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U.S. Championship Cheese 
Auction raises $179,090
MADISON, Wis. — Cheese industry lovers and supporters 
gathered Wednesday evening at the Wisconsin Cheese Industry 
Conference (WCIC) here for the biennual U.S. Championship 
Cheese Auction, raising $179,090.

The auction is part of the biennial WCIC, hosted by the Wis-
consin Cheese Makers Association (WCMA) and the Wisconsin 
Center for Dairy Research (CDR). Funds raised go toward support 
of future cheese contests, WCMA scholarships and a Member 
Education Initiative instituted by WCMA.

Each item for bid at the auction placed fi rst in its class at the 
U.S. Championship Contest, held last month at Lambeau Field, 
Green Bay, Wisconsin. Some of the award winners were combined 
into one category for bid.

The largest bid of the night was placed on Item 46, the Grand 

Trade Promotion Authority bill 
passes in Senate committee 
WASHINGTON — Legislation to authorize Trade Promotion Author-
ity (TPA), which would establish fi rm rules and help streamline the 
passage of U.S. trade agreements currently in negotiation such as the 
Trans-Pacifi c Partnership (TPP) and Transatlantic Trade and Invest-
ment Partnership (TTIP), this week passed the U.S. Senate Committee 
on Finance with a 20-6 vote, along with three other related trade bills.

“By acting to further break down barriers for American exports, 
we successfully advanced a strong trade agenda that will help move 
America forward,” says Senate Finance Committee Chairman Orrin 
Hatch, R-Utah. “These bills will open new markets for American-made 
products, which is vital for job creation and economic growth. Our work 
is not yet done. We need to continue with our bipartisan efforts and work 
to push these measures through the Congress and enacted into law.”

Sen. Ron Wyden, D-Ore., Ranking Democrat on the Senate Finance 
Committee, says this legislation is a “fresh approach” that will send 
America’s trade policy in a more progressive direction.

“With this legislation, our standards for trade agreements will be 
higher,” Wyden says. “Our enforcement of trade laws will be much 
tougher and our workers will have the support they need. The process 
of negotiating and moving trade agreements will be more open, more 
transparent and more democratic.”

U.S. dairy industry groups have largely supported the passage of 
TPA legislation. (See “Dairy groups urge action on TPA legislation” 
in last week’s issue of Cheese Market News.)

The National Milk Producers Federation (NMPF) and U.S. Dairy 
Export Council (USDEC) note that renewing TPA, which expired in 2007, 
is particularly important to the U.S. dairy industry because the United 
States now exports the equivalent of one-seventh of its milk production.

The International Dairy Foods Association (IDFA) notes that the TPA 
legislation being considered includes several key negotiating objectives, 
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By Alyssa Mitchell

MADISON, Wis. — As the 
dairy industry becomes in-
creasingly globalized, export-
ing continues to gain traction 
for U.S. dairy manufacturers 
as an area of potential revenue 
growth.

At a session Thursday 
during the Wisconsin Cheese 
Industry Conference titled 
“World Markets Knocking at 
Your Door — What are you Go-
ing to Do,” partners in state and 
regional marketing organiza-
tions discussed the resources 
available to cheese manufac-
turers interested in making 
inroads into foreign markets, 
as well as opportunities and 
challenges in exporting.

Stakeholders discuss export 
opportunities, experiences

“The numbers say it all — 
nearly 96 percent of today’s 
consumers live outside the 
United States,” says Ashwini 
Rao, economic development 
consultant with the Wisconsin 
Department of Agriculture, 
Trade and Consumer Protec-
tion (DATCP).

Rao notes that exporting is 
not something for only large 
companies; in fact, small fi rms 
account for 97 percent of all 
exporters, she says.

DATCP’s Wisconsin Inter-
national Agribusiness Center 
assists food and agricultural 
companies to build their 
export business. Services 
include “beginner exporter,” 
with one-on-one consultations 
and educational seminars; 
“intermediate exporter,” which 
overviews export documenta-
tion, market research and 
fi nancing; and “advanced ex-
porter,” which explores promo-
tions and market development 
programs.

Exporting increases sales 
and profi ts and reduces de-
pendence on existing markets, 
she notes.

However, exporting isn’t 
without its challenges. There 
can be administrative costs, 
the need to dedicate personnel 
to travel, a waiting period for 

payments on product shipped 
and other regulatory chal-
lenges to adjust to, Rao says.

“Taking the leap” on export-
ing requires four basic steps, 
Rao notes:

• Management commit-
ment — In order to be a suc-
cessful exporter, companies 
need to make a long-term com-
mitment with a dedicated staff. 
It’s important to understand 
export procedures and have 
knowledge of the various role 
players in the process, Rao says.

• Planning and strategy — 
It’s very important to do foreign 
market research, Rao notes. 
What is the growth potential 
for product in other countries? 
How is it priced there? What 
product design, quality and 
functionality are consumers 
looking for?

• Product readiness — 
Potential exporters need an 
international marketing plan 
with defined goals, strate-
gies and target markets, Rao 
notes. For example, companies 
should think about whether 
their current packaging and 
labeling will work in foreign 
markets. It also is wise to 
engage the services of a sales 
representative or distributor, 
or partner with a local fi rm in 
the desired market.

• Export mechanics — 
Companies need to examine 
if they have the financing 
and production capacity to 
meet export demand. It’s also 
important to be informed of 
regulatory and legal require-
ments for products in other 
countries, Rao notes.

“Export success includes 
critical factors such as a strong 
domestic base — typically — a 
long-term commitment to ex-
porting, allocation of resources 
and a good product,” Rao says.

Merle Snyman, director of 
market research and analysis 
for the U.S. Dairy Export Coun-
cil (USDEC), notes that the 
U.S. dairy industry has had an 
average growth of 21 percent 
per year for the last 10 years 
for dairy exports.

Making the right product, 
packaging and specifi cations 
for each customer can be chal-
lenging, she says.

Specifi cations can be chal-
lenging in markets like Korea, 
for example, as consumers 
there tend to buy in very small 
amounts, requiring very small 
packaging — something U.S. 
manufacturers need to adapt 
to in order to make inroads 
in retail and foodservice, she 
says.

Milk production 
in U.S. climbs 1 
percent in March

A
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WASHINGTON — Milk 
production in the 23 major 
milk-producing states dur-
ing March totaled 16.88 bil-
lion pounds, up 1.1 percent 
from March 2014, according 
to data released this week 
by USDA’s  National Agri-
cultural Statistics Service 
(NASS). (All figures are 
rounded. Please see CMN’s 
Milk Production chart on 
page 23.)
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✦   Guest column:  
     ‘What way to price whey?’
     For details, see page 4.

✦   Cheese stocks down 
     from previous month.  
     For details, see page 6.

✦   EU, U.S. groups hold
      event promoting GIs.  
     For details, see page 12.

✦   Groups tell FDA that 
     GRAS process is fl awed, 
      better oversight needed.  
     For details, see page 16.
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Dry Products*                    April 24, 2015

DRY BUTTERMILK
(FOB)Central & East: $.8000(-3)-$1.0200.
(FOB) West:                 $.8500-$1.0050(-1/2); mostly $.8500(-1)-$.8900.

EDIBLE LACTOSE
(FOB)Central and West:  $.1700(-1)-$.3250(-1 1/2); mostly $.2000-$.2725(-1/4).

NONFAT DRY MILK
Central & East:               low/medium heat $.8550(-8 1/2)-$1.0375(-1 1/2); 
   mostly $.9500(-2 1/2)-$1.0250(-1 1/2).
   high heat $1.0900-$1.2500(+5).
West:                    low/medium heat $.8725-$1.0400(-2); 
                  mostly $.9200-$.9900(-1/2).
   high heat $1.0350(-3/4)-$1.2000(-1).
Calif. manufacturing plants: extra grade/grade A weighted ave. $.9531(-.0234) 
   based on 17,918,100 lbs.  

WHOLE MILK POWDER (National):                      $1.0000(-5)-$1.5400.

WHEY POWDER
Central:    nonhygroscopic $.3600-$.5150(-1/2); 
   mostly $.3900(-1)-$.4500.
West:           nonhygroscopic $.3800-$.5000(-1/2);
   mostly $.4200-$.4600.
(FOB) Northeast:  extra grade/grade A $.4300-$.4950(-1/4).

ANIMAL FEED WHEY (Central): Whey spray milk replacer $.2500-$.3600(-2).

WHEY PROTEIN CONCENTRATE (34 percent):  $.8000(-4)-$1.1000(-2); 
      mostly $.8400(-2)-$1.0200(-1).

CASEIN:   Rennet $3.3500-$3.8000; Acid $3.3500-$4.1000. 

*Source: USDA’s Dairy Market News

1.611
1.704
1.741
1.768
1.802
1.810
1.796
1.792
1.795
1.760
1.755
1.745
1.741
1.745
1.750
1.760

Total Contracts Traded/
Open Interest 
Daily market prices are available by visiting CME’s online statistics sites at http://www.cmegroup.com.
*Total Contracts Traded/Open Interest reflect additional months not included in this chart.
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CHEESE FUTURES* for the week ending April 23, 2015   
 (Listings for each day by month, settling price and open interest)  

                 Fri., April 17         Mon., April 20         Tues., April 21       Wed., April 22      Thurs., April 23

1.616
1.678
1.690
1.740
1.796
1.810
1.800
1.800
1.793
1.748
1.745
1.739
1.730
1.730
1.731
1.757

4,610
4,437
4,343
3,304
3,108
3,105
2,572
2,728
2,549

225
155
176
156
143
137

15

   737/31,838

4,618
4,419
4,341
3,304
3,087
3,117
2,574
2,729
2,563

237
169
192
187
176
171

39

761/32,035

4,638
4,431
4,324
3,303
3,116
3,095
2,585
2,716
2,549

225
153
176
147
125
137

15

1.613
1.661
1.671
1.718
1.765
1.790
1.796
1.800
1.786
1.743
1.745
1.739
1.730
1.730
1.730
1.757

4,602
4,436
4,303
3,307
3,113
3,100
2,583
2,731
2,549

225
153
176
147
125
137

15

     337/31,777

1.612
1.677
1.689
1.729 
1.782
1.803
1.790
1.790
1.785
1.756
1.752
1.741
1.741
1.735
1.740
1.757

4,609
4,450
4,345
3,304
3,105
3,109
2,574
2,729
2,561

229
159
180
165
156
146

20

   300/31,917

1.611
1.632
1.642
1.680
1.730
1.763
1.783
1.794
1.784
1.743
1.738
1.736
1.730
1.730
1.730
1.757

    194/31,810

Total Contracts Traded/
Open Interest 

APR15
MAY15
JUN15
JUL15
AUG15
SEP15
OCT15
NOV15
DEC15
JAN16
FEB16
MAR16
APR16
MAY16

DRY WHEY FUTURES* for the week ended April 23, 2015   
 (Listings for each day by month, settling price and open interest)  

Daily market prices are available by visiting CME’s online statistics sites at http://www.cmegroup.com.
*Total Contracts Traded/Open Interest reflect additional months not included in this chart.

                  Fri., April 17       Mon., April 20       Tues., April 21      Wed., April 22      Thurs., April 23

  18/5,708

46.18
44.75
42.90
42.25
40.48
40.00
39.98
40.00
39.60
40.10
40.90
41.50
41.00
40.53

757
755
795
606
556
557
520
456
444

56
39
29
21
15

    113/5,650

46.25
45.00
43.75
43.40
42.00
41.40
40.50
40.00
39.60
40.10
40.90
41.50
41.00
40.53

768
764
802
618
557
556
520
455
442

56
39
29
19
10

37/5,678

46.18
45.13
43.50
42.25
40.50
39.80
40.00
39.20
40.00
40.90
41.50
41.00
40.00
40.00

757
729
795
607
558
559
520
456
447

58
41
29
28
17

    64/5,655

46.18
44.50
42.90
42.25
40.48
40.00
39.98
40.00
39.20
40.10
40.90
41.50
41.00
40.00

757
756
795
606
558
557
520
456
447

57
39
29
24
17

   17/5,665

46.08
44.63
43.53
43.10
42.00
41.00
40.50
40.00
39.60
40.10
40.90
41.50
41.00
40.53

772
773
809
629
557
555
520
455
442

56
39
29
19
10

(These data, which include government stocks and are reported in thousands of pounds, are based on reports from 
a limited sample of cold storage centers across the country. This chart is designed to help the dairy industry see the 
trends in cold storage between the release of the National Agricultural Statistics Service’s monthly cold storage reports.)

