
time in the dairy industry.”
So Harrisburg Dairies has come a long way in their 77 years

in business. What started out as a horse-drawn home-delivery
service employs 150 people today. Chrissie Dewey, Fred’s
daughter and fourth generation family member to work at the
company finished by adding, “Our small but mighty sales team
is growing new accounts all the time. We have a real sense of
pride and commitment to keep our company strong.” n

Leona Meat Plant, based in Troy, (Bradford Co.) Pennsyl-
vania, has been serving the needs of livestock producers
around the region for 44 years. It was established in

1963, when Charles Debach fulfilled his dream of operating a
business of his own. From its humble beginning as a two-room
facility, the business expanded in 1967 to offer custom process-
ing and boneless beef to “mom and pop” grocery stores and
wholesale markets. In 1972 a retail store was added, which
remains a popular stop for customers looking for a wide assort-
ment of meat products and other goods such as dairy products,
frozen seafood, fruits, and vegetables, bread, spaghetti sauces
and more.

Charles passed on his invaluable knowledge and butchering
skills to his sons Mike and Charles II (Chick) while building his
business. Today, the two sons operate Leona Meat Plant with
eight employees. With business growing and manufacturing
increasing yearly, Leona has expanded its services by preparing
and packaging for private labels and has become a certified
organic meat handler.

Mike Debach, co-owner of Leona Meat Plant, says, “About
70 percent of our business is vacuum packaging, which includes
a lot of private labeling. We are beginning to see more cus-
tomers being conscious of where their food comes from and
how it is raised — the whole Buy Fresh, Buy Local idea.”

One farmer who has been working with the Leona Meat
Plant for over a year now is Bill Callahan, owner of Cow-a-Hen
Farm in Mifflinburg, (Union Co) Pennsylvania. Bill’s 100-acre
operation includes beef, pork, turkey, ducks, and geese. “I
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Harrisburg Dairies
Strives for Quality

S P E C I A L  A D V E R T I S I N G S E C T I O N

When one meets Harrisburg Dairies owner Fred
Dewey, one immediately gets the idea that their
catchphrase “Not your average cow!” is more than

just a slogan. They are not your average dairy, either. “We are
driven by our customers and our dedication to pleasing them
with a quality product,” Fred reported with sincerity.

These folks live and work by this daily credo.
All of Harrisburg Dairies’ milk comes from 45 local farms

(some of them third generation), in a 60-mile radius. They keep
their farmers happy by paying a premium price for what Har-
risburg Dairies believes is a premium product. “We’ve been
rBST free since our beginning,” reports Fred, “and not as a
marketing tool as you might see today in the industry. We
believed, and still do today, that it is better for the animals.”

Their dairy farms are independent and enjoy a reliable rela-
tionship with Harrisburg Dairies. “It gives us pride to see our
farms be able to invest in capital improvements. We genuinely
care about these people and their future.”

On the flip side, Fred admits their customers are the driving
force. “For instance, they are pushing us to be green. I respond
to emails from concerned customers who take time to write me
personally, encouraging us to avoid plastic packaging and stick
with biodegradable paper cartons! Being green really has
become good for business. Even if you are not philosophically
into it…which we are!”

“For instance, it takes 8 tractor-trailers to haul the same
amount of plastic bottles as can be transported in one tractor-
trailer load of paper cartons. We use paper cartons because our
customers want them, and we know it is the right thing to do.”

It’s not just transportation matters and rBST that makes
Harrisburg Dairies milk more sustainable. They are PA Pre-
ferred with the Department of Ag, and that matters to them.
They are proud to be identified as a local company that cares,
and cares about local resources.

“The Buy Fresh Buy Local concept has taken over” adds Fred.
Consumers know and understand this difference, and we serve
those customers well. We can’t and don’t want to complete with
the huge mega-dairies. Our niche and customers have always
been our neighbors. This works for us. We are a small guy serv-
ing a small guy.”

Fred goes onto say, “Our label-reading customers also want
all natural products too — they ask us for it. So we are using
pure cane sugar, not artificial sweeteners in our teas and choco-
late milk. We don’t use any preservatives either. What we give
up in shelf like, we feel we gain in customer satisfaction.”

A satisfied customer in their food service division, Jamie
Moore of Eat’n Park Hospitality adds, “Harrisburg Dairies has
been an incredible supplier for our company. From being rBST
free to working on eliminating high fructose from their non-
dairy beverages, they are truly innovative and ahead of their

Harrisburg Dairies wishes 
to extend special thanks to all the 
PASA members for their support 

on the milk labeling issue!




