocktail sauce.”

With a well thought out plan, Shrimp
Market is currently celebrating its first
anniversary. Everything from concept
to logistics and quality control were well
thought out. The company is completely

vertically

integrated “Our goal is to
with its let people know
subsidiary that shrimp is
Cartagena not necessarily a
Shrimp

special occasion

Company in .
bany food item...”

Colombia.
All shrimp
is prepared and processed specifically for
each different platter in Colombia and
delivered to the Florida unit. “I have full
control of the supply chain and quality
control process which allows me to
provide our customers with shrimp of the
utmost quality and excellent taste,” said
Abramowitz.

With all this in mind, Shrimp Market’s
success shouldn’t surprise anyone. The
company is currently planning on opening
14 new locations along the East Coast,
including one in New Jersey’s new “super
complex,” Xanadu. When asked what the

key ingredient was for Shrimp Market’s

success, Abramowitz said it wasn’t garlic or
a spice, but “It is about doing things right
and doing them right always.”U

a2 B
% foods inc.

»% 800-367-0760

Full Service Brokers of

BEEF, PORK
& POULTRY

Domestic and Export

(563) 556-0760

Randy, Cindy, Mark, Darin ‘® Lisa

36 Bluff Street, PO Box 171
Dubuque, 1A 52004-0171

Fax 663-656-4131
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Fals: the good,
bad and ugly

Fat is flavor. We've all heard it a number of  contributing flavor to the dishes they are

times, but we've also been bombarded with  added to.
fat’s negative
attributes. Aside

from providing

Four major types of fats exist in foods:
“There are jor typ

many different
types of fats,
all with unique
flavors.”

monounsaturated fats, polyunsaturated
fats, saturated fats and trans fats. These
different fats have different effects on
cholesterol levels in the body, some good,

flavor, did you
know that fat has
other positive
fundamental
purposes as

well? It is efficient at storing energy, and is

some bad and some are very ugly. The
Federal Drug Administration recommends,
on average, for total fat intake to be
actually essential to our overall health. adjusted to fit total caloric needs.
Fat fuels our bodies. It is the primary Both monounsaturated fats and
means which all animals store energy for polyunsaturated fats have proven to
later use. Our bodies do not require large have beneficial effects on health when
amounts of fat, but quite honestly, we consumed in moderation and when
cannot survive without it. In addition to
giving your body energy, fats are building

blocks of every cell. They help your body

used to replace saturated fats or trans
fats. They help reduce bad cholesterol
levels in the blood and lower the risk of
heart disease and stroke. Visibly, both
of these types of fats are typically liquid
at room temperature. Examples of foods

absorb some nutrients and produce
important hormones. Fat also carries flavor
compounds which help coat the taste buds.
high in monounsaturated fats include
There are many different types of fats, vegetable oils, such as olive, canola, peanut,

all with unique flavors—beef differs from sunflower and sesame oil. Other sources

pork which differs from chicken which
differs from duck. Then there’s all the

oils—peanut, sesame, olive, hazelnut; all

include avocados, peanut butter and many
nuts and seeds. Examples of foods high in
polyunsaturated fats include a number of

How lurkey stacks up against other proteins

Sources: Nutrifacts Update. Chicken & turkey data source: USDA Handbook 8-5 and research conducted in cooperation
with USDA. Beef & weal data source: USDA handbook 8-13, revised 1990 and Bulletin Board 1994 (beef) and USDA
Handbook 8-17, 1989 (veal). Pork & lamb data source: USDA Handbook 8-10, 1992 (pork) and USDA Handbook 8-17,
1989 and Bulletin Board, 1994 (lamb)

Calories  Calories  Totalfat  Saturated  Cholesterol  Sodium  Protein Iron

fromfat  grams Fatgrams  milligrams milligrams  grams %DV
Turkey Breast 120 10 1 0 55 45 26 8
Chicken Breast 120 15 15 0.5 70 65 24 4
Beef (Top Loin, Steak) 180 70 8 3 65 60 24 10
Beef (Eye Round) 140 40 4 2 60 55 25 10
Pork (Top Loin, Chop) 170 60 7 2 70 55 26 4
Pork (Tenderloin Roast) 140 35 4 1 65 50 24 6
Lamb (Loin Chop) 180 80 8 3 80 70 25 10
Lamb (Shank) 160 45 5 2 20 65 26 10
Veal (Loin, Chop) 150 50 6 2 20 80 22 4
Veal (Cutlets) 130 25 3 1 90 60 24 4
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Total Fat 199
Saturated Fat 59
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vegetable oils as well as fatty fish such as
salmon, mackerel, herring and trout.

Many foods are being marketed as being
a good source of Omega-3 and Omega-6
fatty acids—two types of polyunsaturated
fats. These essential fats are beneficial
because they have been proven to
improve inflammatory diseases, lower
blood pressure and triglycerides, increase
good cholesterol and reduce anxiety and
depression. Omega-3s are commonly
found in walnuts, some fruits and
vegetables and a host of coldwater fish,
while Omega-6s are found in eggs, poultry
and vegetable oils.

Saturated fats and trans fats are the main
dietary factors in raising blood cholesterol,
and are therefore known to increase the
risks of heart disease and stroke. Saturated
fats are typically solid or waxy at room
temperature and occur naturally in many
foods. The American Heart Association
recommends limiting the amount of
saturated fats to less than seven percent of
one’s total daily calories. Trans fats come
from adding hydrogen to vegetable oil
through a process called hydrogenation.
Trans fats are commonly found in
commercial baked goods and margarine.