Butter
Cheese

13,971
99,750

+1,235
+1,083

19,919
84,166

+3,335
+4,066

-5,948
+15,584

            +31 
+4

Weekly Cold Storage Holdings     April 20, 2015
 On hand   Week           Change since April 1  Last Year
 Monday   Change Pounds     Percent Pounds Change

CLASS III PRICE 
(Dollars per hundredweight, 3.5% butterfat test)

YEAR
2009
2010
2011
2012
2013
2014
2015

JAN
10.78
14.50
13.48
17.05
18.14
21.15
16.18

FEB
  9.31      
14.28
17.00
16.06
17.25
23.35
15.46 

MAR
10.44
12.78
19.40
15.72
16.93
23.33
15.56

APR
10.78
12.92
16.87
15.72
17.59
24.31

MAY
  9.84
13.38
16.52
15.23
18.52
22.57

JUN
  9.97
13.62
19.11
15.63
18.02
21.36

JUL
  9.97
13.74
21.39
16.68
17.38
21.60

AUG
11.20
15.18
21.67
17.73
17.91
22.25

SEP
12.11
16.26
19.07
19.00
18.14
24.60

OCT
12.82
16.94
18.03
21.02
 18.22
 23.82

NOV
14.08
15.44
19.07
20.83
18.83
21.94

DEC
14.98
13.83
18.77
18.66
18.95
17.82

     Monday     Tuesday    Wednesday    Thursday       Friday   

Chicago Mercantile Exchange 

      April 20      April 21       April 22        April 23       April 24

   
 

Weekly average (April 20-24): Barrels: $1.6220(+.0070); 40-lb. Blocks: $1.6025(+.0285).
Weekly ave. one year ago (April 21-25, 2014): Barrels: $2.2115; 40-lb. Blocks: $2.2205.

Cheese Barrels
Price
Change

Cheese 40-lb. block
Price
Change

Grade A NDM
Price
Change

Weekly average (April 20-24): Grade A: $0.9270(NC).

Grade AA Butter
Price
Change

Class II Cream (Major Northeast Cities): $2.0051(+.0660)–$2.2003(+.0690).

Weekly average (April 20-24): Grade AA: $1.8300(+.0555).

$1.8300 
NC

Sign up for our daily fax or e-mail service for just $104 a year. Call us at 608-288-9090.

Cash prices for the week ended April 24, 2015

$1.6250 
NC

$1.6075  
+3 1/4

$0.9250
NC

$1.8300 
NC

$1.6200 
NC

$1.6100  
NC

$1.8300 
NC

$0.9275 
 NC

$1.8300 
NC

$0.9300 
 +1/4

$1.6200 
NC

$1.6100  
NC

$1.6200 
-1/2

$1.6100  
+1/4

$0.9275
+1/4

$1.8300 
  +2 1/4

$0.9250 
 NC

$1.6250 
NC

$1.5750  
NC
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NEWS/BUSINESS MARKET INDICATORS

For more information please visit www.epiplastics.com

WASHINGTON —  Advertising numbers 
were lower for butter last week, down 67 
percent for the week ending April 17 from 
the prior week, says USDA’s Agricultural 
Marketing Service (AMS) in its weekly 
National Dairy Retail Report released 
April 17.

AMS says national conventional 
butter in 1-pound packs last week had 
a weighted average advertised price of 
$3.26, up from $2.81 one week earlier 
and $2.85 one year earlier.

National conventional varieties of 
natural 8-ounce cheese blocks last week 
had a weighted average advertised price of 
$2.22, down from $2.40 two weeks earlier 

Butter ad volume down, average price up
but up from $2.21 one year earlier.

AMS says 1-pound cheese blocks had a 
weighted average advertised price of $3.94, 
up from $3.47 one week earlier but down 
from $4.31 one year earlier, while 2-pound 
cheese blocks had a weighted average 
advertised price of $6.17, down from $7.36 
one week earlier and $7.96 one year ago.

Meanwhile, natural varieties of 8-ounce 
cheese shreds last week had a weighted 
average advertised price of $2.30, down 
from $2.35 one week earlier and $2.44 one 
year earlier, while 1-pound shreds had a 
weighted average advertised price of $3.99, 
up from $3.08 one week earlier but down 
from $4.62 one year ago, AMS says. CMN

  
Base Skim Milk Price for Class I1:    
Advanced Class III Skim Milk Pricing Factor:    
Advanced Class IV Skim Milk Pricing Factor:  
Advanced Butterfat Pricing Factor2:     
Class II Skim Milk Price:     
Class II Nonfat Solids Price:    
Two-week Product Price Averages:

Butter:     
Nonfat Dry Milk:     
Cheese:      
Dry Whey:      

Advanced Prices and Pricing Factors

Note: The Class I price equals the Class I skim milk price times 0.965 plus the 
Class I butterfat price times 3.5, rounded to the nearest cent.
For information only: The Class I base price is 15.83.
1/ Higher of advanced Class III or IV skim milk pricing factors. The Class I skim milk price equals 
this price plus applicable Class I differential.
2/ The Class I butterfat price equals the price plus applicable Class I differential divided by 100.
       Data provided by USDA

    May 2015
       $9.52/cwt.

$9.52/cwt.
$7.15/cwt.
$1.8972/lb.
$7.85/cwt.
$0.8722/lb.

$1.7381/lb.
$0.9705/lb.
$1.6142/lb.
$0.4600/lb.

     April 2015
       $9.37/cwt.

$9.37/cwt.
$7.93/cwt.
$1.8442/lb.
$8.63/cwt.
$0.9589/lb.

$1.6944/lb.
$1.0577/lb.
$1.5617/lb.
$0.4935/lb.

National Dairy Products Sales Report

Cheese 40-lb. Blocks:

   

 */Revised.  1/Prices weighted by volumes reported. 2/Sales as reported by participating manufacturers. 
Reported in pounds. More information is available by calling AMS at 202-720-4392. 

Average price1 
Sales volume2

Cheese 500-lb. Barrels:
Average price1

Adj. price to 38% moisture
Sales volume2

Moisture content   
Butter:

Average price1

Sales volume2 
Nonfat Dry Milk:

Average price1 
Sales volume2 

Dry Whey:
Average price1 
Sales volume2 

For the week ended:          4/4/15

$1.5758
 12,424,679

$1.6407
$1.5729

9,550,948
35.33

$1.6977
 *2,772,127

*$0.9954
*18,901,616

$0.4679
6,377,117

*$1.5763
 *12,272,933

$1.6855
$1.6131

10,095,742
35.22

*$1.7419
 *3,614,080

*$0.9753
*22,220,358

*$0.4637
*7,109,602

       4/11/15       3/28/15

*$1.5806 
11,596,941

$1.6597
$1.5823

9,711,077
34.97

*$1.6722
 3,140,113

$0.9920
29,160,527

$0.4931
6,594,906

$1.5798
 11,503,083

$1.7223
$1.6396

10,250,823
34.87

$1.7351
 4,590,844

$0.9665
26,419,146

$0.4562
6,983,999

       4/18/15

Daily market prices are available by visiting CME’s online statistics sites at http://www.cmegroup.com. 
*Total Contracts Traded/Open Interest reflect additional months not included in this chart.

Total Contracts Traded/
Open Interest

          Cash-Settled NDM*

APR15
MAY15
JUN15
JUL15
AUG15
SEP15
OCT15
NOV15
DEC15
JAN16
FEB16

 

MAR15
APR15
MAY15
JUN15
JUL15
AUG15
SEP15
OCT15
NOV15
DEC15
JAN16

Total Contracts Traded/
Open Interest

           Fri., April 17        Mon., April 20       Tues., April 21        Wed., April 22     Thurs., April 23

Total Contracts Traded/
Open Interest

APR15
MAY15
JUN15
JUL15
AUG15
SEP15
OCT15
NOV15
DEC15
JAN16
FEB16
MAR16
APR16
MAY16
JUN16

        Class III Milk*

Total Contracts Traded/
Open Interest

              Class IV Milk*

APR15
MAY15
JUN15
JUL15
AUG15
SEP15
OCT15
NOV15
DEC15
JAN16
FEB16

CME FUTURES for the week ended April 23, 2015   

               Fri., April 17        Mon., April 20       Tues., April 21        Wed., April 22      Thurs., April 23

            Fri., April 17        Mon., April 20       Tues., April 21       Wed., April 22      Thurs., April 23

Cash-Settled Butter*

5,509
6,231
5,656
3,920
3,592
3,355
2,967
2,866
2,609

516
355
309
201
161
157

15.84
16.45
16.44
16.90
17.29
17.39
17.40
17.38
17.23
16.85
16.78
16.70
16.57
16.54
16.59

13.64
14.33
14.59
15.15
15.44
15.86
16.12
16.18
16.10
16.21
16.60

396
449
407
237
262
166
165
201
216

35
36

98.40
98.25

101.50
106.03
110.25
115.25
118.25
119.25
119.00
122.50
126.00

810
871
731
653
562
457
392
434
368

86
50

174.00
189.00
190.50
191.50
192.00
192.50
193.00
193.00
191.00
184.50
179.03

885
1,008

876
631
643
648
729
634
400

26
7

    3,233/38,577

     7/2,775

103/5,533

111/6,510

5,475
6,197
5,510
3,931
3,565
3,315
2,955
2,850
2,585

526
348
308
181
131
157

15.80
15.99
16.00
16.36
16.85
17.16
17.25
17.26
17.10
16.80
16.75
16.70
16.57
16.51
16.54

13.65
14.28
14.48
14.97
15.16
15.65
15.97
16.06
16.10
16.21
16.60

391
459
407
235
262
166
165
201
216

35
36

       154/2,768

98.10
98.35

101.00
105.03
109.50
114.00
116.60
117.50
118.00
122.50
126.00

810
886
752
645
564
459
387
436
367

86
50

29/5,558

174.00
187.38
190.00
190.50
191.50
192.00
193.75
193.75
193.00
184.00
175.00

884
988
862
612
616
604
683
626
376

9
3

107/6,282

   1,960/38,733

5,310
6,311
5,740
3,953
3,569
3,389
2,968
2,874
2,621

515
355
315
212
174
165

13.64
14.39
14.88
15.16
15.47
15.86
16.12
16.18
16.10
16.21
16.60

    44/2,809

98.00
99.85

102.50
107.00
111.05
115.75
118.50
119.03
119.00
123.50
127.00

210/5,611

795
904
728
662
555
456
406
436
371

88
52

174.00
189.50
191.50
192.10
192.50
192.50
193.00
193.00
191.00
184.50
179.03

76/6,567

884
1,002

884
633
663
656
753
636
400

26
7

5,458
6,246
5,499
3,921
3,577
3,321
2,955
2,851
2,585

517
350
309
195
140
157

15.84
16.28
16.32
16.76
17.15
17.36
17.40
17.40
17.24
16.85
16.78
16.71
16.57
16.54
16.59

   

13.65
14.33
14.48
15.01
15.44
15.74
16.02
16.06
16.10
16.21
16.60

391
449
407
235
262
166
165
201
216

35
36

   22/2,768

98.13
98.50

101.25
105.78
111.00
115.50
118.50
118.25
118.00
122.50
126.00

810
869
752
645
563
457
390
436
367

86
50

37/5,544

174.00
187.38
189.00
190.00
191.00
191.50
193.00
192.98
190.98
185.50
179.03

884
1,001

882
630
642
639
712
629
394

26
7

320/6,469

15.80
16.71
16.95
17.18
17.41
17.45
17.40
17.35
17.20
16.90
16.87
16.83
16.65
16.60
16.62

399
447
402
238
262
166
165
201
216

40
41

5,536
6,373
5,737
3,930
3,607
3,377
2,970
2,873
2,620

517
356
311
209
174
165

15.83
16.44
16.43
16.78
17.15
17.25
17.22
17.21
17.14
16.83
16.84
16.75
16.60
16.60
16.61

  1,408/38,943

13.64
14.33
14.66
15.05
15.44
15.86
16.12
16.18
16.10
16.21
16.60

399
452
407
237
262
166
165
201
216

35
36

     15/2,788

98.00
98.68

102.50
106.50
110.00
114.73
117.25
119.03
119.00
123.50
127.00

807
880
736
660
562
457
398
434
368

88
52

108/5,594

174.00
189.00
190.50
191.50
192.00
192.50
193.00
193.00
191.00
184.50
179.03

884
1,006

876
632
656
652
745
636
400

26
7

   61/6,543

                         Fri., April 17        Mon., April 20        Tues., April 21       Wed., April 22      Thurs., April 23

    1,784/38,252       1,020/38,205

http://www.epiplastics.com/
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Mike McCully is owner of the 
McCully Group LLC, Chicago, which 
provides management consulting 
for dairy and food companies. He 
contributes this column exclusively 
for Cheese Market News®.

Perspective:
Dairy Prices

What way to price whey?

