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BIO: 

Edward C. Feintech has been the Chair-

man of our Board of Directors, and Presi-

dent and Chief Executive Officer of 

Smoky Market Foods, Inc. since its in-

corporation in April 2006. Mr. Feintech 

operated full-service barbecue restaurants 

and tested quick-service barbecue opera-

tions in Des Moines, Iowa (1977-1984) 

before closing his enterprise and moving 

on toward development of our custom-

engineered, USDA-approved wood-

burning oven system technology. 

 

Mr. Feintech studied business administra-

tion and marketing at Drake University, 

and was called in to take over the family 

grocery business in 1970 at age 23 due to 

his father’s illness, which he ran success-

fully for several years until 1976. After 

selling the family’s business, Mr. Fein-

tech began to research the culinary forms 

of barbecue cooking and wood-smoking, 

and in early 1977 opened his first barbe-

cue restaurant which featured a custom-

designed wood-burning oven that he en-

gineered from his research. The six foot-

by six foot, brick and iron oven would 

smoke cook 700 pounds of meat over 

night to service each day’s business and 

by the end of 1984, Mr. Feintech had 

three full-service restaurants, seven satel-

lite system outlets and a large catering 

facility in operation. 

 

However, it was obvious to Mr. Feintech 

that building a national chain of several 

thousand smoked meat barbecue restau-

rants would not be feasible so long as 

each unit was required to prepare its own 

product on site. In deciding to pursue a 

concept of mass production, Mr. Feintech 

sold his operation and launched into what 

became an incredibly long and very costly 

development to achieve USDA certifica-

tion to use his proprietary wood-burning 

oven for commercial smoked meat and 

fish processing. Mr. Feintech personally 

financed the costs of the development 

stage for many years, investing over 

$800,000 in cash through 1990 before 

beginning to take in private investors to 

continue covering expenses. By 1994, the 

USDA allowed Mr. Feintech to begin 

testing his wood-burning oven design 

which required several more years of op-

erations before a certification was issued 

by the USDA. As a result of the technol-

ogy, the “Smoke-Baked” quality of meat 

and fish produced in Mr. Feintech’s oven 

system is the most authentic and healthful 

prepared food produced by any commer-

cial processor in the country. 

In 2000, Mr. Feintech organized Smoky 

Systems LLC to finance a launch of op-

erations and in 2001, secured a process-

ing relationship with a large commercial 

processor in Iowa. More capital was 

raised to purchase the first mid-sized 

model smoker oven system which was 

installed into the processor’s facility and 

formal marketing testing began. But fi-

nancing for the new restaurant concept 

was difficult to achieve during 2001 

through 2003 due to economic condi-

tions, and Mr. Feintech continued to pro-

duce for private label distribution to gen-

erate cash flow, but with little profit mar-

gin due to the competitiveness of the in-

dustry. In 2006, Mr. Feintech decided to 

seek public financing to raise the capital 

needed and formed Smoky Market Foods, 

Inc. to become a public company repre-

senting the Smoky Market brand of pack-

aged foods and restaurant concepts that 

did not have to cook raw meat and fish on 

site. 

 

Smoky Market Foods, Inc. became public 

in August 2007 through a registration 

process and was listed for trading on the 

OTCBB in early September under the 

symbol “SMKY.” The company has se-

cured two locations for opening pilot res-

taurant-stores and has venues available 

for placement of its kiosk concept when 

funding is in achieved. Mr. Feintech re-

mains the largest cash investor and 

shareholder in the company (over 

$950,000 directly invested) which now 

has about 400 shareholders. 

 

Company Profile: 

Smoky Market Foods, Inc. is a develop-

ment stage Company that produces a 

complete line of fully-cooked Smoke-

Baked foods through a unique wood-



burning oven system. Because of its pro-

prietary wood-burning oven technology, 

the Company's Smoke-Baked products 

are believed to be truly healthful as they 

are prepared the old-fashioned way, with-

out the use of any additives or chemical 

preservatives. Smoky Market Foods, Inc. 

intends to build a national chain of 

Smoky Market® restaurant-stores and 

self-contained kiosks that do not cook 

raw food on site. 