Although fat provides added flavor to
foods and is necessary for the body to
function properly, eating too much can be
harmful to one’s health. When choosing
fats, lean cuts of chicken and beef and
types of fish which contain Omega-3 fatty
acids prove the wisest choices. What is
becoming clearer and clearer is that the
key to consuming fats is to substitute the
good in place of the bad.u
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foul turke

For the fourth year, the National Turkey
Federation (NTF) will feature the culinary
creativity of three “Turkey Trendsetters”
on their award-winning Web site
www.eatturkey.com.

Marjorie Druker, chef and owner of the
New England Soup Factory is the first to
be featured. Chef Druker’s inspiration
comes from New England’s rich culinary
landscape and her appreciation for
wholesome, high-quality ingredients. She is
intimately involved in the food preparation
and recipe development for both New
England Soup Factory locations (outside
of Boston, Mass.), where they roast fresh
turkey daily for soups and sandwiches.
“Nothing tastes as good as homemade
turkey soup made the old-fashioned way,”
says Druker.

In the interview that appears on the

NTF Web site, Druker said, “Turkey is

a versatile must-have in a quickservice
setting. It has a personality that can easily
be dressed up or down, depending on the
mood.” In addition to Druker’s famous
handcrafted, seasonal soups that “change
like a wardrobe,” the fashionable menu
includes unique sandwiches, salads, side
dishes and desserts.

Guided, but never restricted by the
seasons, turkey provides the year-round
platform for fresh creations at the New
England Soup Factory. The fall-inspired
recipe for Druker’s delectable Turkey and
Wild Rice Dijonnaise soup is available

at www.eatturkey.com, along with her
complete “Turkey Trendsetter” interview.

Never g . !
restricted by © - “ :
seasons, roasted ﬁ' - T
fresh turkey is the v <
base for Chef Druker’s -
Turkey and Wild 4
Rice Dijonnaise q
soup.

7277 ﬂzé&, M%Tm@%...

Turkey frendsellers
y appeal

In spring and summer months,

customers can find combinations

of roasted turkey with copious fresh
vegetables, imported cheeses and
homemade sauces. Cooler weather
features the famous Fallwich sandwich
and Turkey and Winter Root Vegetable
soup, both available at www.eatturkey.com.
In addition, turkey and havarti cheese roll-
up sandwiches have

earned a perennial “...our gringo

spot on the menu. style of
“Chef Druker has SUShl."l.ets
, us combine

taken a timeless

concept and made turke)f
it sharply modern and sushi

through her artisan ingredients

spirit and playful like never

curiosity,” remarks before...”

Sherrie Rosenblatt,

NTF’s vice president of marketing and
communications. “A true appreciation for
every detail of the culinary process—quite
literally, from soup to nuts—shines through
in her trendsetter commentary.”

Following Chef Druker will be Omar
Martinez, sushi chef at Tex Wasabi’s Rock-
N-Roll Sushi BBQ in Santa Rosa, Calif.
Chef Martinez describes his establishment
as a place “where east and west come
together to throw a non-stop party and
enjoy a variety of unique flavors.” Tex
Wasabi’s blends California style sushi and
Southern BBQ for one-of-a-kind fusion

cuisine with a funky, hip atmosphere.

Martinez will feature the recipe for his
Screamin’ Gobbler on www.eatturkey.com.
The Screamin’ Gobbler combines roasted
turkey, jalapenos, pepper jack cheese,
avocados, green onions, mayonnaise and

an Asian-inspired spicy mayonnaise. The
smooth blend of spicy, unique flavors keeps
consumers coming back for more of this
creative approach to sushi. Like the menu
says, “first you'll gobble, then you'll scream!”

Martinez explains that turkey is an easy

Turkey was an
easy fit for Chef Omar Martinez
and his “Screamin’ Gobbler” sushi roll.

fit for his “California Style Sushi and
Southern BBQ” themed restaurant. “With
our gringo style of sushi, we are very
fortunate that it lets us combine turkey
and sushi ingredients like never before,”
said Martinez.

Martinez’s interview and Screamin’
Gobbler recipe will be available at

www.eatturkey.com beginning in June.UB
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Kangaroo meat is a juicy, lean, high
quality game meat that is extremely low
in fat. Many consider kangaroo one of
the finest game meats available. With its
rich, gamey flavor, and its enticing aroma,
it is often compared to venison or hare,
and combines very well with other foods.

aroo A aTime...

for @ greener protein

Kangaroo meat is very soft, has tender
muscle fibers, and little connective tissue.

There is virtually no fat in kangaroo meat.
The 2% fat content in kangaroos has been
found to be the highest known source of
CLA (conjugated linoleic acid), which is
found in dairy products
and lamb, as well as
PUFA molecules (long-
chain polyunsaturated
fatty acid). CLA
contains potential
anti-carcinogenic and
anti-diabetes properties
and aids in preventing
obesity and high

blood pressure. PUFA
molecules improve
blood flow and reduce
the blood’s tendency to
clot, therefore lowering
the risk of heart attack

MAIN OFFICE
610 Middle Country Road
St. James, New York 11780
Phone: 631-862-1500
Fax: 631-862-2305
E-mail: NaturalChoicel @aol.com

Specializing in:
* All Natural and Organic * Wild Game °
¢ Grass Fed Beef * Berkshire Pork ¢ Quail *

Meat Brokers and Traders for the Industry

Servicing: Food Processors, Wholesale Distributors,

and Retail Supermarkets

www.NaturalChoiceFarms.com

* Beef * Pork ° Poultry °

Raw Material for
Further Processing

* Fresh ¢ Frozen * Cooked °

Private Label or
Custom Process Packaging

SOUTH CAROLINA OFFICE
64-B1 Egret Run Lane
Pawleys Island, SC 29585
Phone: (843) 278 - 1543
Fax: (843) 278 - 8014
E-mail: ncf@sc.rr.com
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and stroke. “We can
Kangaroo dramatically
meat is also
‘ reduce
extremely high
our carbon

in protein, iron

footprint by
eating more of
the local Aussie
wildlife.”

and zinc.