Strategic Consulting for  
Dairy and Food Companies

Mike McCully
312-646-0361
mike@themccullygroup.com
www.themccullygroup.com

The McCully Report
is a monthly dairy market newsletter developed 
from the perspective of a buyer and risk manager. 

The McCully Report condenses the key  
dairy market drivers and provides commentary 
along with forecasts for the major dairy  
commodities including cheese, whey, WPC 34, 
WPC 80, lactose, butter, and NFDM plus FMMO 
milk price forecasts for all 4 classes as well as 
California 4A and 4B milk prices. In addition,  
an optional 30-minute monthly call  
offers a customized way to discuss  
specific markets and topics.

For more information please visit www.themccullygroup.com

Connie Tipton is president and 
CEO of the International Dairy 
Foods Association. She contributes 
this column exclusively for Cheese 
Market News®.

Perspective:
Industry Issues

Letting markets do
the job of moving milk 

G U E S T  C O L U M N I S T S C M N  E x c l u s i v e !   

Finding solutions always supposes 
there’s agreement on the problem. 
Ah — it appears therein lies the rub!

Let’s briefl y remind ourselves why 
federal and state regulation of milk prices 
began in the 1930s. The dairy market-
place was very different 80 years ago.

• There were huge seasonal swings in 
farm milk production due to widespread 
reliance on pasture and the inability 
to harvest and store suffi cient forages 
for the long winter, using mostly horse 
power. (By the way, much of that stored 
feed was needed for those same horses).

• Dairy producers were reluctant to 
invest in farm improvements that were 
necessary to become Grade A; while more 
Grade A milk was needed in the late fall 
and winter when milk production fell, that 
same Grade A milk had trouble fi nding a 
processing home during the fl ush spring 
production and through the summer.

• In the 1930s, farm milk and dairy 
products rarely crossed more than one or 

two state lines to serve consumers, because 
the country just did not have an adequate 
refrigerated supply chain and transpor-
tation network. Even if it that network 
had been in place, only a relatively small 
percentage of households had adequate 
refrigeration. It was a time when making 
sure every local area of the country had a 
ready supply of milk was important.

• Finally, dairy farm operations were 
much smaller then, output per cow 
was much lower and dairy producers 
marketed much less milk. At the same 
time, however, milk processors and dairy 
product manufacturers were growing 
larger at a faster pace, often putting dairy 
producers in a disadvantageous position 
in negotiating a price for their milk. 

OK, we know why the government 
stepped into this space 80 years ago, but 
why is it still here regulating milk prices 
in today’s marketplace?

Seasonality of farm milk produc-
tion is no longer an issue in the United 
States, and 99 percent of our farm milk 
production is Grade A. The vast majority 
of dairy producers, representing more 
than 84 percent of all farm milk, work 
through cooperatives to market their 
milk, and those cooperatives are often 
larger than their processor customers. 
Also, our refrigerated supply chain safely 
delivers fresh milk and dairy products 
anytime, anywhere, even overseas. 

These positive changes came largely 
from new technologies and innovation, 
major improvements in infrastructure 
and a focus on delivering what consum-
ers want when they want it. Federal 
orders may have helped manage the 
problems in the dairy marketplace of 
80 years ago, but price regulations did 
not solve those problems; technological 
change, capital investments and a focus 
on the consumer are mostly responsible 
for the changes since then.

Even though the dairy marketplace 
today is not anything like it was in the 
1930s, many in the U.S. dairy industry 
cling to the false assumption that they 
still need farm milk price regulations. In 
today’s global environment, other coun-
tries have recognized much more quickly 

Over recent months, problems with 
whey pricing have become more ap-
parent. Prices in the USDA National 
Dairy Products Sales Report (NDPSR) 
for dry whey have not refl ected actual 
market conditions. At times earlier in 
the year, spot prices for dry whey were 
signifi cantly below the NDPSR price. 
As a result, the cost of other solids 
(whey solids) in Class III milk was 
overstated versus the market, causing 
losses for cheese plants. Additionally, 
plants making higher-protein products 
have seen margins shrink, as their 
milk cost, based on dry whey, did not 
refl ect the value of the whey products 
they were selling. 

One could argue whey should be 
removed completely from the federal 
order Class III milk price formula. 
Over the next few years, the industry 
will likely engage in that debate, 
and more generally about how milk 
should be priced. But in the short-
term, there are several options the 
industry could consider to improve 

whey price discovery.
In the late 1990s, when federal 

order reform was being deliberated, 
dry whey was selected as the product 
to value other solids in Class III milk. 
In 1998, total dry whey production in 
the United States totaled 1.178 billion 
pounds. But by 2014, that fi gure had 
dropped 26 percent to 870 million as 
cheese plants shifted production to 
higher-protein whey products. In just 
the last fi ve years, high-protein whey 
protein concentrate (WPC) production 
has increased nearly 40 percent while 
dry whey production has declined 10 
percent. So, while dry whey powder 
was a good representative product of 
the whey complex 15-20 years ago, it 
is much less so today. 

 Price discovery for whey products is 
less than optimal, or in the case of high-
protein products, non-existent. Prices 
for dry whey in the United States are 
available from several sources includ-
ing daily Chicago Mercantile Exchange 

Turn to MCCULLY, page 8 a

Turn to TIPTON, page 5 a

http://www.themccullygroup.com/
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What is Ultra Safe Technology (UST)?

UST is a revolutionary new line of brooms and brushes with innovative technology that 

utilitzes enhanced bristle security units directly molded to the brush block, removing 

any gaps or seams while offering unprecedented bristle retention strength. 

The hand brushes, deck scrubs, and sweeping brooms each have a unique bristle pattern 

to optimize function, while spacing between the bristle units makes each tool easier to 

clean, dry, and inspect. 

1-800-826-8302 
nelsonjameson.com.comj

 Introducing
Ultra Safe Technology 

Brooms and Brushes

Contact us today for more information. 

For more information please visit www.nelsonjameson.com

FOR MORE INFORMATION, VISIT US ON THE WEB AT

www.johnsonindint.com

Offering the most efficient cooling and  
uniform salt uptake methods available,
our brine systems meet the challenge  
of efficient brining with pre-fabricated  
technology and cost-saving features.

Static, Dynamic, Gantry Crane,
and Intelligent Brining Systems

BRINE
SYSTEMS

For more information please visit www.johnsonindint.com

the value and benefi ts of free-market 
competition. Just look around: There 
are no government-enforced milk prices 
in New Zealand or the European Union, 
the two leading dairy exporters, nor in 
any other major dairy exporting country 
except the United States.

But we’re making a little progress. Here 
in the United States, we fi nally recognized 
that the dairy price support program, 
designed when our markets were strictly 
domestic, was outdated and not serving 
the interests of the major dairy exporter 
our country has become. We did not tinker 
with the existing program; we got rid of it.

 So, what makes sense for U.S. milk pro-
duction and pricing in 2015 and beyond?

Thanks to the 2014 Farm Bill, our dairy 
farmers now have a safety net in place, 
the Margin Protection Program for Dairy 
(MPP-Dairy). For $100 a year, farmers 
can sign up and get catastrophic coverage 
when the margins between milk prices and 
feed are squeezed, and they can invest in 
greater coverage on their own. 

The industry also enjoys tremendous 
opportunity through growth in demand for 
dairy in emerging markets. Fortunately, 
our entire supply chain has the produc-

tion capacity, backed by infrastructure, 
technology and innovation, to support 
continued market growth.

But regulated prices are hurting 
products in our domestic markets. Fluid 
milk, cultured products and ice creams, 
known as Class I and Class II products 
under the federal milk marketing order 
system, are being priced by formulas 
based on prices paid for products in 
export demand. The formulas are forcing 
higher retail prices for the Class I and II 
domestic products, driving consumers to 
non-dairy products that cost less.

It is time to change this outdated milk 
pricing system to allow current markets 
to work effi ciently with milk moving to 
its highest value use instead of moving 
according to complicated formulas.

It is time for the industry to agree 
that we have a problem and to come 
together to talk about phasing out the 
federal regulated pricing and pooling 
provisions under our federal milk market-
ing order system. The facts about market 
changes and future opportunities for the 
U.S. dairy industry clearly point to letting 
markets do the job of moving milk. CMN

The views expressed by CMN’s guest 
columnists are their own opinions and 
do not necessarily refl ect those of Cheese 
Market News®.

TIPTON
Continued from page 4

NEWS/BUSINESS

MADISON, Wis. — The board of direc-
tors for the Wisconsin Milk Marketing 
Board (WMMB) has unanimously 
approved $30.3 million program plan 
and budget covering the 2016 fi scal 
year (FY) which begins July 1 and runs 
through June 30, 2016.

According to WMMB, the FY2016 
plan covers in-state and national 
cheese and dairy product promotion; 
retail, food processing and foodservice 
marketing and education programs; 
national communications activities and 
administrative budgets.

The FY2016 budget is $1.4 million 
greater than last year due to increased 
milk production.  

“Our goal, and the goal of all Wiscon-
sin dairy farmers, is to grow the demand 
for Wisconsin’s dairy products,” says 
Connie Seefeldt, board chair, WMMB. 
“This budget and the projects outlined 
support that mission while continuing 
to support our schools and nutrition 
education, and continue to expand the 
market opportunities for our products.”

WMMB says communications ac-
tivities in the FY2016 budget include 
national Wisconsin Cheese advertising 
and public relations, in-school nutri-
tion education programs and Fuel Up 
to Play 60 conducted by the Wisconsin 
Dairy Council and statewide promo-
tion programs for fl uid milk and other 
Wisconsin dairy products. 

Also included are promotional sup-
port for statewide June Dairy Month 
events, the Tour of America’s Dairyland 
cycling series, Wisconsin State Fair 
activities and various farm shows. 
Other in-state seasonal activities will 
include sponsorship of the WIAA high 
school state tournaments and other 

Wisconsin Milk Marketing Board directors 
approve $30.3 million budget for FY2016

sports-oriented marketing promotions 
involving teams at the University of 
Wisconsin-Madison, University of 
Wisconsin-Green Bay and Marquette 
University.

Support for Wisconsin’s Alice in 
Dairyland program and the year-round 
promotion activities conducted by 63 
County Dairy Leader Groups are again 
part of the FY2016 budget and promo-
tional plan, says WMMB. Also included 
next year are the America’s Dairyland 
television series, the weekly Wisconsin 
Dairy News segments and the online 
magazine, Grate. Pair. Share.

WMMB says the FY2016 budget 
continues to build on the organization’s 
success in reaching consumers through 
social media portals and through popu-
lar websites which helped generate 2 
billion consumer impressions last year.

Plans for the upcoming year con-
tinue to support Wisconsin Cheese 
promotion and activities in all 50 states 
and continuing promotional initiatives 
within the state for all Wisconsin dairy 
products, according to WMMB. At the 
national level, activities include retail 
and foodservice promotions, buyer edu-
cation, manufacturer/marketer co-op 
product demos, point-of-sale informa-
tion and in-store Wisconsin Cheese 
signage. 

Expanding Wisconsin identifica-
tion on more retail cheese packaging 
is included in the plan, as well as an 
increased focus on more Wisconsin 
Cheese used in the pizza, burgers and 
sandwich segments.          

The FY2016 budget continues 
support for the University of Wis-
consin-Madison Center for Dairy 
Research (CDR).            CMN

http://www.nelsonjameson.com/
http://www.johnsonindint.com/
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For more information please visit www.ivarsoninc.com

We’re Proud to Offer White and Colored Cheddar 
Ranging from Mild to Extra Sharp in Flavor

 ■ Wisconsin Premium 640’s
 ■ Wisconsin Premium 40 lb. Blocks
 ■ Wisconsin Premium 500 lb. Barrels
 ■ Wisconsin Premium Organic Sharp Cheddar,  
Monterey Jack, Colby, Pepper Jack & Much More

 

NOVAK'S CHEESE OF WISCONSIN, INC.
Tel: 920.338.1571   Fax: 920.338.1714

Bill Novak II & Ben Novak

www.novakscheese.com

4 Generations 
in the Cheese 

Business

Third Generation Wisconsin 
Licensed Cheese Maker  
and Wisconsin  
Licensed Cheese  
Grader

For more information please visit www.novakscheese.com

Jen Burkhardt is vice president of 
transportation at WOW Logistics. 
She has 19 years of transportation 
and logistics experience. She 
contributes this column exclusively 
for Cheese Market News®.

Perspective:
Industry Logistics

Improve your operating income
by getting control of transportation

How much are you spending on 
transportation?

Most companies don’t know. They 
view their transportation departments 
as cost centers. 