 

Interview conducted by: 

Lynn Fosse, Senior Editor 

CEOCFOinterviews.com 

 

CEOCFO: Mr. Feintech, what is your 

vision for Smoky Market? 

Mr. Feintech: “We are a 

commercial producer of in-

credibly authentic and healthful 

quality of wood smoked foods. 

The technology originated from 

my restaurant operations years 

ago. We have moved into a 

posture of mass production. We 

have huge stainless steel ovens 

now under USDA inspections 

that will produce upwards of 

15,000 pounds a day of our 

products so that we will be 

ready when we open up Smoky 

Market restaurant stores and 

our 150 square foot kiosks that 

will go into airports and college 

campuses and so forth. These 

locations do not have to handle 

raw food. There is no cooking 

on site; there is absolute consis-

tency of quality, inventory control of the 

essential features that will render our 

operation very successful.” 

 

CEOCFO: Are you selling cooked foods? 

Mr. Feintech: “Yes, as a mass producer 

of the food, our brand Smoky Market is 

not only a package brand. In other words 

when we smoke a full load of ribs as an 

example and portion them into half-slabs, 

as they come down the packaging line 

individually vacuum sealed, we can put 

four orders of ribs portioned into a bag 

that would be offered from our website on 

the internet or packaged for retail distri-

bution. We could also put thirty of these 

portioned into a case to send to our own 

restaurants where they would be reheated 

on site in the same manner that a cus-

tomer would at home.” 

 

CEOCFO: Where are you today? 

Mr. Feintech: “We finished a very long 

development with the USDA to get the 

technology approved. We have a 15-acre 

campus in Iowa where we have a large 

80,000 square foot processing plant and 

distribution center and the ability to ship 

products coast to coast in support of our 

operation. We went public as a means to 

create market value for the company to 

secure the large amount of financing 

needed to build rapidly a branded opera-

tion. Our organization is comprised of 

corporate affiliates, strategic partners that 

will enable us to achieve these kinds of 

goals on a rapid scale. The production 

partner in Iowa is one of the largest con-

tract processes in the country, so we have 

no debt and no fixed operating expenses 

to produce all this food; we put or ovens 

inside the facility and are acquiring the 

property. Our marketing organization is 

quantified marketing from a group in 

Florida, the nation’s largest full-service 

restaurant marketing, public relations, 

and operations company; there is a large 

fifty-person staff there. They are our stra-

tegic marketing arm to launch this mas-

sive campaign nationwide. They have 

replaced the infrastructure to go from 

zero to twenty to thirty million in year 

one because of the infrastructure and op-

erations that we have with corporate alli-

ances.” 

 

CEOCFO: Please tell us about the smok-

ing process; what is different about your 

processes? 

Mr. Feintech: “Smoked food has been 

around for a century if not longer. Every 

commercial smoked food processor in the 

country uses traditional smokehouses that 

burn hickory dust or apple, or mesquite, 

stuff like that. These ovens are tradition-

ally designed to smoke flavor, in other 

words having to blow smoke through a 

ham or a sausage, something that has an 

outer skin on it. The equipment that is on 

the market today is not designed to pro-

duce a quality authentic wood-smoked 

food. However, we have a term we are 

getting a federal trademark on called 

Smoke-Baked and that means basically 

that our oven technology en-

ables our meat such as beef, 

pork and fish to be literally 

smoked by the heat vapor of 

the burning fire box and that is 

totally unique in the industry. 

In one 24-hour period as an 

example, we can produce 

thirty-eight thousand half-

chickens and every single one 

is the exact same color and 

doneness. What makes our 

product the most healthful and 

authentic in the market is the 

process technology itself is we 

don’t add or use any additives 

or preservatives or chemicals. 

The consumer need only to 

prepare the nutritional panel 

for the ingredient label that is 

on our USDA packages and 

they will not find anything comparable in 

the country. It is just amazing how 

healthful our food is.” 

 

CEOCFO: I was looking at your website 

and your products are quite low in calo-

ries! 

