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PRODUCERS

Jensen Meat Co.

Best in Town

Jensen Meat is upgracling 1ts facility and c]_eveloping proclucts to meet increasing

demand nationwide for its grouncl beef and patties. By Janice Hoppe-Spiers

aw, fresh and frozen ground
beef and patties are what
Jensen Meat Co. knows
best. The company’s focus
is on growing in the category by mak-
ing facility upgrades and beginning
its production season earlier to meet

Jensen Meat Co.
www.jensenmeat.com

Headquarters: San Diego
Employees: 350

Specialty: Ground beef and patties
Abel Olivera, CEO: “People now know
who Jensen is and they are asking for
our burgers, which makes us and our
staff proud.”

its broader goal of producing 200 mil-

lion pounds annually.

The San Diego-based company
moved in 2013 from a 28,000-square-
foot facility in Vista, Calif., to a
150,000-square-foot facility in the
Otay Mesa area of south San Di-
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ego. Jensen Meat was using 81,000
square feet of the new facility until it
began growing faster than expected.
“We built the plant in 2013 to have
enough capacity to absorb the next
five years of growth,” CEO Abel Ol-
ivera says. “We didn’t have plans to
do anything until 2018, but we grew
faster than expected.”

Jensen Meat last year invested $4
million in its facility to add two frozen
production lines, believing it would
absorb the growth. “In 2017 we grew
by go percent and we are now making
decisions on what our next steps will
be,” Olivera adds. “I would say we are
going to be looking at our next expan-
sion towards the end of 2018. We are
closing 2017 with 75 million pounds
of sales. Our goal last year was a min-
imum of 1o percent growth and we hit
30 percent. In 2018 we expect 10 per-
cent growth and can absorb that with
our current equipment.”

Jensen Meat manufactures individ-
ually quick-frozen and fresh patties
in different shapes, lean/fat ratios
and sizes under both the Jensen and
private-label brands. The company
offers three main sub-brands under
its name: the Jensen Legend premi-



um brand, the Original brand and the
Classic brand. “We consider these our
good, better and best brands, which
we’re pushing on getting into local su-
permarkets first and then expanding,”
Olivera says.

As a leading ground beef and pat-
ty processor, Jensen Meat products
can be found throughout the western
United States at major retailers, in-
cluding Walmart and Kroger, as well
as wholesale club stores. The compa-
ny also supplies national foodservice
providers and restaurants. “Right now,
we are looking at our production plans
and starting our production season
earlier this year to try and beat the de-
mand by building more inventory this
season,” Olivera notes.

Tapping into Trends

Slater’s 50/50, a Southern Califor-
nia restaurant with a patented burger
made of 50 percent ground beef and
50 percent bacon, partnered with Jen-
sen Meat in October 2017 to bring its
patty to grocery stores. The product
was initially introduced to 77 Sam’s
Club locations in California and six in
the Dallas market.

The frozen patties are offered in
2- and 4-pound packages with six or
12 individually quick-frozen one-third
pound handmade-style patties. The
Beef & Bacon patties are expected to
launch nationwide in all Sam’s Clubs
in April.

Jensen Meat estimates gross sales in
the first year could conservatively ex-
ceed $10 million. “Baconmania shows
no signs of receding” Olivera says.

Export Packers is honored to share in this rec-
ognition of Jensen Meat, Inc. for their continued
success as an industry leader in ground beef
products. As their supplier of high-quality raw
materials, we share the goals of unrivaled cus-
tomer service and product integrity that Jensen
exemplifies. In the ever-changing ground beef
industry, Export Packers is a trustworthy and de-
pendable strategic partner who provides on-time
delivery, competitive pricing and cost-effective
inventory management.

“There is a huge demand for bacon
products. In fact, national bacon re-
serves have hit a 5o-year low”

By serving both foodservice and
retail customers, Jensen Meat says it
is always analyzing the trends and the

Jensen Meat Co.

crossover of products from one seg-
ment to the other. “We see a signifi-
cant increase in the trend of bacon on
the foodservice side,” Olivera adds.
“Customers want bacon on every-
thing they can consume. When you go

Bringing the World

to Your Table.

Since 1937, Export Packers has built
a global presence and an international
reputation for quality in the import/export
of food commodities in over 120 countries

worldwide. With five key business segments

— International Trading, Domestic Food
Service, Retail, Asian & Fresh Seafood, we
continuously strive to be a premier,
diversified food company, delivering on a

commitment to quality, price and customer

service that is unmatched in the industry.

107 Walker Drive, Brampton, Ontario, Canada L6T 5K5

T: (905) 792-9700 F: (905) 792-3569
www.exportpackers.com
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EXPORT PACKERS COMPANY LIMITED
QUALITY, VALUE AND SERVICE SINCE 1937
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Jensen Meat Co.

into a bar, there’s a Bloody Mary with

bacon. We started a conversation with
Slater’s 50/50 on how its burger could
fit into retail and that’s how this plan
was born”

The company is always looking at
new product developments and will
be launching a couple of Angus beef
products this year — a chuck item and
a brisket blend burger. Jensen Meat

>>Jensen Meat tests for E. coli and has broadened its scope to

test for relatives of the virus to determine if there is potential
for contamination in the batch.

continues to look at ways to improve
the quality of its products while keeping
abreast of market trends.

Jensen Meat remains mindful of
the demand for grass-fed, natural
beef products. The company last year
reached an agreement with Mon-
tana-based nonprofit, American Prairie
Reserve that helps support the group’s
wildlife-friendly ranching and conser-
vation efforts.

The pact gives the company access
to domestic, naturally raised and grass-
fed beef. In fact, Jensen Natural brand
was created using this beef.

Safely Processed

All of Jensen Meat’s products are manu-
factured with high food safety and qual-
ity standards in mind. The company has
been SQF Level g certified for seven
years. It was the first meat processing
company in the United States to use Sa-
nova; an antimicrobial solution made up

of lemon juice and salt. The solution is
effective in killing 99.99 percent of all
pathogens, Olivera explains.

All raw materials are tested before
entering Jensen Meat’s facility for
pathogenic E. coli. The company devel-
oped a robust “test-and-hold” program
to broaden its E. coli testing. “The test-
and-hold programs out there focused on
E. coli, and it’s like finding a needle in a
haystack,” Olivera explains. “By telling
the customer you have a test-and-hold
program and the way it was developed
back then was giving a false sense of
security. When you are only testing 300
pounds out of a 10,000-pound batch,
you can’t be oo percent sure the prod-
uct is rid of E. coli. We asked, how can
we make this process better?”

Today, Jensen Meat tests for E. coli
but has broadened its scope to test for
all of its “cousins” to determine wheth-
er there is potential for the contaminant
in the batch.

“We feel we have a better chance of
finding E. coli through our robust test-
and-hold program,” Olivera notes. “The
ideal thing also is to educate consum-
ers to cook the product to 165 degrees,
which on a patty is medium well. That’s
the only silver bullet for E. coli”

Moving forward, Jensen Meat plans
to continue to make a name for itself in
the raw, fresh and frozen ground beef
and patty category. “Prior to four years
ago, Jensen wasn’t recognized on a na-
tional level or even in our own town,”
Olivera admits. “The local community
didn’t know they had a meat company
in their backyard that manufactures
burgers. People now know who Jensen
is and they are asking for our burgers,
which makes us and our staff proud. It’s
really the people behind the brand that
make it special. They are so passion-
ate about producing the best quality,
best-tasting burger out there and are
proud to say they work at Jensen.” FD
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