Transportation, however, is much 
more than just a business expense. 
With the proper management, it can be 
a powerful tool in improving operating 
income. When shipping costs become 
a known, they are better controlled, 
which benefi ts the bottom line.
• A view of the landscape

Shipment volumes are growing; 
capacity is down; and that capacity is 
further reduced for those in the dairy 
industry requiring carriers skilled in 
moving food products and refrigerated 
loads. The bottom line is that costs are 
rising at a faster rate than the volumes 
themselves. The Cass Freight Index, 
which gauges monthly shipment vol-
umes and expenditures, shows linehaul 
rates increasing an average of 6.6 per-
cent year over year.  In 2015, prices are 

expected to rise as much as 9 percent 
because of growing demand.

All this adds up to a simple truth: 
Companies can no longer operate with 
a business-as-usual mentality when it 
comes to transportation. Price hikes 
have to be offset, and that requires 
strategy, measurement and subject 
matter expertise to mitigate.  
• Creating a baseline

To begin driving transportation cost 
out of the supply chain, a company needs 
to fully understand what those charges 
are. You can’t manage what you can’t 
measure. 

Ultimately, the goal is to determine 
what percent of annual revenue trans-
portation expenditures account for. This 
fi gure must be all-inclusive: inbound, 
outbound, shuttles, transfers, all modes 
for a true landed cost.

The investigation may take time. 
However, a skilled transportation 
professional can assist companies in 
uncovering all transportation costs, 
for instance ones that may be hidden 
in vendor contracts. This exercise 
indicates two things: 1. Transporta-
tion is a complicated, multi-layered 
system; 2. Any system this complex must 
have ineffi ciencies that are impacting 
company profi ts.  Again, these are real 
dollars worth saving by being focused 
on transportation.
• A decision point

Companies that make it to the point 
of understanding their true transporta-
tion costs, and the two takeaway points, 
now must make a decision. Can they 
effi ciently manage this system in-house, 
or are they better served by outsourcing 
the function to a specialist in managed 
transportation?

Smaller companies with straight-
forward supply chains may be able to 
manage the task in-house. However, 
fi rms with more complex systems may 
fi nd that the internal investment in 
people, processes and technology 
pushes their attention too far from 
their core competency. This is where a 
managed transportation solution makes 
the most sense and can ultimately help 

Turn to BURKHARDT, page 7 a

NEWS/BUSINESS

WASHINGTON — Total U.S. natural 
cheese stocks in refrigerated warehouses 
on March 31, 2015, at 1.06 billion pounds, 
were down 116,000 pounds or less than 
1 percent from Feb. 28, 2015. However, 
March cheese stocks were 4 percent 
higher than March 2014’s 1.02 billion 
pounds, USDA’s National Agricultural Sta-
tistics Service (NASS) reports this week.

American-type cheese stocks to-
taled 629.5 million pounds March 31, 
2015, down 2 percent from Feb. 28, 
2015’s 642.2 million pounds and down 
2 percent from March 31, 2014’s 639.1 
million pounds.

Swiss cheese in cold storage totaled 
24.6 million pounds March 31, 2015, up 4 

Cheese stocks down from previous month
percent from Feb. 28, 2015’s 23.6 million 
pounds but 10 percent lower than the 
27.4 million pounds of Swiss cheese in 
cold storage at the end of March 2014.

Other natural cheese in cold storage 
totaled 408.7 million pounds March 31, 
2015, up 3 percent from Feb. 28, 2015’s 
397.0 million pounds and 16 percent 
higher than the 351.8 million pounds in 
cold storage at the end of March 2014.

NASS reports butter in cold storage 
March 31, 2015, amounted to 184.3 mil-
lion pounds, up 4 percent from the 177.4 
million pounds in cold storage at the end 
of February 2015 but 4 percent lower 
than the 191.8 million pounds in cold 
storage at the end of March 2014. CMN

http://www.novakscheese.com/
http://www.ivarsoninc.com/
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BURKHARDT
Continued from page 6

For more information please visit www.ricedairy.com

NEWS/BUSINESS

    A growing portion of the global dairy industry relies on this team for strategizing and  

          executing their price risk management.

       Open a brokerage account today and let our team become an extension of yours.      

Toll Free: 866.334.2684 | www.ricedairy.com

companies reap greater effi ciency, lead-
ing to greater savings.

The simple question to ask is: Would 
my company be in a better position 
fi nancially with staff focused on manu-
facturing dairy products and selling 
these products or calling around for 
trucks, auditing carrier invoices and 
chasing insurance forms? 
• Looking for the savings

The fi rst step in reducing transporta-
tion supply chain costs and adding more 
dollars to your bottom line is bringing 
all transportation functions under one 
area. Centralizing transportation man-
agement can bring savings of between 
10 and 30 percent. Companies should 
have all inbound, outbound and inter-
facility shipments centrally managed. 
Doing so not only brings with it sav-
ings, but it also gives the company the 
greatest fl exibility to adapt as goals or 
needs change.

Along with central management, key 
performance indicators (KPIs) should 
be created to measure the effectiveness 
of the transportation system as a whole. 
Don’t underestimate the importance of 
KPIs. Transportation systems without 
KPIs, or ones that fail to meet them, 
are wasting money. Those are dollars 
taken from your bottom line.

Technology is the other cornerstone 
to an overall transportation savings 
strategy. It’s also the area where many 
companies conclude outsourcing 
transportation management makes 
more sense than investing in systems 
of their own.

Companies must have technology 
that enables them to manage rates, car-
riers, capacity needs, tracking/tracing 
and reporting. Effective management 
necessitates integration between an 
ERP and the Transportation Manage-
ment System.

Automating these activities will 
drive major effi ciencies, eliminate er-
rors and give management access to big 
data. Armed with big data, companies 

are better able to manage supply chain 
operations and quickly course correct 
to meet new needs or challenges. 
• Final thoughts

Transportation spending is not an 
ancillary expense. Like it or not, this is 
a part of the overall cost of the product 
you are sending to market. Without a 
fi rm handle on transportation costs, 
companies may not be accurately pric-
ing their product … thus, reducing their 
profi t potential. 

Put simply, if each year buckets of 
company money were being thrown in 
a dumpster, you would want to know 
about it and stop it. If you don’t know 
how much your company is spend-
ing on transportation, there’s a good 
chance dollars are being wasted. CMN

The views expressed by CMN’s guest 
columnists are their own opinions 
and do not necessarily refl ect those of 
Cheese Market News®.

ALBANY, N.Y. — Consumers in New 
York’s Sullivan County and the sur-
rounding area were recently warned 
by New York Agriculture Commissioner 
Richard A. Ball recently not to consume 
unpasteurized milk from the Richard 
Dirie Farm due to possible Listeria 
contamination. 

A sample of the milk, collected by an 
inspector from the department’s Divi-
sion of Milk Control and Dairy Services 
April 7, was subsequently tested by 
the department’s food laboratory and 
discovered to be contaminated with 
Listeria monocytogenes.

Listeria found in New York farm’s raw milk
On April 9, the producer was noti-

fi ed of the preliminary positive test 
result and he volunteered to suspend 
raw milk sales until the sample results 
were confi rmed. Further laboratory 
testing, completed April 15, confi rmed 
the presence of Listeria monocyto-
genes in the raw milk sample. The 
producer now is prohibited from selling 
raw milk until subsequent sampling 
indicates that the product is free of 
harmful bacteria.

To date, the department knows 
of no illnesses associated with this 
product.                   CMN
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(CME) futures prices and weekly 
NDPSR and Dairy Market News prices. 
One of the main issues with the NDPSR 
price series is its circularity where this 
week’s reported price is a refl ection of 
last week’s price due to the number of 
NDPSR-based contracts included in the 
weekly report. This keeps the NDPSR 
price from being an accurate indicator 
of current cash prices. In addition, dry 
whey is a product where a signifi cant 
amount of product is bought and sold by 
brokers/resellers, yet those prices are 
not included in the NDPSR price series. 
Daily price action at brokers/resellers 
is the tip of the spear when it comes to 
price discovery. If the industry wants 
the most refl ective current market 
prices available, brokers/resellers could 
be added to NDPSR price reports. The 
other main source of dry whey prices 
is the voluntary reporting from Dairy 
Market News. This series also has been 
criticized in recent times as not refl ect-
ing current market conditions. A task 
force at the American Dairy Products 
Institute has been working with USDA 
to improve both the whey and lactose 

price reporting in Dairy Market News. 
Unfortunately, it will take time to sort 
out the pros and cons. 

One idea that has been discussed in 
the past is the development of a spot 
or cash market for whey at the CME. 
For years, the dairy industry has used 
the CME spot markets for price discov-
ery for cheese and butter, and more 
recently, for nonfat dry milk (NDM). 
Could a spot market for whey provide 
the industry with a standard price 
benchmark? This idea is appealing for 
several reasons: the industry uses the 
CME for price discovery for cheese, but-
ter, and NDM; spot prices would refl ect 
current market conditions; and if the 
industry evolved to CME-based pricing, 
the circularity in the NDPSR would be 
reduced or eliminated. As a corollary, 
NDPSR prices for NDM also have suf-
fered from the circularity issue, but as 
more companies have moved to CME-
based pricing, this is a much smaller 
problem than past years. A CME spot 
market is not without some drawbacks, 
though. By defi nition, a spot market is 
more volatile as the price refl ects the 
marginal value of a product. The indus-
try would need to decide whether this 
is desirable or not. And at some point, 
CME futures markets could be used for 

G U E S T  C O L U M N I S T C M N  E x c l u s i v e !   

price discovery like other agricultural 
commodities, although the current milk 
pricing system makes this unlikely. 

Another question about a CME 
spot market for whey is which product 
should be traded — dry whey, WPC-34 
or WPC-80. As noted above, dry whey is 
becoming less relevant. With increas-
ing focus on protein, either WPC-34 or 
WPC-80 might be a better option. A price 
for WPC-34 could be used to base other 
whey products off of given different 
protein levels. One could argue WPC-
80 has become the commodity whey 
product, yet without any price history to 
analyze, it is diffi cult to determine how 
this would work. There is a case to be 
made for each product, with dry whey 
the most likely candidate as it aligns 
with the current milk pricing system.

Instead of a spot market for WPC-80, 
another idea worth exploring is moving 
to index pricing. While WPC-80 produc-
ers have not been interested in index 
pricing in the past, the recent margin 
problems with WPC-80 and lactose 
production might be a reason to at 
least pilot some pricing programs with 
interested customers. If a WPC producer 
sold product based off the NDPSR dry 
whey price times a multiple (for example 
7.5), the plant would gain more certainty 

around its margins. It also would foster 
increased risk management as both 
buyers and sellers could use CME whey 
futures to hedge their positions. In con-
versations with WPC producers this year, 
it seems there is increased interest in 
this concept. There are likely benefi ts 
to both buyer and seller in a new pricing 
mechanism for WPC-80. 

While the question of how to value 
whey in milk formulas will be debated 
over the next several years, and possibly 
beyond, there are some short-term solu-
tions to some of the pricing problems in 
the whey complex. First, improvements 
can be made to USDA price reporting of 
whey and lactose in both the NDPSR and 
Dairy Market News reports. In addition, 
the industry should consider developing 
a new spot market at the CME to help 
in price discovery. Finally, there seems 
to be interest in new methods of pricing 
WPC-80 using an index with dry whey. 
While each idea faces some hurdles, 
they can help move the industry to a 
better place in terms of price discovery 
for whey products.                           CMN

The views expressed by CMN’s guest 
columnists are their own opinions 
and do not necessarily refl ect those of 
Cheese Market News®.

For more information please visit www.prospectanalytical.com
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http://www.abprocess.com/
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BRENHAM, Texas — Blue Bell Ice 
Cream this week announced it is vol-
untarily recalling all of its products 
currently on the market made at all of 
its facilities, including ice cream, fro-
zen yogurt, sherbet and frozen snacks, 
because they have the potential to be 
contaminated with Listeria monocy-
togenes. 

The U.S. Centers for Disease Con-
trol and Prevention (CDC) this week 
announced that a total of 10 patients 
infected with several strains of Listeria 
monocytogenes were reported from four 
states: fi ve from Kansas, three from 
Texas, and most recently, one from 
Arizona and one from Oklahoma. Illness 
onset dates ranged from January 2010 
through January 2015. All 10 patients 
were hospitalized. Three deaths were 
reported from Kansas within the last 
year. Three strains associated with these 
case patients have been identifi ed in 
products manufactured at either the 
Blue Bell production facility in Broken 
Arrow, Oklahoma, or Brenham, Texas.

The decision to recall all items was 
the result of fi ndings from an enhanced 
sampling program initiated by Blue Bell 
which revealed that Chocolate Chip 
Cookie Dough Ice Cream half gallons 
produced on March 17, 2015, and March 
27, 2015, contained Listeria monocy-
togenes. This means Blue Bell now has 
had several positive tests for Listeria 
in different places and plants.