Mr. Feintech: “Yes, on our website, 

people can view the nutritional informa-

tion. We are using raw product that is 

absolutely the most healthful on the mar-

ket; hormone-free naturally raised beef 

and pork, vegetarian fed, free range ani-

mals. Our salmon is right out of the river 

harvesting, it is a tremendous quality 

smoked salmon that we have. That espe-

cially is one of our signature products 

because to our knowledge our salmon is 

the only smoked salmon filet in the coun-

“We are a commercial producer of incredibly 

authentic and healthful quality of wood smoked 

foods. The technology originated from my res-

taurant operations years ago. We have moved 

into a posture of mass production. We have 

huge stainless steel ovens now under USDA in-

spections that will produce upwards of 15,000 

pounds a day of our products so that we will be 

ready when we open up Smoky Market restau-

rant stores and our 150 square foot kiosks that 

will go into airports and college campuses and so 

forth. These locations do not have to handle raw 

food. There is no cooking on site; there is abso-

lute consistency of quality, inventory control of 

the essential features that will render our opera-

tion very successful.” - Edward C. Feintech 



try that could be served as an entrée or 

enjoyed as an appetizer broken up into 

salads, etc. The consumers when they 

sample our salmon will notice a dramatic 

difference in the fact that you are not eat-

ing salt or sugar or anything of that na-

ture, just true naturally smoked salmon or 

trout, or whitefish and some of those dif-

ferent products.” 

 

CEOCFO: Please tell us about the kiosk. 

Mr. Feintech: “That is where the 

strength of our concept lies in terms of a 

rapid roll-out. We have the ability to do 

the equivalent of a full-service restaurant 

in as little as 150 square feet because of 

the fact that there is not cooking or han-

dling of raw product on site. Our 150 

square foot kiosk which is designed by 

Parts of Colorado, they are owned by 

Pepsi, and they can stamp out upwards of 

200 of these a month. Our marketing 

organization is lining up a massive roll-

out of these things next year for the air-

ports and college campuses big conven-

ient stores such as Targets, corporate din-

ing areas, hotels and a wide variety of 

such venues. The picture of the kiosks 

can be seen on our website. It is unique 

because this quality of food, especially in 

the airport is very uncommon to be found, 

we are talking about smoked salmon, 

quiches, and Quesada’s and chicken and 

all these kinds of items that are very help-

ful, priced very competitively for this 

kind of quality and our program is a mas-

sive rollout.” 

 

CEOCFO: Whom are you targeting? 

Mr. Feintech: “The neat thing about 

Smoky Market is that our demographic is 

probably about fifteen to eighty because 

when I had my restaurant they were out-

right barbeque restaurants in the sense 

that people would come there looking for 

a really heavy pungency of smoked flavor 

with the barbeque sauce and all that stuff. 

We had evolved into a smoked food con-

cept, which is a gourmet culinary type of 

experience. Our menu is much wider than 

I had in our restaurants. As a result of 

that over the years in our research, we 

have found that the amount of smoke 

flavor that we are putting into the product 

now is what is acceptable as a range 

across the demographic board of the 

country. Intense amounts of smoke is 

hard to digest for the senior group, 55 

and over. They do not like the after taste 

of the heavy smoke pungency and so we 

offer a tantalizing smoke quality that en-

ables the consumer to add the smoked 

salmon, the chicken, or any type of meat 

item to a casserole, a quiche, or a Que-

sada without it overpowering the recipe 

dish. That is unique and a a result of that 

our foods can be incredibly versatile 

across a wide range of uses and demo-

graphics. Additionally because the prices 

of raw product can vary dramatically 

based upon what you use, we can put a 

quality smoke to all types of cuts of meat 

items that would give a range of price to 

the consumer at the retail level.” 

 

CEOCFO: Will you tell us about the 

plan to open a restaurant? 

