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 inters can be harsh, even down in southwest 
 Mississippi. But when an opportunity for swift  
 job creation comes to town, the scene can heat up 
quickly. That’s what Port Gibson experienced this past winter 
when local plastics manufacturer U.S. Dinnerware landed a 
whirlwind contract to produce the Perfect Bacon BowlTM.
 Brought to market by the same group that popularized the 
Snuggie™ – which sold millions of units – the Perfect Bacon Bowl 
has been nearly inescapable on late-night television, from its 
“As Seen on TV” commercial spots to appearances on “The 
Tonight Show,” “ The Late Show with David Letterman” and 
“The Arsenio Hall Show.” 
 How a small-town Mississippi manufacturer 
got involved with such a high-stakes opportunity 
is a testament to its years of experience, 
innovative production methods and 
old-fashioned networking.
 U.S. Dinnerware, a fixture of 
Claiborne County since 1959 under 
various owners and names, specializes 
in high-temperature polyester and 
melamine institutional food service 
dinnerware sold under the brand 
Prolon. The firm’s products have been 
especially popular in recent years with 
American military institutions like 
West Point Academy.

 “U.S. Dinnerware is one of the last manufacturers to make 
institutional plates in the United States,” said Bubba Weir, vice 
president for existing business and resources development for 
Innovate Mississippi. Weir served as a matchmaker between 
owner Steve Gluck and Edison Nation, the Charlotte, North 
Carolina-based firm that had the idea for the Perfect Bacon Bowl. 
      With Gluck’s experience making high-temperature plastics, 
he consulted with the group on microwavable materials and was 
instrumental in product testing for the samples that were used 
in the initial infomercial and marketing push.
      Soon after the commercials hit the internet, Allstar Marketing 
came onboard to bring the product to market in the same way they 
turned the Snuggie into a success – and they didn’t waste any time.

      “It was late August, and suddenly there was a huge 
rush and they wanted it immediately,” said 
Gluck. “I went to the tooling vendor in 
China and did the first test shots of the 
mold. There was this huge pressure to 
get the infrastructure in place, so when 
I got back we had to buy post-bake ovens, 
packaging and support equipment. 
We were producing them as soon as 
we got set up.”
      His team’s hard work paid off, earning 
U.S. Dinnerware the contract as the 
primary vendor for the Perfect Bacon 
Bowl. The orders came fast, and the 
rush meant a boon for Port Gibson 
and Claiborne County right around 
the Christmas season.
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 U.S. Dinnerware hired 60 new employees to work over three 
shifts to fill the orders at a time of year when agricultural produc-
tion was in hibernation in this rural area of the state.
 “Most of these individuals were long-term unemployed and 
were not registering in the unemployment statistics,” explained 
Milton Chambliss, executive director of the Claiborne County 
Economic Development District. “The payroll was a real net cash 
injection of approximately $500,000 into the local economy.”
 As welcome as those jobs were, they were temporary. 
Gluck explained that it was over nearly as quickly as it began.
 “When you have to ramp up that fast, you do what it takes and 
that brings extra expenses, such as with purchasing equipment 
and packaging,” said Gluck. “I took the attitude of, ‘We’re going 
to do whatever it takes to get it done and show them that we can 
do it well.’”
      Toward the end of the first run, however, U.S. Dinnerware 
found itself competing on price with a factory in China that was 
also producing the Perfect Bacon Bowl. The ensuing negotiations 
taught Gluck that a domestic manufacturer simply can’t win 
against overseas manufacturing on price alone. For example, it 
was cheaper for Allstar to have a container of product made and 
shipped across the Pacific directly to a warehouse in California, 
than for U.S. Dinnerware to make them and truck them across 
the continental United States. His advice for manufacturers who 
find themselves in similar straits is to focus on what other value 
they can bring to the deal.
 “The value triangle is not just about cost,” said Gluck. “We 
really bent over backward, doing different packaging options 
and offering a level of service they could never get in China, even 
though it cost us more. They need to see quality and customer 
service, and be comfortable with the margins they’re getting 
from you.”

 Weir cautioned that it’s not only manufacturers who need to 
understand the true costs and mechanics of offshore competition, 
but also inventors who are sourcing manufacturing for their 
products. 
 “Most people think about the total cost of ownership of a 
product in the landed cost only, but there are other factors you 
need to consider,” said Weir. “You have to think about environ-
mental issues, quality issues, timing and what would happen if 
your order gets caught up in transportation issues. It’s more than 
the bottom-line costs.”

 It’s not only manufacturers who need 
to understand the true costs and mechanics 

of offshore competition, but also inventors who 
are sourcing manufacturing for their products.

 Although the project was successful for U.S. Dinnerware – 
the company produced 1.3 million units in a tightly compressed 
period – it served as a dry run for what Gluck hopes is just around 
the corner. His company is working hard to leverage its brush 
with fame to bring steadier work to Port Gibson that can sustain 
full-time employment.
 U.S. Dinnerware secured an invitation from Walmart to a 
recent open call with American manufacturers, a step toward 
fulfilling the additional $250 billion investment Walmart has 
pledged to domestic manufacturers over the next decade.
 “They really wanted to learn about the business, to hear the 
story behind the company and learn what impact they could 
have,” said Gluck. In short, that impact would be huge.

“Most people think about the total cost of ownership of a product in the landed 
cost only, but there are other factors you need to consider. You have to think about 
environmental issues, quality issues, timing and what would happen if your order 
gets caught up in transportation issues. It’s more than the bottom-line costs.” 

– Bubba Weir, vice president of existing business and resource development, Innovate Mississippi
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 “For every item of ours they picked, that could equal anywhere 
from eight to 12 jobs,” added Gluck. “They could really help add 
a lot of jobs here in Port Gibson.”
 Gluck believes the next phase of U.S. Dinnerware’s growth 
could be just around the corner, and the company already has 
developed, tested and produced a unique product using the 
high-temperature, microwavable MicroPURE molding 
compound that could bring sustainable jobs to his community. 
 “What’s really innovative that nobody else is doing, we’ve 
figured out how to take this material and decorate it, put images 
on it,” he said. “That’s the next step – to sell a decorated product 
with a team logo, a character or your kid’s name.”
 Gluck contends that the finished product is durable and looks 
even better than his decorated melamine products. “We’ve made 
some beautiful pieces,” he said. “From a distance, you would think 
it’s china or porcelain. We can customize anything that we mold 
this material into.
 “We realized that we can do high-volume manufacturing for 
products that could be sold in a major retail store and compete in 
that arena,” added Gluck. “There’s a lot of room for us to do that, 
and there’s interest in products we currently make. If we made 
that happen, it would change the company and Port Gibson.”  ●

 
Contact Bubba Weir at bweir@innovate.ms

 for more information.