In addition to its Broken Arrow and 
Brenham facilities, Blue Bell also has 
a facility in Sylacuaga, Alabama. FDA 
currently has open investigations at all 
of these locations.

The Blue Bell products being re-
called are distributed to foodservice 
accounts, convenience stores and 
supermarkets in Alabama, Arizona, 
Arkansas, Colorado, Florida, Georgia, 
Illinois, Indiana, Kansas, Kentucky, 
Louisiana, Mississippi, Missouri, Ne-
vada, New Mexico, North Carolina, Ohio, 
Oklahoma, South Carolina, Tennessee, 
Texas, Virginia, Wyoming and interna-
tional locations.

“We’re committed to doing the 
100-percent right thing, and the best 
way to do that is to take all of our 
products off the market until we can 
be confi dent that they are all safe,” says 
Paul Kruse, Blue Bell CEO and presi-
dent. “We are heartbroken about this 
situation and apologize to all of our loyal 
Blue Bell fans and customers. Our entire 
history has been about making the very 
best and highest quality ice cream, and 
we intend to fi x this problem.” 

Kruse adds that at this point, the 
company cannot say with certainty how 
Listeria was introduced to its facilities, 
so it has taken the step to recall all of 
the products.

Blue Bell is implementing a proce-
dure called “test and hold” for all prod-
ucts made at all of its manufacturing 
facilities. This means that all products 

Blue Bell Creameries recall now includes 
all products; two more illnesses reported  

will be tested fi rst and held for release 
to the market only after the tests show 
they are safe. The company’s Broken Ar-
row facility, which recently suspended 
all operations, will remain closed as 
Blue Bell continues to investigate. 
(See “Blue Bell suspends production 
at plant linked to Listeria monocyto-
genes outbreak” in the April 10, 2015, 
issue of Cheese Market News.) The 
company is implementing additional 
safety procedures and testing and says 
it expects to resume distribution soon 
on a limited basis once it is confi dent 
in the safety of its product.  CMN

NORTHFIELD — Kraft announced 
this week that starting in January 2016 
its Original Kraft Macaroni & Cheese 
in the United States will no longer be 
made with artifi cial preservatives or 
synthetic colors.

Kraft says it will replace the syn-
thetic colors with those derived from 
natural sources like paprika, annatto 
and turmeric while still delivering the 
same great taste that people know and 
love from the iconic “blue box.”

In Canada, the company will remove 
synthetic colors by the end of next year 
in Kraft Dinner Original.  

Kraft to remove synthetic colors, artifi cial  
preservatives from its mac and cheese

In 2014 in the United States, Kraft 
Mac & Cheese Boxed Shapes launched 
with 6 grams of whole grains per serving, 
reduced saturated fat by 25 percent, 
lowered sodium by 100 mg per serving 
and no synthetic colors. In Canada, 
Kraft Dinner Boxed Shapes launched 
with no synthetic colors while Kraft 
Dinner Original has reduced sodium 
by 19 percent since 2012.

This year, the company says Kraft Mac 
& Cheese Boxed Shapes in the United 
States moved to no artifi cial preservatives. 
All Boxed Shapes have no artifi cial fl avors, 
preservatives or synthetic colors.  CMN

http://www.gea.com/
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MADISON, Wis. — Wisconsin Depart-
ment of Agriculture, Trade and Consumer 
Protection (DATCP) invites dairy proces-
sors to apply for the Grow Wisconsin 
Dairy 30x20 Processor Grants. 

According to DATCP, the grants are 
intended to foster innovation, improve 
profi tability and sustain the long-term 
viability of Wisconsin’s dairy processing 
facilities. 

“The demand for quality Wisconsin 
dairy products continues to grow around 
the world,” says Dan Smith, division of 
agricultural development administrator, 
DATCP. “To meet the demand, dairy pro-
cessors need to be innovative, effi cient 
and adaptable. They need to be able to 
meet a number of regulatory require-

DATCP accepting applications for grants
ments. These grants are designed to 
help them do so.”

The Grow Wisconsin Dairy 30x20 
Processor Grant is customizable for each 
processor and can be used to hire consul-
tants to address a wide range of business 
needs including food safety, staff training 
or modernization, DATCP says. 

Eligible applicants must operate a 
licensed dairy processing plant engaged 
in pasteurizing, processing or manufac-
turing milk or dairy products that is, or 
will be, located in Wisconsin.

The application deadline is June 1. 
Successful applicants will be notifi ed 
by Aug. 1. For application materials, 
visit datcp.wi.gov/Farms/Dairy_Farm-
ing/Processor_Grant.                  CMN

YACOLT, Wash. — Spanish Sonrise 
Dairy recently recalled its “Natural Raw 
Milk,” “Natural Raw Goat’s Milk” and 
“Natural Raw Cream” with the expira-
tion dates of April 16 through April 21. 
The recall comes after routine sampling 
by the Washington State Department 
of Agriculture discovered that the 
products could be contaminated with 
Listeria monocytogenes.

Washington dairy recalls raw milk products
The products were sold at Amboy 

Market in Amboy, Washington; Sonrise 
Market in Battle Ground, Washington; 
Camas Produce in Camas, Washington; 
and New Season’s Market and Arnada’s 
Naturals in Vancouver.

Following the recall, the dairy 
announced on its Facebook page 
that it will be closing its business 
and selling the dairy.                CMN

New resolution

INCLINE VILLAGE, Nev. — The California Cheese & Butter Association held 
its annual convention here April 17-19 at the Hyatt Lake Tahoe. Among the 
highlights of the convention was a State Assembly Resolution from Assembly-
man Henry Perea and the California Legislature, recognizing the association 
on its 50th convention since it was founded in 1923. Standing above with the 
framed resolution is David Viviani, vice president of marketing at Sonoma 
Creamery and former California Cheese & Butter Association president.      CMN

For more information please visit www.intlfcstone.com/events

http://www.toraywater.com/
http://www.intlfcstone.com/events
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such as the reduction or elimination 
of tariffs, robust rules on sanitary and 
phytosanitary measures, and preventing 
the improper use of geographical indica-
tions (GIs), all of which make it easier 
and less costly for U.S. dairy companies 
to compete globally.

“TPA is key to making sure the U.S. dairy 
industry gets the best possible outcomes in 
trade agreements, and we strongly encour-
age Congress and the president to work 
together to enact it as soon as possible,” says 
Connie Tipton, president and CEO, IDFA.

The Consortium for Common Food 
Names (CCFN) applauds the inclusion 
of strong language in the TPA bill on 
the need to curtail improper use of GIs.

“The GI provision recognizes that we 
have a real problem of the European Union 
wielding the leverage of its free trade 
agreements to give advantage to select EU 
producers, and this is unacceptable,” says 
Jaime Casteneda, CCFN executive director. 
“This abuse of GI policy is harmful to U.S. 
exporters, as well as producers in many 
developing countries around the world.

“Leaders in the U.S. Congress — as well 
as U.S. negotiators — have been doing a 
tremendous service to food producers by 

TRADE
Continued from page 1

repeatedly and plainly stating that these 
abuses cannot be tolerated,” he adds.

Meanwhile, some remain critical of 
TPA, including the National Farmers 
Union (NFU), which says it objects to 
the fact that TPA only allows Congress 
to have an up or down vote on the fi nal 
trade package, regardless of how many 
objectionable provisions it contains.

“TPA is just the continuation of the 
same old thing, trade agreements that 
make huge promises of prosperity and 
jobs to the American public and deliver 
nothing but bigger defi cits, exported jobs 
and lost domestic agricultural sales,” says 
Roger Johnson, president, NFU.

President Obama has praised the 
TPA legislation, saying it will help the 
United States avoid mistakes from the 
past, seize opportunities for the future 
and state true to the nation’s values.

“My top priority in any trade negotiation 
is expanding opportunity for hardworking 
Americans,” Obama says. “It’s no secret 
that past trade deals haven’t always lived 
up to their promise, and that’s why I will 
only sign my name to an agreement that 
helps ordinary Americans get ahead. At the 
same time, at a moment when 95 percent 
of our potential customers live outside 
our borders, we must make sure that we, 
and not countries like China, are writing 
the rules for the global economy.” CMN

http://www.gea.com/
http://www.genmac.com/
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WASHINGTON — As representatives 
from the United States and European 
Union met this week in New York for 
the ninth round of Transatlantic Trade 
and Investment Partnership (TTIP) ne-
gotiations, groups looking to safeguard 
and strengthen the use of geographical 
indications (GIs) met in Washington for 
a luncheon presentation on the benefi ts 
of GIs within the TTIP.

The event was organized by the 
Embassy of Italy in Washington, the 
Global Alliance of GIs (oriGIn), the 
American Origin Products Association 
(AOPA) and the Italian Association of 
GI Consortia (AIGIC).

H.E. Claudio Bisogniero, Italy’s am-

Groups from EU, U.S. hold event to promote safeguarding geographical indications in trade
bassador to the United States, says the 
event was intended to increase aware-
ness of the importance of bringing U.S. 
consumers accurate information on the 
origins and manufacture of GI products.

“Safeguarding GIs is a priority of the 
government of Italy,” he says. “The TTIP 
is an opportunity for a dialog between 
the EU and the U.S. on appropriate and 
pragmatic solutions.”

A panel explained how GI groups 
on both sides of the Atlantic share the 
same aspirations. 

“Creating stable jobs is one of today’s 
major challenges. Likewise, more and 
more demanding consumers demand 
truthful information about the origin 

and characteristics of products they 
wish to purchase,” says Massimo Vit-
tori, managing director of oriGIn. “By 
showing that GIs have a crucial role 
to play on both sides of the Atlantic 
in responding to those challenges, 
today GI groups from the U.S. and the 
EU are sending a clear message to the 
negotiators: GIs in the TTIP must be 
looked at as an opportunity in terms 
of jobs, sustainable development and 
consumers’ protection.”

Following the presentation, partici-
pants were served a lunch prepared with 
GI products, including Asiago, Idaho Po-
tatoes, Parmigiano Reggiano, Pecorino 
Romano, Prosciutto di Parma, Speck 

Alto Adige and Wisconsin Ginsing, as 
well as a taste of GI wines and spirits.

Meanwhile, the Consortium for 
Common Food Names (CCFN) charges 
that in the past three years, the EU’s ag-
gressive approach to GIs in trade agree-
ments has threatened to negatively 
impact the use of generic names such 
as “parmesan,” “feta” and “bologna.” 
CCFN says the problem could become 
much worse if GI proponents adopt 
revisions this year that would expand 
an international register for their terms 
known as the Lisbon Agreement.

“We promote approaches that pro-
tect both legitimate GIs and generic food 
names, but we oppose attempts to mo-
nopolize common names that are part of 
the public domain,” says Jaime Castane-
da, executive director, CCFN.      CMN

Nominees sought 
for National Dairy 
Promotion Board 
WASHINGTON — USDA is asking dairy 
producer organizations and other inter-
ested parties to nominate candidates to 
serve on the National Dairy Promotion 
and Research Board. Nominations must 
be submitted by May 15. 

Agriculture Secretary Tom Vilsack 
will appoint 12 individuals to serve on the 
board. The appointees will replace board 
members whose terms expire Oct. 31.

USDA will accept dairy producer 
nominations from the following regions: 
Region 1 (Alaska, Oregon and Washing-
ton); Region 2 (California and Hawaii); 
Region 4 (Arkansas, Kansas, New Mexico, 
Oklahoma and Texas); Region 5 (Minne-
sota, North Dakota and South Dakota); 
Region 6 (Wisconsin); Region 7 (Illinois, 
Iowa, Missouri and Nebraska); Region 8 
(Idaho); Region 9 (Indiana, Michigan, 
Ohio and West Virginia); Region 11 
(Delaware, Maryland, New Jersey and 
Pennsylvania) and Region 12 (Con-
necticut, Maine, Massachusetts, New 
Hampshire, New York, Rhode Island and 
Vermont). The Secretary will appoint two 
members for Region 2 and Region 6, and 
one for each of the remaining regions.

Twelve dairy producer nominees will 
be appointed to serve three-year terms 
beginning Nov. 1 and ending Oct. 31, 2018.

USDA says it established the 38-mem-
ber board under the Dairy Production 
Stabilization Act of 1983. 

The company welcomes member-
ship on industry boards that refl ect the 
diversity of the individuals served by the 
programs. USDA encourages eligible 
women, minorities and persons with 
disabilities to seek nomination to serve 
on the board. 

