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but because jerky is dried, it can be easily 
shipped and sold anywhere. Over time, Ober-
to abandoned wet sausage and began making 
nothing but dried meat snacks.

Today the company makes more than two 
dozen variations of jerky, sausage sticks and 
jerky-spiked trail mix under the Oberto, Cat-
tleman’s Cut and Pacific Gold Reserve brands. 
In keeping with Art’s perpetual motion phi-
losophy, something new and tasty — based on 
understanding and meeting emerging con-
sumer preferences — is always in the works. 

Putting people first is another Art Oberto 
philosophy.

“One of the things Art has always said is 
... make sure that everyone you work with is 
successful, and if they’re successful, you’re 
successful,” Hernquist said. “Those kind 
of philosophies really resonate within the 
company.”

Golden Tech International has supplied 
Oberto with packaging since 1991.

“They are a very good team to work with,” 
said T.K. Kim, owner of the Bellevue-based 
company. 

In the beginning Golden Tech struggled to 
meet some of the company’s requirements, 
Kim said, but Oberto provided encourage-
ment and guidance, an example of Art’s belief 
in helping others succeed.

“I learned a lot from them about how to 
run my company,” Kim said.

A growing hunger for snacks with pro-
tein makes this a great time to be in the meat 
snack business. U.S. jerky and sausage stick 
sales have posted compound annual growth 
of 7 percent over the last four years and rep-
resent a $2.8 billion market, according to the 
market research firm Nielsen.  

Consumers also want food that is less pro-
cessed, so Oberto Brands has gone all-in with 
all-natural ingredients and flavors except for 
a handful of original products. The formula 
seems to be working as the company projects 
double-digit sales growth in 2018.

Art stepped down from active leadership of 
the company in the early 1980s and Kenneth 
Eakes became the first non-family member to 
run the business. 

Daughter Laura Oberto took over the helm 
in the early 1990s and ran the company for 
the next eight years before passing the baton 
to Tom Campanele. Hernquist came aboard 
in 2015.

Stephen, the only Oberto currently 
employed at the company, said remaining a 
family-owned business requires family mem-
bers of any company to do four things: com-
municate, trust each other, engage in the 
business and know their individual role.

“There’s a tremendous amount of pride the 
family has in the business,” Stephen said. “As 
long as we can continue to hit those four pil-
lars as a family ... there’s not really a lot of 
benefit to not maintaining it as a family busi-
ness.” 
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OBERTO ARCHIVES

As the 
frontman 
for Oberto, 
Art Oberto 
became a 
local icon, 
appearing in 
commercials 
like this 
1970s 
Rainier 
Insurance 
spot.