Not only is
this game meat
extremely good
for your health and well being, it is also
good for the environment! According to

a report published by Greenpeace, we can
dramatically reduce our carbon footprint
by consuming more of the local Aussie
wildlife. The report states that Kangaroos
release virtually no methane through
belching or flatulence as do other livestock
animals. This is significant because

experts say nearly a quarter of the planet’s
greenhouse gases come from agriculture
livestock which release the potent heat-
trapping gas methane.

While kangaroo meat is a rarity in our
supermarkets here in the United States, it
is exported all over the world. The French,
Germans, Belgians, and Swiss consume
more per capita than Australians. There
was also a significant boost in kangaroo
exports to Europe in the wake of diseases
affecting cattle in Britain. In fact, less
expensive kangaroo cuts are being used

to make other sausages and salamis in
countries such as Russia, Romania, and
Serbia. Kangaroo is also available in Japan,
the Philippines, and other countries such
as Asia, South Africa and, of course, the
U.S. and Canada. In America, it is usually
available exclusively in restaurants.

Kangaroo is available in all types of cuts
and can be prepared like most other
types of red meat. It is best served rare

or medium rare rather than well done,
otherwise it will become dry and chewy.
It is not recommended to add salt to the
meat prior to cooking as this draws out the
juices and prevents browning which also
results in dry meat. It is usually seared in
a skillet over high heat, and then finished
at lower heat or in the oven. Prime cuts
can also be cooked on the barbecue or
included in stir-fry dishes.us
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Leadership and honor al heart of this year’s
Execulive Conference & Markeling Seminar

This year, “It is the great
leadership of

Urner Barry’s

Urner Barry’s
32nd annual

Eter?et:zsce executives that
and funnels down
Marketing to each and
Seminar every one of the
in April company’s staff
celebrated the members...”
company’s

sesquicentennial—the 150th anniversary
of service to the food industry! Since
1858 Urner Barry has provided the
most accurate market information to
the industry, all the while upholding its
leadership position in the field.

The company’s Executive Conference and
Marketing Seminar was once again held

at the Bellagio Hotel and Casino in Las
Vegas, Nevada. Kicking off event festivities
was a lavish welcome reception featuring
an abundance of land and sea foods,

the crowd favorite steel drum band and
beautiful weather.

The conference’s next two days saw a
spectacular line-up of intriguing keynote
speakers, informative industry sessions,

a golf outing and spouses’ luncheon—all
seleected to add to attendees’ experience.
Former Presidential Candidate Mike

National Turkey Federation’s Ted Seger (left)
presenting to Urner Barry'’s Vice President Poultry
Division, Russ Whitman (right).

Award presenter NFPDA's Anthony D'Urso (second from left) with Urner Barry’s company principals: left to right,

Rick Brown, Paul Brown, Jr, and Mike O’Shaughnessy.

e
nference

Huckabee, economist Joel Naroff and
Darden Restaurant’s Jeffrey Spotz
captivated conference goers with
enlightening and thought provoking
presentations. Immediately following his
speech Governor Huckabee spent time
signing copies of his books “From Hope to
Higher Ground” and “Quit Digging Your
Grave with a Knife and Fork.”

An annual highlight of the conference is
Urner Barry’s most anticipated ’Person
of the Year” award ceremony. Dating
back to 1986, this award usually honors
individuals who have made outstanding
life-long contributions to the poultry
and egg industries. This year’s recipient
for the “Poultry Person of the Year” was
Land O’Frost’s Carl Abbott; and the
“Egg Person of the Year” was awarded

to Pilgrim’s Pride’s Wayne Mooney. A
lifetime achievement award was presented
to Ben Corbitt, Western Poultry Sales,
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2008 Egg Man of the Year award recipient Pilgrim
Pride’s Wayne Mooney.

who was joined for the occasion by an
entourage of family members to help
honor this much deserved award. Mr.
Corbitt devoted his entire adult life to the
poultry industry and came to influence
many individuals both inside and outside
of industry circles. Congratulations and
accolades were made to all award recipients
for their years of dedicated service and
leadership to the industry.

This year’s annual awards ceremony held a
special surprise for Urner Barry principals



Governor Mike Huckabee poses with Urner Barry
President Paul B. Brown, Jr.

Urner Barry Vice President Poultry Division, Russ Whitman (left) with 2008 Poultry Man of the Year, Land O’Frost’s
Carl Abbott (center) and Urner Barry’s Senior Vice President, Mike O’Shaughnessy (right).

Paul B. Brown, Jr, President; Michael

Lifetime Achievement Award recipient Ben Corbitt (center) pictured with his son, Steve (right), and Urner Barry’s

Vice President of the Poultry Division, Russ Whitman (left).

United Egg Producers’ Gene Gregory (right) presenting
an award to Urner Barry’s Senior Vice President, Rick

Brown (left).