For nominating forms and in-
formation, visit www.ams.usda.gov/
dairy or contact Jill Hoover, deputy 
director, promotion, research and 
planning division, Dairy Program, 
AMS, USDA, at 202-720-1069, or 
email jill.hoover@ams.usda.gov. CMN

http://www.whitehall-specialties.com/
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By Chelsey Dequaine

BOONE, N.C. — Jones Laffi n Co. 
Inc. says its partnership with USDA’s 
Agricultural Research Service (ARS) 
continues to yield positive results for 
food manufacturers seeking to appease 
consumer appetite for more nutritious 
protein products.

According to the company, its joint 
efforts with government scientists 
and researchers is in its third year, 
and testing results have consistently 
shown Texturized Whey Protein (TWP) 
technology allows formulators to boost 
protein levels and reduce sugar inputs 
without altering the taste, texture or 
other characteristics in producing 
Greek-style yogurt, as well as other 
products. 

Jones Laffi n plans to ultimately 
sublicense the technology in order to 
produce protein as a useable, com-
mercial ingredient from sweet whey 
and acid whey. 

“Together, we have developed new 
and improved methods of texturing 
dairy proteins, utilizing a sophisticated 
process sure to be welcomed within the 
food and dairy industries,” says Alvin 
Jones, CEO, Jones Laffi n.

Jones Laffi n says TWP technology’s 
biggest appeal for the cheese and dairy 
industries is achieving the same protein 
level in regular yogurt as Greek yogurt 
while reducing the lengthy process of 
making Greek yogurt and reducing costs.

In addition, dairy industry manu-
facturers can use the technology to 
increase protein levels in yogurt without 
increasing sugar amounts.

“We’ve found it enhances fl avor and 
tastes sweeter, but we are analyzing the 
protein’s positive impacts. Our texture 
protein can assist in reducing the pro-
cess time in arriving at higher protein 
yogurt. Our TWP technology takes 
whey protein and allows it to be more 
functional in a broader variety of food 
groups without affecting fl avor, color 
or texture,” Jones adds. “It’s taking an 
item already manufactured in the dairy 
industry — whey protein — and making 
it more useful in a broader spectrum.”

According to Jones Laffi n, to effi -
ciently process acid whey the process 
separates the component ingredients 
of raw acid whey (water, lactose and 
protein), converting them into valu-
able commodities which also can be 
sold as ingredients in the food industry. 
Jones Laffi n says the two technologies 
should lead to increased production of 
environmentally conscious, healthier 
commodities to address consumers’ 
growing demand for products contain-
ing more protein.

Currently, the company is bringing 
the technology to the market. Jones 
says he and Joe Laffi n, president, Jones 
Laffi n, see a push for more protein in 
more product. 

“Protein is a buzz word in the food 
industry right now,” Jones says. “We 
see the texture of protein we’ve been 

Jones Laffi n Texturized Whey Protein technology sees third year of success with USDA
working with. We think yogurt is a good 
example of how TWP can be effective.”

Not only does TWP reduce the time it 
takes for production, in some instances 
Jones Laffi n says the technology allows 
for doubling protein in regular yogurt to 
protein found in Greek yogurt products. 

“I’ve taken a product from 5 grams to 
10 grams and from 8 grams to 13 grams, 
and found the protein could go beyond 
that without affecting the taste,” Laffi n 
says. “What’s allowed us to do this is the 
positive effect on fl avor and sweetness 
the technology delivers. It’s delivering 
the nutritional value of protein and 
sweetness without increasing sugar 
content.”

The company’s study of TWP tech-
nology began on a Saturday four years 
ago when Jones received a phone call.

“Joe called me and asked questions 
about whey protein and if I knew if the 
USDA’s ARS had any involvement in the 
development of this ingredient,” he says. 

Jones then began researching and 
within a few hours returned Joe’s 
phone call. 

“I told Joe he asked that question 
at the right time,” he says. 

Jones called ARS and said he and his 
group were interested in the licensing 
of TWP technology. That’s when he and 
Laffi n fl ew to USDA’s lab in Wyndmoor, 
Pennsylvania. 

“We immediately had an interest 
in it,” Jones says. “We knew we were 
in the right market. We were aware 
of where the future was going as far 
as government mandates of cleaner 
labels. We wanted to work with the 
government and play a role in future 
label requirements.”

USDA started the technology, and 
by virtue of a cooperative research and 
development agreement (CRADA), en-
tered a public-private partnership with 
Jones Laffi n. Jones Laffi n has bought 
the exclusive license for TWP technol-
ogy and has fi led for patents in Germany, 
Italy, France and the United States.

Turn to JONES, page 14 a

http://www.tetrapak.com/cheese
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Laffi n says he was aware of Jones’ 
positive experiences with USDA, but 
his background focused more on in-
gredients. 

“We identifi ed what we thought 
could be of value in the marketplace 
to consumers,” he says. 

Currently, Jones Laffi n says TWP 
technology is ready for whey protein 
manufacturers to use to upgrade whey 
protein.

“TWP opens whey protein to be ef-
fective in many other areas,” Laffi n says. 
“It creates a new ingredient for whey 
protein manufacturers. It’s also avail-
able for food companies interested in 
using the technology to advance protein 
in their product line.”  

Jones Laffi n says it is encouraged 
that over the last two quarters the tech-
nology has emerged as a prospective 
solution expected to help address the 
whole wheat pasta concerns affecting 
the National School Lunch Program and 
the complementary program, “Smart 
Snacks in Schools.”

“TWP has eliminated any off notes 
of whole grain you can taste with using 
whole wheat,” Laffi n says. “It makes the 

pasta more fl avorful.” 
Dr. Charles Onwulata, director of 

the offi ce of the chief scientist, USDA’s 
Research, Education and Economics 
mission area, agrees Jones Laffi n’s 
research is likely to be an industry 
game changer.  

Jones Laffi n. 
Jones Laffi n also says TWP is being 

used as an egg white replacement in 
sheet cakes. At current price levels, TWP 
is a savings over the egg white market, 
even though prices are coming down, 
the company says. 

“We’ve been able to replace egg 
whites up to 75 percent in the formula,” 
Laffi n says. “We are experiencing a 
better cake shelf life, it’s added more 
moisture and overall better fl avor. Whey 
protein has a milkier fl avor as opposed 
to dried egg whites and its fl avor is 
preferable to egg whites.”

Jones Laffi n says TWP will be a 
market competitor to the existing 
whey protein for those who are health 
conscious.

“I see the consumer looking at labels 
more and more,” Laffi n says. “The less 
sugar on the label the better, and less 
sugar is used with TWP.”

According to Jones Laffi n, supple-
mentary research conducted by ARS 
and the University of Georgia confi rmed 
TWP’s impact on tackling obesity and 
underscores the technology’s potential 
in reducing the risks of cardiovascular 
disease and diabetes.  

“We take our responsibilities seri-
ously,” Jones says. “We are proud to 
share Dr. Onwulata’s dedication to 
developing solutions to address the 
obesity epidemic in our country by 
substituting lean protein and fi ber for 

refi ned carbohydrates and unhealthy 
fats in the American diet.”

Over the last year, Jones Laffi n of-
fi cials have been conducting equipment 
and product testing in conjunction with 
Onwulata and New Jersey-based Parker 
Development, led by food scientist and 
operations expert Jack Parker, who was 
also engaged to evaluate Jones Laffi n’s 
extruder system which texturizes the 
protein. 

Jones says more than 100 analyses 
comparing and contrasting fi nished 
products made with traditional whey 
protein vs. products utilizing TWP con-
fi rm the extruder system works.  

“We are thrilled with those results,” 
Jones says. 

Relative to production and applica-
tion, Jones says TWP also is process 
friendly. While conventional proteins 
can be diffi cult to blend and cook, TWP 
is more easily incorporated and often 
enhances productivity. 

“Our mission is to revolutionize 
the agriculture and food industries 
by continuing to pioneer innovative 
technologies to produce cost-effective 
protein ingredients that can be eas-
ily and effectively incorporated into a 
broad range of existing food, snack and 
beverage items,” Jones says. 

The company has recently com-
pleted its fi nal phase of testing to 
determine the upscale engineering 
required for mass TWP production. CMN

JONES
Continued from page 13

“TWP opens whey
protein to be

effective in many
other areas. It creates 

a new ingredient 
for whey protein 
manufacturers.”

Joe Laffi n
JONES LAFFIN CO. INC.

“Well-formulated snacks can play 
a positive role in enhancing health by 
providing essential nutrients, such as 
increased levels of protein and fi ber, 
that can mitigate the growing metabolic 
syndrome associated with obesity,” 
says Onwulata, who largely leads the 
USDA’s  public-private partnership with 

http://www.marriottwalker.com/
http://www.fairwaydairy.com/
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Comings and goings ... comings and goings 
Advanced Process Technologies, 

Inc. (APT), Cokato, Minnesota, has 
added Philip Cunningham to its team 
as vice president, sales. Cunningham’s 
focus will be to further coordinate 
plans and strategies for developing new 
business while strengthening current 
customer relationships. His career began 
in production and project management 
in the New Zealand and Australian dairy 
industry, with cross-industry and inter-
national experience.  Cunningham left 
dairy operations in 1992 to join Diversey 
Inc., New Zealand, where he worked 
as sales manager for the Industrial 
Chemicals Segment. In 1997, he joined 
GEA Westfalia Separator as business 

development manager. In 2002, Cunning-
ham transferred to GEA North America, 
working in the mechanical separation 
segment as dairy market manager.

ESE Inc., Marshfield, Wiscon-
sin, has named Michael Richart 
as director of business operations. 
Previously, he was the managing 
director of IntelliWorks LLC provid-
ing consulting services focusing on 
change management, transforma-
tion, program management, stra-
tegic planning and organizational 
effectiveness. Richart also worked as 
a Kimberly-Clark director and as a 
manufacturing engineer and opera-
tions manager for Cummins, Inc. CMN

PEOPLE

BRUSSELS, Belgium — Under a 
proposal adopted this week by the 
European Commission (EC), European 
Union (EU) member states would have 
more freedom to restrict or prohibit the 
use of EU-authorized genetically modi-
fi ed organisms (GMOs) in food or feed 
in their territories. The proposal comes 
following an EC review of the decision-
making process for the authorization of 
GMOs as food or feed.

“The Commission has listened to the 
concerns of many European citizens, 
refl ected in the positions expressed by 
their national governments,” says EC 
Health and Food Safety Commissioner 
Vytenis Andriukaitis.

According to the EC, since it is 
crucial that a single risk management 
system is maintained, the current au-
thorization system — based on science 
and labeling rules that ensure consumer 
choice — will not be amended. What 
will change is that once a GMO is 
authorized for use as food or feed in 
Europe, member states will have the 
possibility to decide on whether to opt 
out from allowing that particular GMO 
to be used in their food chain.

Member states will have to justify 
that their opt-out measures comply 

EU member states could opt out of allowing authorized GMOs under new EC proposal
with EU law, which includes the prin-
ciples of the internal market and EU’s 
international obligations, of which the 
EU’s World Trade Organization (WTO) 
obligations are an integral part. The 
EC says opt-outs shall be based on 
legitimate reasons other than those 
assessed at the EU level, such as risk 
to human or animal health or the 
environment.

The legislative proposal now will be 
sent to the European Parliament and the 
EC to run its legislative course.

U.S. Trade Representative (USTR) 
Michael Froman expressed disap-
pointment at the new proposal, saying 
it will allow EU countries to ignore 
science-based safety and environmental 
determinations made by the EU and opt 
out of imports of genetically-engineered 
food and feed. He says the proposal ap-
pears hard to reconcile with the EU’s 
international obligations.

“Moreover, dividing the EU into 28 
separate markets for the circulation 
of certain products seems at odds with 
the EU’s goal of deepening the internal 
market,” Froman says. “At a time when 
the U.S. and EU are working to create 
further opportunities for growth and 
jobs through the Transatlantic Trade 

and Investment Partnership, proposing 
this kind of trade-restrictive action is 
not constructive.” 

The offi ce of the USTR notes that in 
2006, a WTO dispute settlement panel 
found that EU member-state bans on im-

port and cultivation of GE products vio-
lated WTO rules because the safeguards 
were not based on risk assessments. This 
decision, the USTR offi ce says, could 
impact the exports and economies of 
countries around the world.     CMN

http://www.jacoby.com/
http://www.meadhunt.com/
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WASHINGTON — The Center for 
Science in the Public Interest (CSPI), 
Consumers Union, Environmental 
Working Group (EWG) and Natural 
Resources Defense Council (NRDC) 
recently fi led 80 pages of regulatory 
comments telling FDA that its process 
for determining what substances are 
generally recognized as safe (GRAS) 
violates a 1958 law that requires FDA 
oversight of whether ingredients are 
safe before they can be used in food.

