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New Law Legalizes Industrial 

Hemp Farming in Alabama, for 

Research Purposes only  

By Katie Willis 

Farmers' market season is 
upon us; soon our shoulders will 
bear the weight of canvas bags 
filled with heirloom tomatoes, 
Chilton County peaches, and 
ears Silver Queen sweet corn. 
Whether they are a Saturday 
morning ritual with the whole 
family or a quick Tuesday even-
ing stop on your way home from 
work, farmers markets allow you 
to connect with and consume the 
changing seasons.  

Finding the right market and 
learning all of its specificities can 

time.  Farmers' markets are differ-
ent from the grocery store, and 
different from one another, and 
often operate on a set of unspoken 
rules that no one tells you in ad-
vance. 
Weõre here with a crash 

course in farmers markets, so you 
donõt feel left to wander up and 
down the rows and rows of white 
tents doing all the wrong things -- 
and hopefully so that more first-
time customers might feel com-
fortable trying out a farmers mar-
ket near them this season! 

(Continued on page 3) 

seem daunting in the beginning. 
What should be a relaxed and ful-
filling outing can quickly become 
overwhelming, especially for folks 
trying out the market for the first 

A Buyerõs Guide to Navigating Farmers Markets 

By McMillan Arrington 

In February of 2014, 
the President signed the 
2014 Farm Bill, which 
legalized industrial hemp 
production for research 
purposes in the US.   To 
qualify under Section 
7606 of the Farm Bill, the 
industrial hemp must be 
grown pursuant to an 
authorized research or 
pilot program.  On May 
10, 2016, Alabama be-
came the 29th state to pass legislation pursuant to the 2014 
Farm Bill when Governor Robert Bentley signed Act 2016
-293, The Alabama Industrial Hemp Research Program 
Act, into law. 

 My interest in industrial hemp began in 2012 as an 
entrepreneur but accelerated in 2014 when I co-founded 
BastCore LLC, a company that processes hemp.  Hemp is 
what many investors refer to as a triple-bottom line in-
vestment due to its potential to have positive economic, 

(Continued on page 10) 

By Michael LaBelle 

Farmers were once REQUIRED BY 
LAW to grow industrial hemp. How did a 
common industrial plant (compare cotton, 
soy or pine trees) with an estimated 25,000 
uses become illegal to cultivate, evolving 
into a pariah of federal government? And 
why is the legal reestablishment of hemp 
cultivation a big deal for Alabama farmers 
and citizens? 

With the founding of the colonies, Eng-
land gained an important source for hemp. 
The Crown even allowed taxes to be paid in 
hemp, and colonists were required by law 
to grow it. Demand at the time was far 
beyond supply. The USS Constitution, òOld 
Ironsides,ó required almost 60 tons of hemp 
for sails, cordage, caulking and other con-
struction materials. Multiply that by every 
large capital ship England had in operation 
and you get some idea as to how much hemp 
was grown during the Revolutionary War 
era.  

Up to 90% of all paper was made using 

(Continued on page 11) 

Coming soon to Alabama:  Industrial Hemp  

A Brief History of 

Industrial Hemp in the U.S.  

Hemp stalk, seed, and flower, photo courtesy Joe 
Schroeder and @bigswitchfarm 

Photos courtesy Tuscaloosa River Market (L) and 
Mobileõs Market on the Square (R) 



2 

 

 

CONTRIBUTORS: Summer 2016  

McMillan Arrington  is a co-founder of BastCore LLC (a company that pro-
cesses hemp), investor, entrepreneur, lobbyist, and tireless hemp advocate.  
He lives in Pike Road with his wife and two young daughters. 

Michael LaBelle co-owns MightyGrow Organics, based in Fruitdale. 

Carol Gundlach lives in Montgomery and is a policy analyst at Arise Citizensõ 
Policy Project (arisecitizens.org).  

Lindsay Turner is the Executive Director of the Druid City Garden Project in 
Tuscaloosa (druidcitygardenproject.org), and serves on the board of ASAN. 

 
Kirk Iversen is ASANõs Board President and a traveling soil-scientist with the 

NRCS.  He lives in Auburn with his wife and turtles. 
Katie Willis is a native of the Birmingham area and a farmer, baker, activist, and 

ASAN intern.   
Alice Evans is the Executive Director of ASAN.  She is a native of Huntsville 

and currently lives in Birmingham. 