United Egg

O’Shaughnessy, Senior Vice President; and ~ Producers’ Gene

Rick Brown, Executive Vice President. The ~ Gregory, former

three company executives were honored National Turkey

by their own employees with awards for Federation

“Great Leadership.” chairman, B
Ted Seger

“It is the great leadership of Urner Barry’s and NFPDA’s

executives that funnels down to each and Anthony

every one of the company’s staff members D’Urso.wB

and which continues to bring prosperity

and vision to this great organization,” said

Urner Barry Events Coordinator MaryAnn ~ See

Zicarelli. additional
photos

Other special awards were presented to on next

Urner Barry for its excellence in service page...

to the industry on the occasion of the
company’s sesquicentennial from the

Urner Barry proudly displays their sponsors with special features for those supporting
our Executive Conference for 10+ and 20+ years in the registration area of the Bellagio.
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More photos from Urner Barry’s Execulive Conference
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Winning Foursome: (left to right) Chad Van Kley, Michigan Turkey Producers; Greg
Meyer, Farbest Foods, Inc.; Kevin Phillips, Case Farms; Ted Rueger, Eastern Poultry
Distributers

s I |

left to right: Cliff Rhodes, Boar’s Head Provisions Company, Inc.; Ted Seger, Farbest
Foods, Inc.; Jim Sumner, USA Poultry & Egg Export Council; Steve Block, Farbest
Foods, Inc.

Mike Miller, Chief A
Operating Officer
with Cattle-Fax
addresses Executive
Conference audience.

>

President and

Jim Davis, Hartmann North America; Shaun Loughrey, Hartmann North America; founder ‘.’f
Carol Hodges; Bob Hodges, Moark LLC. Naroff I:jconomlc
Advisors, Joel

Naroff, giving

his insight on

This year's Spouses’ Lunch and Tour the country’s
included a luncheon at Wolfgang economic state.

Puck’s restaurant followed by activities
at the Springs Preserve.

Darden Restaurants’ Jeffrey Spotz, Vice President, Meats, Commodities Purchasing
and Risk Management answers questions from the audience at the 2008 Executive
Conference & Marketing Seminar.
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DUR BUSINESS I3 EGGS..

i W DeLIVeR

MORE THN YOU'D EXPECT.

PHONE: (866) 757-EGGS
WWW.MOARKLLC.COM

J

A

A COMPANY OF OUTSTANDING PEOPLE...
MAKING EGGS GREAT.

Moark is a premier producer and marketer of fresh shell eggs. We deliver a full
spectrum of top quality shell eggs 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.
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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Test gour pork knowledge

The saying “living high on the hog”
originated among army enlisted men
who received shoulder and leg cuts
while officers received the top loin
cuts.

a.) True

b.) False

Exports of U.S. Pork have grown nearly

300 percent since 1995; for how many
years has the U.S. been a net exporter
of pork?

a) 13

b) 8

c) 20

d) 17

. What’s the highest known price ever
paid for a hog?
a) $105,000
b) $120
o) $225,000
d) $45,000

PACKERS OF
LIQUID,
FROZEN, DRIED
& SHELL EGGS

ESTHERVILLE
FOODS, INC.
Estherville, 1A
112-362-3521

SIOUXPREM
EGG PRODUCTS, INC.
Sioux Center, IA
12-122-4181
SONSTEGARD
FOODS, INC.
Sioux Falls, SD

SONSTEGARD
FOODS, INC.
Springdale, AR

479-872-0700
SONSTEGARD

of GEORGIA
Gainesville, GA

710-534-564
FARMS

Harris, IA
112-135-6010

10.

What is

the average
weight of a
market-ready
hog in the
u.s?

a) 840 Ibs.
b) 255 Ibs.
c) 188 1bs.
d) 269 lbs.

What's the heaviest hog ever recorded?
a) 480 Ibs.
b) 2552 Ibs.
c) 1480 Ibs.
d) 3021 Ibs.

Which primal contributes the most to
the overall weight of the average hog
carcass!

a) Ham

b) Loin

¢) Shoulder

d) Side

How long did the longest single
sausage measure!

a) 1844 feet

b) 6320 feet

c) 6480 feet

d) 5917 feet

Which president said “No man should
be allowed to be president who does
not understand hogs”?

a) Harry Truman

b) John F. Kennedy

¢) Abraham Lincoln

d) George W. Bush

Which country is both the number
one producer and consumer of fresh
pork in the world?

a) United States

b) China

¢) Mexico

d) Denmark

Which is the world’s most widely eaten
meat?

a) Broiler

b) Beef

¢) Pork

d) Lamb/Goat

14 - URNER BARRY’S REPORTER /VOL. 3, NO. 3 - SUMMER 2008
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Beaver Street Fisheries

Ist FACILITY IN THE U.S.A.
TO BE ACC CERTIFIED

We are Proud 3

to be the 1st repacking % Best Aquaculturc
facility in the U.S.A. to ' . .

e A e Practices Certificate
Best Aquaculture The Accreditation Eomnﬂrﬂ:;mml;mcﬂfmﬂmtmdl. Ine,
Practices. As an Reaver street Hisherles. Inc.
industry leader for Jacksonville, Florida

more than 50 years, Is In Compliance With Best Aquaculture Practices Standards.
we think that it is

important to do our

part to source,

develop, stock and sell | ¢

ecologically conscious
seafood. With an
extensive QC staff and
our on-site USDC LR _
inspectors, we have G

taken on other e *h
challenges in the BuTTERFLY BREADED SHRIMP
industry such as 100%
net weight products!
Of course, isn’t this
what you expect from

your supplier, an LA )
industry leader? B’- o

e L] G

it Ta

STATWest BeaverSt WE PROUDLY STOCK THESE ACC CERTIFIED ITEMS.
-JackSenyille, Florida (For a complete list go to: www.beaverfish.com)
-1-800-874-6426_ ok
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Air-chilled chicken

In the world of

“Supporters...
poultry, natural,

believe...the
flavor of the
meat is more

intense.”

free-range and
organic have
become all too
familiar labels.
Increasingly
however, there’s another name in town
that’s beginning to make quite a splash—
air-chilling. Common in Western Europe
for almost half a century, air-chilling is still
fairly new in the United States. It refers

to a specific method that uses cold air
instead of ice water to cool chickens after
slaughtering.