The groups say that law acknowl-
edges that FDA need not require 
pre-market testing of substances 
that have long been used in foods 
or that are well-recognized as safe 

Groups submit comments to FDA that GRAS process is fl awed, urging better oversight
by scientists. However, the groups 
charge that in a rulemaking opened 
by FDA in 1997 but never finalized, 
the agency weakened the standards 
for what can be considered GRAS and 
proposed making permanent what 
the groups say is an illegal program 
of GRAS determinations by the food 
industry.

“Congress sensibly intended that 
certain common ingredients already 
in wide use, like vinegar or baking 
soda, would be exempt from the 
pre-market testing requirements it 
set up for food additives,” says Laura 
MacCleery, regulatory affairs attorney 
for CSPI. “But FDA has let compa-

nies completely abuse that limited 
exemption and hide the use of new 
food chemicals from regulators and 
the public.”

Manufacturers are able to with-
draw their GRAS notifications if FDA 
raises questions about the substanc-
es, but this hasn’t prevented other 
companies from using the substances 
in food anyway, the groups say. They 
point to epigallocatechin-3-gallate, 
a chemical that is used in beverages 
even though its manufacturer had 
submitted and withdrawn GRAS no-
tifications twice in response to FDA 
questions.

“The GRAS loophole gives industry 

the upper hand,” says Maricel V. Maffi ni, 
co-author of a 2014 report from NRDC 
on problems with the GRAS system. “If 
FDA asks for additional or more current 
toxicology or exposure information, a 
company may choose to withdraw its 
GRAS notice, effectively leaving the 
agency in the dark.”

FDA also allows GRAS determina-
tions to be made by the Flavor and 
Extract Manufacturers Association, 
and this trade association is declar-
ing chemicals as GRAS even in cases 
where scientific literature raises 
questions about their safety, the 
groups claim.  

“The FDA must provide better 
oversight over all of the substances 
that are put in our food, especially 
those whose safety is in question,” 
says Renee Sharp, EWG research 
director. “Any safety determination 
should be based on publicly available 
scientific data, not the opinions of 
‘expert panels’ that likely have con-
flicts of interest with food additive 
regulations.”

Ingredients created through nano-
technology can be used in food without 
FDA oversight, but the groups say tiny 
nanomaterials have novel properties 
that may have unpredictable effects 
on the body. FDA issued guidance 
to industry that nanomaterials are 
ineligible for GRAS certifi cation, but 
that guidance is nonbinding.

“Any substance added to food 
created by using new science or 
technology, including nanomaterials, 
should be required to undergo a safety 
assessment prior to marketing and so 
should categorically be denied GRAS 
status,” says Michael Hansen, Consum-
ers Union senior scientist.

FDA is required to publish a final 
rule on GRAS substances by August 
2016 as part of a consent decree it 
reached with the Center for Food 
Safety, which sued the agency last 
year.

The comments fi led by the four 
nonprofi t groups include a number of 
recommendations they say would bring 
FDA’s pending proposal on GRAS in 
line with the 1958 food additives law. 
GRAS designations should not be used 
for novel chemical ingredients, the 
groups say, or for substances fl agged as 
risks by authoritative scientifi c bodies. 
GRAS notifi cations shouldn’t be based 
on unpublished studies and should be 
made by experts without a confl ict of 
interest, and FDA must make GRAS 
notifi cations mandatory and public, 
the groups say.

“By reasserting its legitimate 
power over the scope and sub-
stance of safety determinations 
with reasonable definitions and 
requirements, FDA could restore 
the rightful position of GRAS in the 
statutory scheme and reestablish 
public confidence in the agency’s 
oversight,” the filing says.         CMN

http://www.iddba.org/
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WASHINGTON — FDA recently an-
nounced that it has begun the process 
of updating its current guidance on 
food ingredient safety assessment, 
commonly referred to as the “Redbook,” 
and is requesting input from the public.

The agency says it is interested in de-
veloping a framework that incorporates 
the assessment of ingredients present 
in various products regulated by FDA’s 
Center for Food Safety and Applied 
Nutrition (CFSAN). Examples include 
food additives, food contact substances, 
ingredients that are generally regarded 
as safe (GRAS), new plant varieties, 
dietary supplements and new dietary 
ingredients, cosmetic ingredients, as 
well as unavoidable chemical contami-
nants other than microbial pathogens.

FDA says it particularly is interested in:
• Which parts of the Redbook should 

be updated, and how FDA should pri-
oritize updates;

• The scope of the revised guidance, 
and what other guidance documents 
could be addressed or incorporated by 
reference;

• New assays, test methods and 
endpoints that could be useful for safety 
assessment, with justifi cations for why 
and how these proposed new methods 
should be considered;

FDA seeks comments on food ingredient 
safety assessment to update guidance

• Key studies and considerations for 
study interpretation for each of the regu-
latory categories of food and cosmetic 
ingredients and chemical contaminants 
overseen by CFSAN;

 • Ways to make the guidance more 
useful to stakeholders; and

• Ways to make the processes and 
criteria for safety assessment clearer 
to stakeholders.

Specifi c examples, precise wording 
or other clear and direct suggestions 
that address these issues are particu-
larly welcome, FDA says.

To submit comments electronically 
to the docket, visit www.regulations.
gov and enter FDA-2014-N-1497 in the 
search box.

To submit comments to the docket 
by mail, include docket No. FDA-
2014-N-1497 on each page of written 
comments and mail to: Division of 
Dockets Management, HFA-305, Food 
and Drug Administration, 5630 Fishers 
Lane, Room 1061, Rockville, MD 20852.

The comment period ends May 11. 
For more information, visit www.

fda.gov/Food/GuidanceRegulation/
GuidanceDocumentsRegulatory
Information/IngredientsAdditives
G R A S P a c k a g i n g /
ucm2006826.htm.           CMN

ALBANY, N.Y. — New York State Agri-
culture Commissioner Richard A. Ball 
recently warned consumers not to con-
sume La Clarita Queseria Queso Fresco 
“Fresh Cheese” made by Queseria La Pob-
lanita Inc. of New York City due to possible 
Staphylococcus aureus contamination. 
To date, no illnesses are known by the 
New York Department of Agriculture and 
Markets to be associated with this product.

The recalled cheese is sold in 12-ounce 
plastic tub packages with a date of May 13, 

Queso Fresco cheese recalled in New York
2015, and was distributed to stores and 
delis in the metropolitan New York area.

A routine sample of the cheese, 
collected by an inspector from the de-
partment’s Division of Milk Control and 
Dairy Services on April 15, was tested 
by the New York State Food Laboratory 
and discovered to be contaminated 
with high levels of Staphylococcus 
aureus. The manufacturer was noti-
fi ed of the positive test result and 
voluntarily recalled the product.     CMN

COLUMBUS, Ohio — Jeni’s Splendid Ice 
Creams has initiated a voluntary recall 
of all ice creams, frozen yogurts, sorbets 
and ice cream sandwiches for all fl avors 
and containers because of the possible 
presence of Listeria monocytogenes. 
The company says it is ceasing all sales 
and closing all scoop shops until all prod-
ucts are ensured to be 100-percent safe.

The products being recalled were 
distributed in the United States to retail 
outlets, including foodservice accounts 
and grocery markets, as well as online at 
jenis.com. This recall includes all prod-
ucts bearing the “Jeni’s” brand name.

The contamination was discovered 

Jeni’s Splendid recalls all of its ice cream
in a sample randomly collected by the 
Nebraska Department of Agriculture.

Jeni’s Splendid Ice Creams says it is 
not aware of any illness reports to date 
related to the recalled products. 

“Our top priority is guaranteeing 
the safety of all consumers by taking 
every possible precaution,” says John 
Lowe, CEO, Jeni’s Splendid Ice Creams. 
“We have called in experts to help us 
fi nd the root cause. We will be work-
ing with our suppliers to determine 
if the bacteria was introduced by one 
of the ingredients we use. We will not 
reopen the kitchen until we can ensure 
the safety of our customers.”      CMN
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Champion Cheese, a 200-pound Swiss 
Wheel made by Guggisberg Cheese, 
Millersburg, Ohio. The winning bid of $70 
per pound — a total of $14,000 — was 
placed by Dairy Products Marketing Co. 
Inc., Fond du Lac, Wisconsin.

Other winning bids for top cheeses 
from the contest included:

• Item 1: AMPI Like It! — Cheese and 
Whey Systems, Marshfi eld, Wisconsin, 
purchased 40 pounds of Mild Cheddar 
made by AMPI-Blair, Blair, Wisconsin, 
for $250 per pound or a total of $10,000.

• Item 2: OMG LO’L! — Masters 
Gallery Foods, Plymouth, Wisconsin, pur-
chased a combined 45 pounds of Medium 
Cheddar made by Land O’Lakes, Kiel, 

Wisconsin, and White Extra Melt Jalapeño 
Pasteurized Process Cheese, made by 
Land O’Lakes, Spencer, Wisconsin, for 
$275 per pound or a total of $12,375.

• Item 3: Great Lakes Gold — DSM 
Food Specialties USA, Menomonee Falls, 
Wisconsin, purchased 40 pounds of Sharp 
Cheddar made by Great Lakes Cheese, 
Adams, New York, for $100 per pound or 
a total of $4,000.

• Item 4: Awesome Agropur — R. 
Mueller Service and Equipment Co., 
Monroe, Wisconsin, purchased 40 pounds 
of Aged Cheddar made by Agropur, Wey-
auwega, Wisconsin, for $200 per pound 
or a total of $8,000.

• Item 5: Henning’s Best — Commod-
ity Risk Management Group, Platteville, 
Wisconsin, purchased 11 pounds of Ched-
dar Midget made by Henning Cheese, 
Kiel, Wisconsin, for $275 per pound or a 
total of $3,025.

• Item 6: Glanbia Greats — GEA West-
falia Separator Group, Northvale, New 
York, purchased a combined 60 pounds 
of Bandaged Sharp Cheddar and White 
Cheddar and Chives made by Glanbia, 
Twin Falls, Idaho, for $60 per pound or a 
total of $3,600.

• Item 7: Amazing Arena — Kelley 
Supply Inc., Abbotsford, Wisconsin, pur-
chased 6 pounds of Colby Deli Longhorn 
made by Arena Cheese, Arena, Wisconsin, 
for $375 per pound or a total of $2,250.

• Item 8: Mighty Meister — Cherney 
Microbiological Services, Green Bay, Wis-
consin, purchased 40 pounds of Monterey 
Jack made by Meister Cheese, Muscoda, 
Wisconsin, for $125 per pound or a total 
of $5,000.

• Item 9: Tillamook Two — Custom 
Fabricating and Repair Inc., Marshfi eld, 
Wisconsin, purchased a combined 40 
pounds of Colby Monterey Jack and Red 
& Green Jalapeño Pepper Jack made by 
Tillamook County Creamery Association, 
Tillamook, Oregon, for $325 per pound or 
a total of $13,000.

• Item 10: Foremost Foremost — 
Winona Foods, Green Bay, Wisconsin, 
purchased 12 pounds of Low Moisture 

THE BIG CHEESE — Richard Guggisberg, center, president of Guggisberg Cheese Inc., Millers-
burg, Ohio, proudly stands with his company’s 200-pound Grand Champion Swiss Wheel at the 
U.S. Championship Cheese Auction in Madison, Wisconsin, Wednesday evening. The cheese was 
purchased by Dairy Products Marketing Co. Inc., Fond du Lac, Wisconsin — Founder and COO 
Steve Sztukowski (not pictured), Ann Marie Sztukowski, left, vice president, and Yvette Borchert, 
president — for $70 per pound or a total of $14,000.

Photo by Alyssa Mitchell/Cheese Market News

Turn to BIDS, page 19 a

http://www.cheesemarketnews.com/
http://www.horizonsalesinc.com/
http://www.unitedindustries.com/


© 2015 CHEESE MARKET NEWS® — This is Cheese Market News’ E-subscription and may not be forwarded to anyone other than the intended paid subscriber 
without the express permission of Cheese Market News (For more information, contact ksander@cheesemarketnews.com)

      April 24, 2015 — CHEESE MARKET NEWS®         19     

NEWS/BUSINESS

Membrane Strategy Services
“Developing Profitable Opportunities” 
Let me bring my 25 years of experience in application development and  
process improvements for RO, NF, UF and MF to your door step today.
• Research and Evaluation Expert for  

Determining Best Membrane Solutions
• Oversee the Application and  

Development Process for Faster and  
Better Results

• Expertise in Special Applications to  
Specify and Source Out Membrane  
Materials and Element Construction

• Ability to Implement a Sales Plan and Strategic  
Model to Bring Your Membrane Technology to Market

• On-site Evaluation of Your Membrane Process for  
Cost Improvements and Increased Profitability

• Independent Membrane/Element Failure Systems Specialist  
to Help Process Improvements and Warranty Claims

 
Daniel P. O’Shea, President
Membrane Strategy Services
520 Zircon Lane N. • Plymouth, MN  55447
763.370.6323 • danoshea@membranestrategyservices.com 
www.membranestrategyservices.com Daniel P. O’Shea, President

For more information please visit www.membranestrategyservices.com

    

Our Expertise in World Dairy  
Markets Makes MCT Your Global  
Partner for Successful Results

Could you use assistance in  
managing your supply chain?  
We have expanded our team to 
bring you unprecedented expertise 
and knowledge in today’s complex 
world markets.

