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Finally...a newsletter.
will find:

Enclosed you

A summary the annual meeting and
processed meats show

Some technical advice from the
Robert M. Kerr Food & Agricultural
Products Center

An announcement
USDA regulations
Information on a refrigeration-in-the-
meat-industry workshop
Dates for the 21 annual
academy

of some new

meat

The annual meat academy hosted by Westerl
Technology Center in Burns Flat is scheduled
for SEPTEMBER 19-21, 2008. If you have
never participated in this academy then you
are encouraged to make the effort to attend
The program consists of technical and
regulatory presentations as well as hands-or
processing utilizing current technologies and
principles. If you have intentions to attend
the academy please quickly contact:

Dennis McRee
Western Technology Center
Burns Flat, OK
(580) 562-3181
dmcree@wtc.tec.ok.us

Dennis will be sending out more detailed
information so keep your eyes open for it!

—
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Houston, TX
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A significant increase in the number of entrigsvad this year (41% over last year). Many thaaies
extended to all the competitors who made the efflorgubmit their products, and a very special thamkis
extended to the judges who offered their servioces/aluate this year’s entries. The judges include

Russell Nabors, Lopez Foods, Oklahoma City, OK

Brian Jones, Bemis-Curwood, Shawnee, OK

Roy Escoubas, Robert M. Kerr Food & Ag. Productat€e
Kyle Flynn, Robert M. Kerr Food & Ag. Products Cent
Scott Grumbles, Robert M. Kerr Food & Ag. Producenter
David Ramos, Oklahoma State University

Cheyanne Coggins, Oklahoma State University

Josh Shook, Oklahoma State University

Andrea Garmyn, Oklahoma State University

Number of Entries

Class 2007 2008
No. Category Amarillo Stillwater
1 Bone-in Hams 7 8
2 Boneless Hams 5 5
3 Slab Bacon 7 8
4 Specialty Bacon 4 5
5 Summer Sausage 3 8
6 Large diameter luncheon meat 4 4
7 Smoked (link/ring) sausage 6 8
8 Smoked hot link 3 5
9 Fresh pork breaksfast sausage 5 8
10  Fresh sausage, non-breakfast 4 7
11  Jerky - whole muscle 3 5
12  Meat snack stick 4 6
13  Smoked turkey 4 5
14  BBQ pork ribs 5 6
15 BBQ beef - whole muscle 4 5
16 BBQ Chicken 4 4
17 BBQ Specialties 4 8
18 BBQ Sauce 3 6
Year Total 79 111
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By David Moe
July 8, 2008

| am sure everyone in the meat business has
heard or even at times lived the phrase “Sell it or
Smell it". Sometimes product does not sell as dast
expected. Other times, “aging” goes beyond the
stage that people will pay extra for it and it bees
reverse “added value”. Most of us have also
experienced cooler or freezer problems, resulting i
product that comes back to life and starts to grow
again, but not in a good way. We have to manage
around these daily challenges and sometimes make
decisions to “tank it, not bank it". In the shogtm,
a decision to “tank” off condition product does not
put money in the bank and can be a painful learning
experience. However, in the long run it can lead to
increased business, by retaining existing customers
and gaining new ones through “word of mouth”.
Consistency without surprises keeps customers
coming back.

When | was a teenager, | worked in a small
meat market in Minneapolis, close to downtown.
This was before “boxed beef” and also before the
area where the store was located become
respectable. One of the featured products was “New
York Dressed” poultry. For those of you who do not
know what “New York Dressed” poultry is, it
means “feathers off” only. The head, feet and
innards stay with the bird up until time of sale.
Whenever | was fortunate enough to sell one of
these birds, | had to take it to the back room and
remove the parts that are now removed earlieran th
process. The customer had the option of retaining
ownership of the removed parts for use in some
specialty dish. This was a case where “sell it and
smell it” went hand in hand, particularly after the
bird had been in the cooler for several weeks.

Now there are systems in place to maintain
product shelf life over a more defined period of

time. Examples include; sanitation, improved
refrigeration and packaging. Going back to my
earlier experience, there were systems in place to
prevent throwing product away. Most of the large
packers had branch houses in the larger cities. The
branch house would discount slow selling product
to move it out before they had to “smell it". The
market where | worked was close to the branch
houses and purchased the overage product as
available. It was routine to wash mold off smoked
hams and picnics with vinegar and water before
offering for sale. Much of the fresh meat was
unintentionally “dry aged” and was trimmed before
cutting. The last resort was to freeze product and
offer a “have | got a deal for you” now and then.
Maybe this is why people from all over the City
came to purchase the fine, flavorful and tendertmea
offered.