ASAN Board of Directors, 2016  

ABOUT ASAN: 

The mission of the Alabama Sustainable Agriculture Network is to 
support conservation practices, families who grow and consume 
natural food and fiber, and the communities where they live.  
ASAN provides peer-to-peer education, training, and networking 
opportunities to our broad network of farmers, gardeners, food-
based businesses, agricultural resource organizations, and commu-
nity leaders.  We are a membership-based organization that seeks to 
improve the lives of small farmers and rural and urban communities 
and make a positive impact on the stateõs environment and health. 

We define sustainable agriculture as farming that supports families 
and communities while conserving natural resources.  We embrace 
the breadth of overlapping ways ñ ecological, economic, social, 
historical, etc. ñ that together, we can build a more sustainable 
food system.  Find out more at http://asanonline.org. 

Skye Borden (Secretary) ñ Montgomery 

Aisha Fields ñ All African Peopleõs Development and Empowerment 
Project, Huntsville 

Kirk Iversen (President) ñ Auburn 

Mary Latimore ñ Houston-Latimore & Associates, Birmingham 

Jessica Norwood ñ Emerging Changemakers Network, Mobile 

Graydon Rust ñ Bois dõArc Farm, Uniontown 

Amanda Storey ñ Jones Valley Teaching Farm, Birmingham 

Lindsay Turner ñ Druid City Garden Project, Tuscaloosa  

Charles Walters (Vice President) ñ River Oaks Farm, Millbrook 

Myles Wright (Treasurer) ñ Montgomery 

Karen Wynne ñ Rositaõs Farm / Crotovina, Inc., Huntsville 

Are you an ASA-
Nista? 
ASAN is a memberð
based group dedi-
cated to the promo-
tion of sustainable 
farming systems in 
Alabama. That mem-
berðbased thing is the 
most important part 

of it. We rely on our members for guid-
ance, participation, and help in what we do.  
We are our members, and our member are 
ASAN. 

We are a network of folks and organiza-
tions. Our work is largely connecting with 
one another, so the more of us there are and 
the more opportunities we have to connect, 
the better and stronger and more robust our 
network becomes. Every one of us has some 
knowledge, background, interests, connec-
tions, and points of view that we can con-
tribute to make the network more abundant 
and fulfilling. 
If youõve been a part of ASAN for a 

while, think about what youõve gained. 
Have you made any important connections 
at the Food and Farm Forums? Did you find 
out about a great workshop or event? Read 
any interesting articles lately (in the news-
letter, perhaps)? Have you nodded your 

head when you heard of something 
ASAN is doing and thought, òThis is a 
good thing, Iõm glad ASAN is in-
volved in this.ó? 

And, as a part of ASAN, how 
have you helped make the network 
stronger? What have you brought to 
our shared table?  Have you an-
swered someoneõs question about 
starting a farm, or finding sources for 
good food?  Joined or even led a dis-
cussion group at a Forum? Have you 
showed up at events, or even helped 
host or plan one? Forwarded ASAN com-
munications, publications, or other re-
sources to others in your personal net-
work? 

It should come as no surprise to you ð 
there is much work to be done.  Weõve 
got a lot of ideas for things to do, maybe 
sometimes too many. We welcome your 
feedback or suggestions as to what we 
should be concentrating on.  Even better, 
we welcome your skills and knowledge 
and connections and sweat equity, to help 
us bring some of these ideas to life. 

Finally, as a memberðbased group, 
we need members. Paid members. Mem-
bership is not expensive, but it gives us a 
base to build on and is really important. If 
youõve not joined, please do so. And if you 

Letter from the ASAN Board President  

have, please get others to join. Tell some-
one about ASAN ð a friend, family mem-
ber, a farmers market customer or ven-
doré 

Please go to https://asanonline.org/
join-asan/ to join.  You can also fill out the 
form on page 15 and mail it to us with a 
check, if you prefer. 

 
Be an ASANista! 

Kirk Iversen 
ASAN Board President 

Advertise in the ASAN 

Newsletter! 
 

Print / digital distribution to 2500+ across Alabama 

Diverse, informed readership of farmers, foodies, 
community leaders, and more 

Support ASANõs ongoing work to unify and amplify 
statewide efforts in sustainable agriculture and local 

food systems 

Contact alice@asanonline.org for details 

http://asanonline.org/
https://asanonline.org/join-asan/
https://asanonline.org/join-asan/
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How to choose a market 

Just like the farmers and 
their products, farmers' mar-
kets have unique personalities, char-
acteristics, and offerings. They are all 
different, and you may find some 
more suited to your needs and pref-
erences than others. 