Most chickens that are slaughtered in the
U.S. are immersed into communal vats
of ice cold water to bring the chicken’s
body temperature down to at least 40° F;
a temperature the USDA has established
for processors. At this temperature or
lower, bacteria growth is severely retarded.

‘Hive niche...

Opponents of water immersion,
however, state that there is a
much higher chance of cross
contamination of bacteria because
all the chickens are placed in the
same vat. When air-chilling chickens each
bird is handled separately.

Supporters of air-chilled poultry also
believe because the meat does not come in
contact with water, the flavor of the meat
is more intense. In short, it tastes more

like chicken.

According to Urner Barry’s Senior Vice
President, Michael O’Shaughnessy, air-
chilled chicken has not really caught on
in large part because of the extra expenses
that are passed on to the consumer.
Airchilled chicken costs substantially
more than traditionally cooled product
and is often priced closer to what

organic or locally raised chickens fetch.

O’Shaughnessy says, “Americans are extra
sensitive to costs these days and most are
happy to eat more bargain priced poultry.”

Sometimes, however, you get what you pay
for. Studies have shown that water-chilled
chicken absorbs up to 12 percent of its
weight in added moisture during the hour
long process.

While air-chilling can take up to three
hours, no water is retained during the
process giving the consumer more meat
per pound of chicken. Whether or not air-
chilled chicken ever becomes mainstream
remains to be seen but it does have
potential for broader than niche appeal if
costs don’t prove excessive.UB

\

JVESTSIDE
OODS, Inc.

S

TRI-STATE AREA’S LARGEST

INDEPENDENT SUPPLIER

Hunts Point Co-op Market, Building #E, Bronx, New York 10474
Telephone (718) 842-8500

e
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Munich’s Viklualienmarkl

The freshest meats and poultry and an extensive variety of available
cuts, parts and portions make the Viktualienmarkt the place to shop for
household and professional cooks alike.

When visiting Germany, no food
industry traveler will want to miss out
on the culinary

temptations “Fresh poultry
offered at and game,..
Munich’s breeds not
Viktualienmarkt.

available at
your typical
market, jump
out at you
from behind
thick glass”

Located in the
very center

of Munich,

this historical
“farmers market”
is where the local
housewives buy
food, as do professional cooks from the top
restaurants.

Founded in 1807 as a small herb market,
Viktualienmarkt has developed over the
years into one of Munich’s biggest markets
with an awesome array of meat, cheese,
fish, fresh fruit and vegetables. More

of a courtyard with open and enclosed
storefronts than a market, upon entering,
one is instantaneously tempted by the
aroma of game, cheese, fish and exotic
fruits and spices that can be found through
the aisles of stalls. Here you can buy the
freshest fruit and vegetables in the whole
city as well as the most wholesome poultry,
meat and seafood.

Wandering through the market is a delight.
Don’t be surprised at seeing anything from

pork heads and hoofs, to
head and feet on poultry
or a fresh swordfish
head on ice—with its bill
still intact! According

to Munich’s city Web
site, the quality and
selection of fresh foods
are often better than the
usual city supermarkets.
You can also find a lot
of specialty items from
multiple potato varieties
to horse meat to organic
food grown by a co-op.
Fresh poultry and game,
including special stock
and breeds not available
at your typical market,
jump out at you from
behind thick glass. This
presentation usually gives the shopper an
unobstructed view of the stand’s offerings
without even stepping through the door.
The Viktualienmarkt has a reputation of
having higher prices than your average
supermarket but, in truth, many goods
here are cheaper than elsewhere.

Originally a true farmer’s market, few items
are actually grown, raised or produced by
the sellers there, but there are exceptions.
Look for hand-drawn signs which have the
word “eigene” but realize that this usually
refers to a particular item and not the
entire selection of goods at the stand.

After getting a little sustenance or the
evening’s meal, in traditional Munich
fashion, the Viktualienmarkt has a great

Dunadinakes
NMNiIVVUULVLD

INCORPORATED

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

beer garden. Here tourist and local alike
gather under the trees for a fresh beer and
make plans for their next trip to this great,
historic market.U

Eye appeal provides much of the lure
to the casual window shopper.
Here shellfish, swordfish and
octopus compete for
attention.

Manning

Poultry Sales

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
PO. Box 950, Raeford, NC 28376
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Chef honed craft in family
restaurants and kilchens

Continued from page 1 three years. When asked if he currently
teaches, Hazen responded, “I teach
everyday in the restaurant. Teaching is
an incredible tool to running a successful

kitchen and restaurant.”

up with great food,” says Hazen. As a young
boy, Hazen worked at his family’s two
restaurants where he learned everything

he needed to know about the foodservice
industry. From
kitchen to the
plate, Hazen was
well-schooled
about food, but
it didn’t stop at
the restaurant;
Hazen also touts his mother for being an
exceptional cook at home.

Hazen, visionary and principal creator of
the highly successful Tao restaurants in
New York and Las Vegas, has constructed
a renowned experience at all of the

“I grew up
with great
food,” says
Chef Hazen.”

restaurants he has been a part of.

Chef Hazen works with some exceptional
proteins. He specifically commends Marc
Sarrazin of Debragga & Spitler for his fine
quality meats, and praises his sirloin and
fillet mignon cuts along with their Amish
natural chickens. The chef also notably
mentioned fourth generation Jurgielewicz
Brand Long Island ducklings for their

With his official schooling taking place at
the Culinary Institute of America (CIA),
Hazen became a fellowship honoree and
went back and taught at the Institute for

superior quality and applauded Jurgielewicz
as “the best Pekin duck in the country.”
On the seafood side, Hazen enjoys working
with Chilean Sea Bass and talked about
the high quality of the fish and works with

his suppliers to ensure sustainability.