Mr. Feintech: “From 50 square feet to 

1500, to 2500 square foot outlets, those 

are smoky market concepts, in other 

words we have some target chains that we 

are looking at that are in need of addi-

tional incremental revenue, it is very 

competitive out there. Few pizza restau-

rants are making real money now because 

it is so competitive. For restaurants that 

are seeking incremental income, if they 

can find 50 square feet in their store, then 

we can give them in that amount of space 

the ability to deliver fifteen hundred 

$1,500 to $3,000 a day of Smoky Market 

mini products without having to cook, no 

investment on their part. In many cases, 

we can double their income without any 

additional labor. The same delivery sys-

tem that operates our own restaurants can 

be systemized down to as little as 50 

square feet into a satellite unit into an-

other restaurant. Our 150 square foot 

kiosks have the same system only it is a 

broader area enabling up to four people in 

the kiosk for busy venues and of course 

our own full-service Smokey Market res-

taurant stores which is a combination of a 

restaurant and a retail store outlet for the 

packaged food.” 

 

CEOCFO: You seem to be looking to 

make your mark and make it quickly! 

Mr. Feintech: “Yes, because when we 

put one of our full-sized ovens online in 

Iowa, the first oven that we have now is 

capable of about $20 million of annual 

revenue. Each oven that we put online 

subsequent to this one full-size unit, can 

give us $50 million in revenue, which 

will support from anywhere to forty to 

sixty concepts depending upon what they 

are. The name of the game for us is to 

secure all the venues and as we grow a 

chain, we add more of them. Our facility 

in Iowa can house approximately about 

50 ovens, so we are gearing for several 

hundred million in revenue over the next 

few years.” 

 

CEOCFO: Why should potential inves-

tors look at Smokey Market now and 

what might they miss about the company 

and the plan that people should really 

understand? 

Mr. Feintech: “We are not a barbeque 

restaurant concept; yes we have out-

standing ribs and smoked beans and bar-

beque sauce, but Smoky Market is not a 

barbeque concept. It is a gourmet-smoked 

outlet giving customers a wide range of 

quality. However, the industry segment of 

barbeque and/or smoked food is totally 

untapped in the country. You have Panda 

Express with almost 5000 quick service 

Chinese restaurants and pizza, hamburg-

ers and tacos, the whole gauntlet of the 

specialty food segment is totally satu-

rated. The largest barbeque chain in the 

country, which is large stores of 5 to 7000 

square feet, has only 200 stores, so there 

is no brand, or major franchise concept in 

this country that is even poised to do 

what we are doing. Number-one it is the 

amount of capital required, and number-

two the technology of mass production. 

 

At our stage of the game here, having 

gone public to create a market value for 

the company to secure financing, inves-

tors coming in can look at our financials 

and see wow, here is a commercial proc-

essor that is not inundated with debt. It is 

not inundated with a heavy burn rate of 

capital to maintain its processing or with 

a heavy infrastructure because QMG, 

(Quantified Marketing Group) with their 

50-plus person staff is underwriting all of 

their own costs as they roll out our or-

ganization. So the monies that we are 

taking in from our investors are geared 

toward rollout money, this is revenue 

producing income, it is not paying off 

debt or covering a heavy burden of ex-

penses, no heavy payroll or anything like 

that. The growth period of our company 

is projected to be very rapid which give 

investors a potentially sizeable apprecia-



tion. My goodness, you look at Chipotle 

at $150 some dollars a share, we have 

every bit if not more than that potential.” 

 

CEOCFO: What should people take 

away from this interview? 

Mr. Feintech: “I invite them to just sali-

vate on the flavor of what real smoked 

food is. I do not believe it is out there in 

the industry anywhere because all of the 

most food that you can buy that is avail-

able right now is done by commercial 

smokehouses that have to add preserva-

tives and chemicals, so the market has 

never been developed. People really do 

not know, yes there are some good barbe-

ques out there that have a certain amount 

of smoke flavor but mostly it is barbeque 

sauce, and if you do not like the sauce 

you cannot enjoy the meal. We can pene-

trate all the reasons across the country 

because we are delivering just simple 

quality smoked food. When people see 

the items that we have, what they can see 

is that there is a national brand emerging 

not only of packaged food but also of a 

restaurant franchise concept.” 
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