Ask yourself: What do I want to 
buy - fruits and veggies; meats and 
eggs; value-added items like breads, 
cheeses, dips, and soaps; prepared 
foods like sandwiches; and/or arts 
and crafts? Do I want a market with a vibe 
like a county fair or festival, or something a 
little more strictly-business? 

What days and times am I available to 
go to the market? How do I plan to pay? 
What markets are accessible and conven-
iently located? 
Why are farmersõ markets important to 

me? What do I hope to get out of my mar-
ket: more sustainably raised food, a face-to-
face connection with local farmers, a re-
placement for the grocery store, a commu-
nity experience? 
If you donõt know the answers to all 

these questions, donõt worry -- try testing 
out a few markets and see how they feel. 
 
Finding a market: 

Check out www.fma.alabama.gov/
fmcounty.aspx for a statewide list of farmers 
markets by county, and 
www.localharvest.org/ for a map of farmers 
markets (and farms, CSAs, u-pick farms, 
and more).  ASAN has several archived Lo-
cal Food & Farm Guides on our website 
which may also prove useful for those in 
certain areas. (We are hoping to update and 
upgrade these resources in the not-too-
distant future!) 

A word of caution: farmers markets are 
constantly popping up, changing locations/
open days, and sometimes shutting down, so 
be sure to contact the markets listed, to 
confirm any information you find.  
 
Producer-Only Markets 

Many markets have policies regulating 

(Continued from page 1) 

what kinds of products their vendors can 
sell. Some markets are òproducer-onlyó 
markets, which means that the person sell-
ing the products is the person who grew, 
raised, and/or made them.  The òproducer
-onlyó designation is intended to make sure 
that consumers who think theyõre buying 
from local farmers, actually are.  As such it 
prohibits the practice of reselling (in which 
a vendor sells products bought wholesale, 
often from producers outside the ar-
ea).  Drilling down, however, the designa-
tion is applied slightly differently, market 
to market, and so gets a little trickier for 
vendors selling breads, teas, candies, and 
other value-added products -- if you mixed 
or steeped the tea, or baked the bread, but 
other people grew the ingredients, who 
òproducedó it?  Itõs not always obvious, so 
feel free to ask a farmer or vendor about 
the origins of their products. 
 
Payment Options  

Not all farmers' markets and/or ven-
dors are able to accept credit cards, food 
stamps, or farmers' market coupons. At 
some markets, individual vendors may opt 
to accept those forms of payment.  Know 
that doing so often incurs additional cost to 
them (compared with cash), so they may 
not let you (or be happy about letting you) 
swipe your card just for a one or two dol-
lar bunch of radishes. If you arenõt sure, 
ask the vendor before you load your bag 
with produce, wrap yourself a bouquet, or 
bite into a cream cheese danish. 

That said, many farmers' markets 
make accepting all forms of currency a 

breeze. Look for an information booth to 
ask about tokens for electronic payment.  In 
this system, the market runs your credit or 
EBT card for the amount you desire, and 
gives you tokens with which to pay for your 
purchases. 

If your method of payment is not ac-
cepted at your favorite farmers' market, 
contact the market manager to find out if 
there are public board meetings you can 
attend to make a suggestion. 
 
Accessibility 

When heading out the door to the mar-
ket, give some thought to your physical (and 
emotional) needs. Markets vary in size and 
scope. At some markets, convenient parking 
is often impossible to find. If walking long 
distances is difficult for you, consider a 
more accessible market: one with handicap 
parking, fewer vendors, and/or wide rows 
and a smooth terrain. 
Then thereõs the question of determin-

ing the importance of actual market accessi-
bility, consider how you plan to protecting 
your emotional health. How do you feel 
about shopping in the rain? Or sweating 
through your clothes before 9 oõclock? Or 
big dogs who donõt pick up on social cues? 
Keep in mind that at some markets, at the 
height of the season, crowds swell and dogs 
and strollers make maneuvering difficult, 
which can cause anxiety and stress. Make 
sure you come prepared for large crowds. 
Bring a cellphone. Keep your children close. 
And plan out an emergency meeting place. 
Even the smallest amount of self-care can 
aid in your market success.  
 
DOs and DONõTs of Farmers Markets 

Though the list below is by no means 
complete and universal, it may help you 
have a more successful and enjoyable trek 
through the markets this summer. 