What was Hazen’s response when asked
what the protein industry can do to
improve! He simply stated, “Keep doing
what they're doing!”uB

WE CAN HANDLE ALL YOUR
TRANSPORTATION NEEDS!

|* Drivers are independent.
i and professional
w

ork withmanyjfrozen produc¥s
= o - N - " 3
Provide seﬁic¢ inall I48
continental states
I

Call:

<V spedializelin LTL 4
full truckloads | ||
ni ‘

SRS | 623-872-2309

(888) 345-7441

-
—

Phone: (410) 943-0200 o Fax: (410) 943-0206
E-mail: wcole@wintransportinc.net

ICHMAN

Egg Ranch

1| Serving the
Southwest

Clint Hickman—

www.wintransportinc.net

www.uepcertified.com
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Steillly med® and ponlly, processors wonrd To have...

Will you succeed in this economy
with ouldated business skills?

In lean times, don’t blame the economy
for disappointing results. Downturns
expose inefficiencies. With the right
business skills, you can eliminate those
problems and turn the economy to your
advantage.

But standard educational resources for
developing the professional skills you

need to prosper often are not relevant
to the meat
and poultry
industry. To
address the

“Learn MBA
level business

need, NAMP survival
has created a Skl“’s with
bold new series NAMP s. new
of professional professional
development development
courses. courses.”

NAMP

NORTH AMERICAN MEAT PROCESSORS ASSOCIATION

Course instructors were carefully selected
for their expertise in the skills meat and
poultry processors want to have, and for
their specific application to our industry.

¢ Harvard Business School’s Ian Larkin
conducts two of the courses: one for
owners/management on June 23-24,
and the second for sales/marketing on
June 24-25. Both are at the Four Points
by Sheraton at Chicago’s O’Hare
Airport. The two courses stand alone,

Market Prices,
News and
Analysis

for the Food
Industry

COMTELL"...

all the tools you need.

Visit www.comtell.com
or call 800-932-0617

Do you have the

COMTELL EDGE?

Qpirky

COMTELL.

but strongly reinforce each other. These
are MBA level courses that hit head-on
how you can succeed in the current
economic slowdown.

NAMP partners for the first time
with a leading trade magazine on
Mark Eystad’s course, “Applying the
Principles of Lean Manufacturing to
Meat and Poultry Operations.” It
follows Dr. Larkin’s courses on June
26 at the same hotel. Throughout the
day-long course, Mr. Eystad, a highly
respected consultant to numerous large
processors, skillfully applies what he
knows works to medium and smaller
processors.

NAMP partners again with the
American Meat Science Association
to offer their new QA 101 course for
the second time, June 21-22, at the
University of Florida in Gainesville.
NAMP and AMSA teamed up last
December to introduce the course in
Chicago. It drew participants from
throughout North America, and was
extremely well-received.

The first three of the courses, except for
QA 101, are scheduled on consecutive days
at the same Chicago location. Sign up for
two, or all three, to help keep travel costs
down and make the most of your valuable
time. The courses are open to anyone

in the meat and poultry industry, non-
members are welcome, too.

To encourage wide-spread participation,
we're offering discounts for multiple course
registration and for bringing two or more
people from the same company. Find more
information at www.NAMP.com.

Also check out NAMP’s signature
Center of the Plate Training, August

5 - 7, at Colorado State University in
Ft. Collins, CO. It’s co-sponsored by the
Beef Checkoff, the Pork Checkoff and
America’s Pork Producers, and the Lamb

Checkoff.1
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The egg industry is benefitling

During the past 50 years, the

egg industry has changed

drastically on both sides

of the supply and demand
equation. On the supply side, production
has become concentrated in the hands of
large corporations. Before, many smaller
producers scattered throughout the
country, were supplying product to the
consumer usually on a local or regional
basis. On the demand side, purchasing
power has migrated from the old-fashioned
corner grocery store of the 1950s to
regional supermarket chains as well as
“box” stores along the lines of Wal-Mart
and Costco.

Prices at which eggs are exchanged are
still negotiated between buyer and seller.
Typically, a volume purchase will be on a
contracted basis, spread over a period of
time, and supplemented as necessary by
acquisitions on the spot market. But how

INTERPLAST

KEYES PACKAGING GROUP

do buyers and sellers know whether the
financial postures they tender each other
are “fair”? Obviously, the laws of supply

and demand will affect the ultimate price.

Some 150 years ago, however, buyers and
sellers independently concluded that
information

was keY@ “Specialty eggs...
information have certainly
that _‘Zould established a
provie foothold in both
education A

on what the industry
prevailing and, indeed, in
prices were the eyes of
locally, consumers.”
regionally

and nationally. This need gave birth

to what has become the Urner Barry
daily quotation on the price of eggs, the
standard by which all contract and spot
market exchanges are both measured and
determined.

1.888.925.0500

www.interplast.net
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The price of eggs, like other proteins, is
influenced by many factors. Direct costs
including packaging, transportation, labor,
feed, and other traditional operating
expenses are fundamental to the equation.
Indirect costs are also an influence...
amortization of buildings and land, water
and sewer, electric power, fuel and energy.
Direct and indirect costs obviously play a
major role in what the ultimate price of an
egg transaction will be, just like they would
for any consumer product, be it a durable
or nondurable good. The more efficient a
producer is, the bigger the profit margin
will be, all other factors being equal.

During the price discovery process, a
market reporter gleans information from
two sources: public domains and privately
reported trades. Several venues fall into
the category of “public domains” but,
essentially, these are organizations with
an industry affiliation which, for a fee,
arrange for spot trades to occur. Buyers
tell the organization what they want and
the price they are willing to pay, sellers
relate what they have available and how
much they want for it, and the clearing
house endeavors to put them together at a
financial position with which both parties
can feel comfortable.

