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Phoenix, and then spend their
weekends and time off selling
fresh Nebraska pork to an ever-
increasing flow of customers.

“It’s really grown beyond
my expectations,” says Justin,
who adds that he and Wes
have a long term goal of grow-
ing steadily to the point of be-
ing able to step away from
their “real” jobs.
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cant leap toward that goal
when the Pork on a Fork brand
was listed with Foodzie, a San
Francisco-based online mar-
ketplace.

The brand’s presence on
Foodzie was noticed by Food

Network personality and res-
taurant owner Guy Fieri,
whose agents contacted
Erickson and Hansen for
more information.

AL duuuICL valuvliida >
Celebrity Food Show in Ana-
heim in early August, Fieri
featured Pork on a Fork prod-
ucts exclusively during his
on-stage cooking demon-
strations, and the ball really
started rolling.

OUICE Ien, says Jusun,
what started as an attempt to
add value to a raw product
and “help out the family farm”
has received further invita-
tions to food shows and ven-
ues across the country.