 
1. DO check first to see if a particular mar-
ket allows pets.  If so, pay attention to 
where your pets wander and DO keep them 
leashed, close, and under constant surveil-
lance. DO remember to watch where they 
poop and always clean up after them. Al-
ways be sensitive to those market customers 
who may fear or not like dogs of any size. 

2. DONõT squeeze produce! Fruits like 

(Continued on page 5) 

Farmers Markets 

(continued)  

Photos courtesy Coastal Alabama Farmersõ and Fishermen's Market in 
Foley (top L), East Lake Market in Birmingham (top R), and Pepper 
Place Market in Birmingham (above) 

http://www.fma.alabama.gov/fmcounty.aspx
http://www.fma.alabama.gov/fmcounty.aspx
http://www.localharvest.org/
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tomatoes and peaches bruise easily 
and when customers innocently 
òtest their ripeness,ó they cause 
damage to the prod-
ucts.  Remember, you are one of 
many to come by the booth on mar-
ket day. 

3. DO ask questions! Obviously 
donõt talk endlessly and clog up the line of 
paying customers, but get to know your 
farmer and their farming and growing prac-
tices. Ask about whatõs going on at the farm, 
or their favorite way to prepare whatever 
you just bought. Most farmers love to cook 
and are excited to share their recipes with 
you. 

4. DONõT let the good hype around local, 
sustainable food pull the (organic, pasture-
raised, artisanal) wool over your eyes -- be 
discerning, ask questions, and pay attention 
to your gut.  As one ASAN Facebook fol-
lower advised, òLook at what all the farms 
are growing. If only one guy has potatoes in 
August, there's a good chance he's not grow-
ing it himself.ó  Sadly, despite best efforts, 
this is often true even at producer-only mar-
kets. 

5. DONõT question prices or try to haggle. 
Most vendors at the farmersõ market are 
selling to make a living and support them-
selves and their families. Sometimes farmers' 
market prices can be hard to stomach, but 
remember, if you wouldnõt do it at the gro-
cery store, donõt do it at the market. 

6. DO, on the other hand, educate yourself 
on the real cost of food and take that into 
account when you shell out a few extra 
bucks for those organic eggs or those heir-
loom heads of garlic. 

7. DONõT feel like you have to buy from 
every vendor, or that asking a question 
means youõve committed to a purchase. 
Remember, farmers expect questions. They 
expect window-shopping. The entire future 
of their farm is not hinging on your guiltily 
buying that one basket of squash. 

8. DO always thank your farmer. Appreciate 
them and theyõll appreciate you. 

(Continued from page 3) 

9. DONõT assume the women behind the 
tent only grew the flowers. Women are 
farmers, too, and you might be surprised 
that they are making a big impact by enter-
ing the farming world at ever-increasing 
rates.  (The same is true for minority farm-
ers!) 

10. DO bring your own bags, whenever 
you can, and a cooler if youõre not planning 
to bring your purchases straight home.  For 
many fruits and veggies, keeping them 
chilled is key to their longevity; produce 
that bakes in your hot car for several hours 
may not make it past the next morning.  

11. DO make a loop (or two or three) 
around the farmers' market. Thereõs no 
need to rush, unless the marketõs closing; 
take your time and be intentional about 
your purchases. 

12. DO remember that arriving at the be-
ginning of the market allows you first pick 
of the dayõs selections and that showing up 
20 minutes before the market ends means 
there might be slim pickings on the tables.  

13. DONõT arrive at the end of market and 
offer to pay farmers a mea-
sly sum for their remaining 
produce; itõs not fair to the 
vendors or other customers 
whoõve paid full price all 
day. And DONõT arrive 
early and expect farmers to 
sell to you before the mar-
ket opens.  These are im-
plicit norms but in many 
cases also explicitly stated 
in market rules. 

14. DONõT expect your 
vegetables and meat to look 
and taste like food from the 
grocery store. Varieties 

Farmers Markets 

(continued)  

will differ -- which may mean better taste -- 
and therefore so will shapes, colors, and 
sizes!  DO remain open to a little bug dam-
age on your veggies, especially if theyõre 
sustainably/ organically grown, and know 
that this doesnõt mean they are spoiled or 
low-quality. Animalsõ bodies develop differ-
ently when they are able to move around 
freely and consume a more natural and di-
verse diet, so meats will likely vary in taste 
and texture from grocery-store meat.  DO 
ask the farmer for advice on how to tweak 
your cooking habits to account for the dif-
ferences. 