What all this is leading up to is that today
most people (your customers) do not expect poultry
to have the intense flavor of “New York Dressed”
product. They also do not expect hamburger to have
the flavor of “dry aged” beef trimmings, even
though the flavor is appropriate for the steaks.
When products are entered in competition, the
judges, also, do not expect the products to appear
“off condition” (smell or taste) in any way.
Consumers trust the meat products they purchase
from you to be properly handled, wholesome and
safe at time of purchase. To assure consistent
products are produced, use consistent processing
methods. Also, review products before selling or
before entering products in competition. Let’s not
go back to the “sell it or smell it” mentality ofie
past, but continue to use the “be proud of it draht
sell it marketing plan in the future.



By now you are
probably aware of the new,
delayed, new again interim final
rule regarding the labeling law
known as Country of Origin
Labeling (COOL). This time it
appears it is going to happen, 6
years after the 2002 farm bill.
The 2008 farm bill provided
further amendments for COOL
provisions. Mark  your
calendars because on
SEPTEMBER 30, 2008some
of you may have the
opportunity to abide by the
rules set forth in the code of
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federal regulations for the
proper labeling of the origin(s)
of beef, pork, lamb, chicken,
goat, perishable agricultural
commodities, peanuts, pecans,
ginseng, and macadamia nuts.
The rule, as written,
requires retailers to notify their
customers of the origins (by
country) of the above-listed
products. As with any interim
or final rule there are many
interpretations and definitions
to sort through, but fear
not...one of the more relevant
definitions is that of a retailer.
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A recent economic impact study
showed the Robert M. Kerr Food
& Agricultural Products Center

has had a significant economic
impact in the state of Oklahoma
since opening for business in
January 1997. During its first 10
years, the FAPC has assisted
more than 1,000 Oklahoma
clients through 3,000 technical

and business projects.

The study also reported that 343
responding businesses had total
sales exceeding $1.9 billion and
provided about 8,700 full-time

and 325 part-time jobs for
Oklahomans. The combined
direct, indirect and induced

economic contributions of these
companies through other local
businesses, such as the service
and transportation industries,

were more than $6.3 billion

generated and 52,000 jobs.

Planning for another successful
10 years, the FAPC has

established the  Product
Innovation Fund (the Fund), an
equity account with the OSU
Foundation. The Fund is
designed to enable the FAPC to
accomplish its objectives with
increased financial support from
private donors. Currently, FAPC
receives appropriated dollars
from the State Legislature and
monies from grants, contracts
and fees for services. The Fund
provides a third source of
financial resource (much like a 3
legged stool) to reinforce and
enable the FAPC to focus on
delivering even greater impact as
it continues to serve Oklahoma’s
value-added agricultural
industry.

Donors can contribute to the
Fund in many ways, based on the
recommendations and guidelines
of the OSU Foundation. The
various components of this fund
include:

Most of  the OTMPA

membership will probably not
meet this definition and thus
will not have to initiate

immediate or direct actions, but
it certainly is advisable to stay
knowledgeable about the
regulations. If you have not
seen the rule you can view a
copy of it from the OTMPA

website. Furthermore, a
bulleted summary of the interim
final rule can be viewed at
http://www.beefretail.org/uDocs
[coolwebinarfinal080808.ppt

. Products and Process
Development

* Industry Employee Training and
Education Institute

* Food Safety and Security

* Industry Waste and Biofuel
Programs

* FAPC Central Fund

Any amount of support to the
FAPC is greatly appreciated. All
donors are recognized in the
FAPC Annual Report unless they
wish to remain anonymous.
Additionally, donations of $1,000
or more will be \visually
recognized in the FAPC’s
building to include company logo
or individual’'s name. This is a
way that the FAPC can effectively
show its appreciation to major
partners and provide the donor
with public recognition to the
many clients and the public that
visit the FAPC. _There is a
pledge/payment card with postage
paid return envelope enclosed for
your convenience.




To learn more about the Fund enclosed brochure or log onto Business & Marketing Relations.
and how you can help FAPC http://www.fapc.biz You may He can be reached by phone at
provide for success during the also direct your questions to 405-744-6071 or by email at
next 10 years, please see the Chuck Willoughby, Manager for Chuck.Willoughby@ Okstate.edu

food safety is
XG-940's W
primary joh!

(817) 822-5767
Websin: www danmanco. net

Dan Mar Co.

pcross the US and the World

¥G-940 USDA approved antimicroblal for beet, pork & poultry.