To be as effective as possible, a reporter
must go beyond the public domain.

It’s necessary to establish good working
relationships with buyers and sellers
within the industry so they can obtain
information on private transactions as
well as those made publicly. Interestingly,
a good reporter will not just obtain

the economic posture of transactions,
but volumes, sources and destinations,
additional short and long-term buyer and
seller needs, a feel for prevailing supply
and demand conditions...in short, all

of the qualitative issues which can have
an immediate and future effect on the
dynamics of the industry.

A reporter, armed with both qualitative
and quantitative information, develops
a sense of the forces at work within the
marketplace. This “sixth sense” enables
a reporter to anticipate trends, to



-
from supply side economics

understand the intricacies involved with U.S. population, the wholesale price of a future. Specialty eggs (cage free, free range,
certain exchanges or acquisitions, and to dozen large eggs, and the number of layers organic, etc.) have certainly established a
be more keenly aware of the motivations of ~ (amount of chickens producing eggs). foothold in both the industry and, indeed,
both buyer and seller at any distinct point in the eyes of consumers. Various animal
in time. A reporter must remain unbiased, = With population increasing and six million  rights supporters have actively sought to
impartial, dispassionate and, above all, fewer layers in the field than during 2006, ban the current way (battery cages) the
objective. average wholesale prices have risen. majority of our egg supply is produced,
even turning it into a ballot issue in
No discussion on eggs would be complete What does the future hold? The only thing  selected states. Will it be universally
without examining the nuances associated that is certain is the uncertainty of the adopted? Only time will tell, just like only
with the supply and demand time will tell what will happen
sides from a macro perspective. to cost postures associated
Classical economic theory WHOLESALE U.S. HUMAN with feed, grain, and other
has always stated that both YEAR PRICE POPULATION LAYERS inputs. However, if appropriate
a decrease in supply and/or (per dozen) (millions) (millions) attention is paid to the supply
an increase in demand can 2006 $0.7537 297.5 289.4 side of the economic equation
cause pricing structures to which, in the egg industry,
rise. Using 2006 as our base 2007 $1.1695 302.7 284.9 has probably the biggest effect

year for comparison (and upon pricing structures, the
2006 was by most standards a

relatively average year for the

2008 yt(.:ll $1.4617 304.1 283.1

resultant financial postures will

Sources: Egg prices: Urner Barry; population: U.S. Census Bureau; not exhibit the pendlﬂum’hke

€gg indUStrY)r the accompanying number of layers: USDA
table shows annual averages of < . A

swings that the industry has
typically experienced.UB

Photo © Kati Molin | Dreamstime.com

Center of the Plate Training™

from the producers of The Meat Buyer’s Guide P

/
ugust 5- “Steve Olson’s enthusiasm and passion for the
S gu > p
Colorado State University, materials he presents keeps things interesting!”
Fort COllinS COlOTadO — Craig Borchardt, Hawkeye Foodservice NORTH AMERICAN MEAT PROCESSORS ASSOCIATION
ol

 Learn how meat

Profit from this first-hand look at how Center of the Plate pro- is processed from

teins are converted from carcass to cuts.

2 carcass to cuts for
Taught by Steve Olson, a dynamic instructor, the two and a half ™ added value and
day course is interesting and fact-filled. Register now for the T more profits for you

Colorado State University and learn all about beef, poultry, veal,

lamb and pork from Steve and leading industry experts.
P v HEREEHY Gl * Learn about

If youre involved in the buying and selling of meat products - : variations in meat
from restaurants and supermarkets to foodservice distributors
and meat companies - gain a competitive edge by applying the
valuable information you'll learn from this course.

quality and how to
have a consistent
S product
Its filling up fast, so dont wait! For more information, go ;
to wwwNAMPcom and click on meetings/conferences, * Learn standard industry specifi-
or call NAMP at +1 703.758.1900, ext 103 or toll free at cations and how meat is cut to

+1800.368.3043, ext 103.
' eyl b Flumihiliiee

ANOTHER SERVICE OF THE NORTH AMERICAN MEAT PROCESSORS ASSOCIATION, WHOSE MEMBERS ARE CENTER OF THE PLATE SPECIALISTSSM.

comply with these specs
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Chicken: Finding equilibrium in
loday’s markel economy

Chicken is widely traded
both domestically and
on the export front.

b

certainly the most widely recognized and

In poultry circles it is

consumed poultry, followed distantly
by turkey. Available in just about any
form imaginable, its marketing appeal is
widespread.

During the industry’s infancy, change
was slow in coming to the poultry trade.
Logistical challenges from transport to
storage limited market accessibility. The
advent of refrigeration truly turned the
tide for the chicken trade, allowing the
processor to concentrate on convenience,
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considered along with the record costs of
feed and fuel, some of the most challenging
times in recent history are confronting the
industry.

“...with
During the discretionary
past few spending under
months, . .
tighter reigns,
market .
diti foodservice and
conditions R
and values related business
were mixed fell short of
when potential.”

compared to

the same time period a year ago. As was

largely the case in the fourth quarter of

20006, a weak dollar continued to entice
foreign buyers,
thereby helping
to place dark
meat lines at
historically strong
values. Wider
ranging interest
for white meat
items destined
for previously
untapped
international

Source: USDA

variety, food safety and a host of other
topics which were previously pushed to the
background. *

In more recent years, the challenge for
the chicken industry has been to balance
export requirements with traditional
domestic needs and preference for white
meat. Leg quarter requirements in Russia,
Asia and the Middle East have propelled
values of all dark meat lines higher. While
this has been a boon for some segments
of the industry, increased production

has resulted in growing inventories

and availability of front half of the bird
lines including breasts, cutlets, wings

and tenders. The result has been erratic
performance at the foodservice, fast-food
and retail levels. When high production is
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A;” A;)r A;)r M'ay markets provided
encouragement
for the industry as
well. Wing values, however, did not attain
the highs experienced in 2007. Higher
head counts and heavier birds played a
noted role in providing adequate offerings
and, with discretionary spending under
tighter reigns, foodservice and related
business fell short

patterns during this period.