15. DO build a relationship with the ven-
dors you like!  Ask how much longer certain 
products will be available, or what new 
crops may be available in the coming 
weeks.  Ask if they are at market every 
week, so you wonõt be surprised or con-
fused when one week theyõre suddenly miss-
ing. 

16. DO take it to the next level!  Individual 
farmers and markets alike, often have email 
lists and social media pages where they make 
announcements about vendors/products for 
the coming market, weather closures, spe-
cial events and offers, etc. 

Farmers' markets provide a space for 
customers to build relationships with the 
people growing and producing their food, 
and in doing so, to learn more about the full 
life of their food and the lives it has touched 
before reaching the table. Customers come to 
understand the work required to cultivate 
their food, the importance of sustainable 
farming practices, and the differences in 

industrially raised 
grocery-store prod-
ucts and ones that are 
fresh and locally, hu-
manely, and lovingly 
produced.  
      Farmers' markets 
can be beautiful sites 
of social cohesion and 
community, as they 
bring people together 
to enjoy, celebrate, 
and appreciate food. 
One Tuscaloosa-area 
farmer explained, 
òmarkets are one of 

(Continued on page 7) 

Photos courtesy Morgan County/Decatur Farmers Market (L) and Greens-
boro Farmers Market (R) 

Photos courtesy Madison City Farmers Market (top) 
and Athens Saturday Market (bottom) 
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ASAN members 
and owners of Marble 
Creek Farmstead in 
Sylacauga, Jesie and 
Matthew Lawrence 
this spring purchased 
a majority share in a 
USDA Inspected meat 
processing facility in 
Pell City. The facility 
is currently open and 
processing swine, 
beef, goat, chicken, 
rabbits, and lamb, 
under both USDA inspection custom 
exemption. 

The facility only recently be-
came USDA-inspected for poultry, 
the first facility in the state to do 
so.  This is a wonderful new option 
for those that raise their own poultry 
but either donõt want to process the 
birds on-farm, want to raise more 

than the custom ex-
emption allows, or 
want to be able to 
cross state lines to sell 
their product.  
The processing facility 
is an exciting and im-
portant development, 
as adequate and high-
quality processing has 
long been a major bar-
rier for direct-market 
sustainable livestock 
producers throughout 

the state. Too many producers eat 
into slim profit margins as they have 
to drive livestock long distances in 
order to have it slaughtered, or 
forgo larger profit margins because 
the processing facilities lack the 
ability to process the meat in certain 
ways that would make the end prod-

(Continued on page 8) 

New Meat Processing Facility for 

Sustainable Farmers needs Your 

support  
my favorite days because your work finds a home in the 
mouths of many people. People are at a farmers market 
for the experience they share with the person growing 
their food and itõs really gratifying to know I'm a part in 
that symbiotic relationship. It's really hard to underesti-
mate the joy one can receive from feeling a connection, 
no matter how superficial, that is both continuous and 
enduring.ó Though you wonõt find every farmer at the 
market ready to wax poetic about the joys of selling their 
produce, many enjoy the weekly respite from laboring in 
the field and the chance to demonstrate the importance 
of their work. 
All the ways that farmersõ markets differ from more 

commercialized, industrialized, anonymous means of 
buying food (think grocery stores, but also online shop-
ping services, etc) are opportunities to invest in and grow 
a better, more locally rooted, more inclusive food system 
and food culture.  They are also opportunities for first-
time market-goers to feel intimidated and out of place. 

Hopefully this article can begin to build a bridge to 
make òcrossoveró a bit smoother and easier.  But if you 
are an experienced market-goer, market vendor, or mar-
ket manager/volunteer, keep an eye out for opportuni-
ties to make your market more approachable and naviga-
ble to newbies.  The future of our markets depends on it. 

(Continued from page 5) 

By Lindsay Turner 

Letõs face it; school gardens are 
trendy. But all too often, these gardens 
are underutilized. 

That is why, with the generosity of 
the State Department of Agriculture and 
Industries and Blue Cross and Blue 
Shield of Alabama, we at Druid City 
Garden Project are publishing our 
standards-based K-5 curriculum on our 
website on June 1, 2016. 

Our school gardens and curriculum 
have been shown to increase childrenõs test 
scores, their desire to try and eat a range of 
healthy foods, and their excitement about 
school in real, measurable ways. (See 
www.druidcitygardenproject.org/numbers 
for evaluation methods and measurable pro-
grammatic results.) 