Freezer stocks are the other big issue

right now. The USDA is reporting figures
at nearly record high levels with some
holdings as much as 70% over last year for
the same period. Although export needs
and the value of exported chicken products
are at all-time highs, the situation is being
complicated by the current lack of available
cargo containers and rail cars to get
product to its destination. In turn, freezer
stocks are building and costs of storage are
increasingly significant.

Looking forward to 2008 the industry will
be keeping a watchful eye on several fronts.
Recent announcements of production
cutbacks, both in terms of bird weights and
the number of head slaughtered were well
received. Prompted by historically high feed
costs and the need to balance bird weights
against conversion, as well as white meat
supply against demand, lower hatchery
figures will be paramount to controlling
the supply of white meat. During recent
weeks, egg sets and chick placements are
showing signs of slowing.

The balance of first half 2008 will be
focused on production cutbacks. Despite
very good demand for back half items,

the challenge facing the industry will

be to balance feed conversion against
weight gain and white meat supply against
demand in an economy where the chicken
industry may be poised to benefit from an
increasingly stretched consumer dollar.us
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We'll keep you from getting eaten alive.
No matter where you are in the industry — hatchery, grower, processor, further processing
or distribution — you need Moore Stephens Frost as your business advisor. Our team is savvy about the
financial challenges and unique attributes of animal agriculture and food processing — from accounting for live
production to little known industry-specific income tax provisions. Whether you're a local company or international

cong|omerate, give us a chance to help you manage your wealth — you may wind up higl‘ler in the pecl(ing order.
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MORE THAN AN ACCOUNTING FIRM

Visit msfrost.com

Review our range of wealth management services — inc|uding tax and audit services, investment advisory, retirement p|anning and more.
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Turkeu: Stkrong exporls, whole birds helping
o balance troubling fimes for breast meal

The turkey market is a
multi-faceted one that

traditional holiday feasts through value
added products like lunch meats and
hot dogs. But without doubt, it’s the
Thanksgiving turkey that is most closely

encompasses everything
from whole birds for

associated with this unique and flexible
line of poultry.

The domestic turkey has been genetically
engineered over many years to provide
unsurpassed breast meat yields, strong legs
and excellent feed conversion. A typical
young tom or hen is kept in the field
anywhere from 17-22 weeks, dependent
upon its application in the turkey market
chain. Over the past decade, heavy hens
have relieved light toms as the bird of
choice for the retailer. Traditional retail

sizes range from 8-26 pounds but are
usually between 12 and 24 pounds.
Heavy toms, those raised to 38 pound
and heavier weight classes, are used for

deboning

purposes to “The weak
primarily supply  dollar is heavily
breast meat for influencing
finished goods buyers of
utilization traditional

in deli lines. .
Drums, export items.”
wings, necks,

tails, gizzards, hearts, and livers, along
with thighs, are each marketed through
exporters, retailers, distributorships and

further processors.

So far the 2008 turkey market has had its
share of challenges but has largely lived up
to expectations. Whole bird quotations hit

e Packers of whole birds
and bone-in breasts

* Frozen tray pack
* Fresh boneless meat
e Private Label is available

CONTACT:
Kent Puffenbarger, Patrick Fowler or Chris Seme
www.Prestagefoods.com
St. Pauls, NC 28384 * 1-800-679-7198
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their quarterly low in early January and,
at $.74/1b., were $.07 per pound above
2007. Availability was characterized as
being adequate but confidently held and
prices began to advance by late January.
Breast meat requirements were spotty for
most of the first quarter and at the end of
March showed few signs of improvement.
The quarter averaged about $.15 behind
last year as heavier bird weights and a
higher head count coupled to produce
adequate supplies. The continued weak
dollar allowed for consistently good export
demand for drums, thigh meat and other
traditional export items. Trade sentiment
during the quarter was heavily mixed; at
times reflecting high running commodity
turkey values while at other times being
consistently reminded as to the affects of
record input costs.

During the course of the first quarter,
buyer interest was consistent if not active
for whole birds and traditional export
items. Breast meat demand did not
materialize for needs which were any more
than regular and adequate availability
limited price movement. Cold storage
holdings, while low and very manageable
for whole birds, advanced to levels sharply
above last year for the parts and other
category. While not viewed as much of a
challenge at the outset, when coupled with
substantially higher slaughter figures and
sluggish demand patterns, marketing breast
meat increasingly proved challenging.

The second quarter ushered in mounting
concern over not only excess production,
but also extremely high fuel, energy and
feed costs. Consumers’ disposable income
was being bartered out with increasing
scrutiny as households positioned
themselves in a recessionary-like stance.

Some participants in the turkey industry
attribute tighter consumer purse strings to
the presently less than seasonable demand
patterns being reflected from within the
white meat complex. Trading down is

an increasingly popular term to describe
the tendency of the consumer to alter
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their eating habits to include lower cost
alternatives during recessionary-like times.
For turkey this may mean consumers will
utilize lesser quality luncheon meats which,
because of the lower end trims and fillers
that are used in their production, will
contribute to a decline in the consumption
of breast meat. Given the present cost
structure of not only the turkey industry,
but all protein