But, despite this, we have also found 
that there are huge barriers to incorporating 
garden-based education.  

With this curriculum, we hope to bring 
the most important lessons that we have 

learned over the years to educators across 
Alabama. 

If you're a teacher or Principal in a 
public or private K-5 school in Alabama, or 
if you have a farm, garden center, or alter-
native teaching space, this curriculum is 
designed for you.  

Our lessons connect classroom activi-
ties to the real world. Students measure, 
graph, hypothesize, read, write, create 
haikus, and more. Built in taste tests and 
cooking lessons let students eat the food 
they have grown. 

Every lesson plan is linked to Alabama 
Course of Study standards and comes with all 
associated content; you will not have to 
spend your time and money devising your 
own worksheets. It is all included. 

Additionally, a detailed Garden Toolkit 
helps you grow, using organic methods. This 
toolkit contains a template for the òStandard 
DCGP School Garden Design,ó step-by-step 
òhow-toó manuals to help you build key 
structural elements, and guides to topics 
such as outdoor classroom management tech-
niques. 

We believe that our students learn best 
when they put their knowledge into practice. 
We believe that children can be just as excit-
ed over vegetables as they are over candy. 
We believe that school gardens can change 
eating habits, improve academic success, and 
make learning fun.  

And we want you to believe it, too. 
For more information, visit 

www.druidcitygardenproject.org/

curriculum and see ad on opposite page! 

Now Available: Comprehensive School Garden Curriculum for Alabama  

Farmers Markets (Contõd) 

Sample pages of DCGPõs new school garden curriculum 

Storefront of the new facility, photo 
courtesy Pell City Processing. 

http://www.druidcitygardenproject.org/numbers
http://www.druidcitygardenproject.org/curriculum
http://www.druidcitygardenproject.org/curriculum


uct more appealing to higher-dollar 
buyers. 
Thatõs why Matthew and Jesie, 

along with previous owner Bruce 
Ervin, who will stay on as the plant 
manager and part owner, plan to 
make the facility a òproducersõ pro-
cessor.ó  As producers themselves, 
they understand the needs of the 
farmers raising these animals, and 
will cater to those needs with their 
new facility.  The facilityõs focus is 
on producers who raise animals for 
direct retail or wholesale sale, and 
while all producers are welcome, 
they will focus on serving the sus-
tainable farmer market. 
Matthew notes that, òthis operation 

needs support right away from the farmer 
community if it is to remain a financially 
viable option.ó  He says, òThere is a need for 
this type of processing but we can only sup-

(Continued from page 7) 

Meat Processing 

(continued)  

ASAN is asking for the support of not 
only farmers but also consumers and advo-
cates for local, sustainable food.  Says ASAN 
director Alice Evans, òThis is one of those 
moments where we need to show up for the 
things we say we support.  If you want more 
local, sustainably raised food, want local 
farmers to thrive, want to be able to feed 
your families food that was raised ethically 
and environmentally right here in Alabama ð 
this is one of those times we need to show 
up, and to put our money where our 
mouths are.  We need the village to make 
this thing fly.ó 

Matthew and Jesie are working with a 
team of volunteer supporters, with the sup-
port of ASAN, to create a crowdfunding 
campaign that will launch in mid-
June.  Funds raised will help òbridge the 
gapó to keep the operation going until pro-
ducers can adjust (and the facility can sup-
port itself on processing alone).  Keep an 
eye on social media and on the ASAN web-
site for more information, and when the 
time comes, please give if you can, and help 
spread the word! 

port it for so long if the business isnõt 
there. If you have animals to be processed 
and want to see these type of services avail-
able, please give it all the support you can, 
as soon as you can.ó 
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Capabilities of interest to sustainable farmers: 

¶ Currently: Producers have access to the plant 

whenever they have animals on the premises, and 

are encouraged to observe and be present during 

the process. 

¶ Soon: The plant is working to be able to in-

clude the name and logo of the farmer, as well as 

producer-specific pricing on the label. 

¶ Currently: can do nitrate-free bacon and 

hams.  Soon: sugar-free option on sausages. 

¶ Planned: stunning plus scald and scrape op-

tions, for true nose-to-tail processing. 

¶ Future: They are investigating becoming the 

first in the state to offer Certified Organic pro-

cessing, for those needing this service as well. 

 

Call or email Matthew Lawrence at 205-936-6120 

or pellcityprocessing@gmail.com for more details 

or to schedule your processing! 