MCT Dairies is the leading 
supplier of cheese and  

dairy ingredients, offering  
innovative solutions  

throughout the world. 

For more information please visit www.mctdairies.com

Mozzarella made by Foremost Farms USA, 
Chilton, Wisconsin, for $350 per pound or 
a total of $4,200.

• Item 11: Dandy DFA — GEA West-
falia Separator Group, Northvale, New 
York, purchased 6 pounds of Part Skim 
Mozzarella made by Dairy Farmers of 
America, Turlock, California, for $150 per 
pound or a total of $900.

• Item 12: Agropur for Sure — DSM 
Food Specialties USA, Menomonee Falls, 
Wisconsin, purchased a combined 44 
pounds of Mild Provolone and Smoked 
Provolone made by Agropur, Luxemburg, 
Wisconsin, and Feta made by Agropur, 
Weyauwega, Wisconsin, for $200 per pound 
or a total of $8,800.

• Item 13: Bella BelGioioso — ProAc-
tive Solutions USA, Green Bay, Wisconsin, 
purchased a combined 100 pounds of 
Mandarini, American Grana, Crema di 
Mascarpone and Crumbly Gorgonzola, 
Cow & Sheep, made by BelGioioso Cheese 
Inc., Green Bay, Wisconsin, for $135 per 
pound or a total of $13,500.

• Item 14: Oh Golly, Eau Galle! — 
D.R. Tech Inc., Grantsburg, Wisconsin, 
purchased 20 pounds of Aged Asiago made 
by Eau Galle Cheese Factory, Durand, 
Wisconsin, for $175 per pound or a total 
of $3,500.

• Item 15: Chalet Shines — Separators 
Inc., Indianapolis, purchased 40 pounds of 
Baby Swiss made by Chalet Cheese Co-op, 
Monroe, Wisconsin, for $50 per pound or 
a total of $2,000.

• Item 16: Klondike Gold — Emmi 
Roth USA, Fitchburg, Wisconsin, pur-
chased a combined 25 pounds of Medi-
terranean Feta, Lowfat Feta and Greek 
Yogurt, 10 percent cream, made by 
Klondike Cheese Co., Monroe, Wisconsin, 
for $150 per pound or a total of $3,750.

• Item 17: Highest Havarti — Dairy 
Connection Inc., Madison, Wisconsin, 
purchased a combined 18 pounds of 
Havarti made by Fair Oaks Farms, Fair 
Oaks, Indiana, and Dill Havarti made by 
Edelweiss Creamery, Monticello, Wiscon-
sin, for $50 per pound or a total of $900.

• Item 18: Baker’s Boss — R. Muel-
ler Service and Equipment Co., Monroe, 
Wisconsin, purchased 10 pounds of String 
cheese made by Baker Cheese Factory, St. 
Cloud, Wisconsin, for $1,000 per pound or 
a total of $10,000.

• Item 19: Westby’s Bestby — Chr. 
Hansen, Milwaukee, purchased a com-
bined 10 pounds of 4 Percent Cream 
Small Curd and Lowfat Strawberry Yogurt 
made by Westby Co-op Creamery, Westby, 
Wisconsin, for $300 per pound or a total 
of $3,000.

• Item 20: Blue Blue Ribbons — Dairy 
Connection Inc., Madison, Wisconsin, pur-
chased a combined 15 pounds of Double 
Creme Gorgonzola made by Litehouse, 
Sandpoint, Idaho; Shakerag Blue made by 
Sequatchie Cove Creamery, Sequatchie, 
Tennessee; and Rogue River Blue made by 
Rogue Creamery, Central Point, Oregon, 
for $70 per pound or a total of $1,050.

• Item 21: Mill Creek Mastery (First 

Runner Up) — Cheese Market News, 
Madison, Wisconsin, purchased 11 pounds 
of Brick made by Mill Creek Cheese, 
Arena, Wisconsin, for $275 per pound or 
a total of $3,025.

• Item 22: Lovely Lactalis — DuPont 
USA, Beloit, Wisconsin, purchased a com-
bined 20 pounds of Camembert made by 
Lactalis American Group, Belmont, Wis-
consin; Marinated Fresh Mozzarella made 
by Lactalis American Group, Nampa, 
Idaho; and Rondelé Garlic & Herbs and 
Wee Brie Pasteurized Cheese made by 
Lactalis USA Inc., Merrill, Wisconsin, for 
$200 per pound or a total of $4,000.

• Item 23: Marieke Marvels — Wis-
consin Aging & Grading Cheese Inc., 
Kaukauna, Wisconsin, purchased a 
combined 36 pounds of Marieke Gouda, 
Young, and Marieke Gouda, Smoked, 
Cumin, made by Holland’s Family Cheese, 
Thorp, Wisconsin, for $100 per pound or 
a total of $3,600.

• Item 24: Maple Gold Leaf — Jerry 
Dryer, Madison, Wisconsin, purchased 
12 pounds of Traditional Gouda made 
by Maple Leaf Cheese Coop, Monroe, 
Wisconsin, for $300 per pound or a total 
of $3,600.

• Item 25: California Dreamin’ — 
Separators Inc., Indianapolis, purchased 
a combined 30 pounds of Cumin Gouda 
made by Oakdale Cheese, Oakdale, Cali-
fornia; Chevre with citrus fi nish made by 
Cypress Grove Chevre, Arcata, California; 
Taupiniere, aged, made by Laura Che-
nel’s, Sonoma, California; Gopi Indian 
Yogurt made by Karoun Dairies Inc., San 
Fernando, California; and Drinkable Yo-
gurt, Guava, made by Marquez Brothers 
International, Hanford, California, for $50 
per pound or a total of $1,500.

• Item 26: W&W Winning — Dairy 
Products Marketing Co. Inc., Fond du 
Lac, Wisconsin, purchased 6 pounds 
of Queso Fresco made by W&W Dairy, 
Monroe, Wisconsin, for $150 per pound 

BIDS
Continued from page 18

or a total of $900.
• Item 27: Nuestro Oro — D.R. Tech 

Inc., Grantsburg, Wisconsin, purchased 
5 pounds of Queso Oaxaca Ball made by 

Nuestro Queso, Kent, Illinois, for $50 
per pound or a total of $250.

• Item 28: Yummy Emmi — Loos 
Turn to WINNERS, page 20 a
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Innovation, Dedication, and  
Integrity Every Step of the Way!
Our winning combination of experience, technology, and state-of-the-art 
equipment will take your business to a higher level in the domestic or  
international marketplace.

• Over 30 Years of Experience  • Value-Added Services
• Efficient and Cost Effective 

P. O. Box 998  •  1430 Second Street North  •  Wisconsin Rapids, WI 54495
(715) 421-2333  •  Fax (715) 423-6181
Email: gpesko@mssincorporated.com  •  Web: www.mssincorporated.com

MSS Equipment & Services:
• Membranes (RO, UF, NF, MF) • Fabrication
• Engineering • Pilot Testing • Field Installation
• Project Management • Membrane Testing • Replacement Parts
• Process Design • Feasibility Studies • Troubleshooting
• Automation • Consulting • Technical Seminars
• Systems Integration • Comprehensive Plant Surveys
• Control Upgrades 

For more information please visit www.mssincorporated.com

4004 Peavey Road
Chaska, Minnesota 55318
t. 952 448 7600
f. 952 368 3355
info@bentleyinstruments.com

DairySpec FT
Next Generation of Dairy Product Analysis

Engineered for dairy laboratories and dairy processing facilities that 
require highly reliable and accurate instrumentation for the analysis 
of a wide range of fluid dairy products.

•  Fat, protein, lactose, total 
solids and many more 
components

•  Powerful software integrates 
control, data collection, 
archiving, and reporting

•  Calibration assistance for 
specific products

•  Extensive remote diagnostic 
and network functionality

•  Bentley Instruments, serving 
the Dairy Industry’s analytical 
needs for over 30 years

BactoCount IBCm
A rapid test for total bacteria and somatic cell counts making it an ideal 
and unique solution for any processing plant or laboratory in the quality 
assessment of milk.

• Dual application in a single platform
•  Rapid results (1 minute for SCC, 11 minutes for 

bacteria)
•  Instrument is pre-calibrated with a universal 

calibration equation
•  Real time detection of milk tanker 

contamination before unloading
•  Improves end product quality and consistency
•  Fast return on investment

Another Choice, A Better Choice

For more information please visit www.bentleyinstruments.com

pound or a total of $2,100.
• Item 29: Super Smear — GEA West-

falia Separator Group, Northvale, New 
York, purchased a combined 35 pounds 
of Cave Master Reserve, Greensward, 
made by Jasper Hill Farm & Murray’s 
Cheese, New York; Ashlyn made by 
Spring Brook Farm, Farms for City 
Kids Foundation, Reading, Vermont; 
and Aged Alpine Cheese made by Roelli 
Cheese, Shullsburg, Wisconsin, for $25 
per pound or a total of $875.

• Item 30: Cabot’s Habit — Pro-
lamina, Neenah, Wisconsin, purchased 
a combined 50 pounds of Hot Buffalo 
Wing Cheddar and 50 Percent Reduced 
Fat Cheddar made by Cabot Creamery 
Cooperative, Cabot, Vermont, for $150 
per pound or a total of $7,500.

• Item 31: It’s Schnabeltier! — Wis-
consin Aging & Grading Cheese Inc., 
Kaukauna, Wisconsin, purchased 11 
pounds of Chipotle Pepper Gouda made 
by Schnabeltier, Rochester, Indiana, for 
$60 per pound or a total of $660.

• Item 32: Killer Cady — Great 
Lakes Cheese, Hiram, Ohio, purchased 
5 pounds of Jack with Kalamata Olives 
made by Cady Cheese, Wilson, Wisconsin, 
for $1,000 per pound or a total of $5,000.

• Item 33: Sartori’s Spendor— Eco-
lab, St. Paul, Minnesota, purchased a 
combined 65 pounds of Peppermint 
BellaVitano, Sartori Smoked Alpine, 
Pastorale Blend and SarVecchio Par-
mesan made by Sartori Co., Plymouth, 
Wisconsin, for $100 per pound or a total 
of $6,500.

• Item 34: Arla Achieves — Cargill, 
Conover, Iowa, purchased 5 pounds 
of Smoked Edam Loaf made by Arla 
Foods, Kaukauna, Wisconsin, for $375 
per pound or a total of $1,875.

• Item 35: Wisconsin Farm Gold 
— Wisconsin Aging & Grading Cheese 
Inc., Kaukauna, Wisconsin, purchased 
a combined 45 pounds of Fresh Moz-

zarella Ovoline made by Crave Brothers 
Farmstead Cheese, Waterloo, Wiscon-
sin; Snowfi elds (15 months) made by 
Saxon Creamery, Cleveland, Wisconsin; 
Aged Pleasant Ridge Reserve made by 
Uplands Cheese, Dodgeville, Wisconsin; 
Evalon made by LaClare Farms Special-
ties, Chilton, Wisconsin; Petit Nuage 
made by Landmark Creamery, Albany, 
Wisconsin; and Ocooch Reserve made 
by Hidden Springs Creamery, Westby, 
Wisconsin, for $25 per pound or a total 
of $1,125.

• Item 36: King Kraft — Novak’s 
Cheese, De Pere, Wisconsin, purchased 
5 pounds of Mozzarella String made by 
Kraft/Pollio Italian Cheese, Campbell, 
New York, for $200 per pound or a total 
of $1,000.

• Item 37: Penn-icle — Cherney 
Microbiological Services, Green Bay, 
Wisconsin, purchased 10 pounds of 
Lacey Swiss Cheese made by Penn 
Cheese, Winfi eld, Pennsylvania, for $100 
per pound or a total of $1,000.

• Item 38: Pine River Perfect — 
Wisconsin Aging & Grading Cheese 
Inc., Kaukauna, Wisconsin, and Masters 
Gallery Foods, Plymouth, Wisconsin, 
got into a bidding war and ended up 
together purchasing 10 pounds of Aged 
Asiago Cold Pack made by Pine River 
Pre-Pack, Newton, Wisconsin, for $400 
per pound or a total of $4,000.

• Item 39: Carr Valley Victors — B 
Team, Madison, Wisconsin, purchased 
a combined 25 pounds of Chunky Blue 
Cold Pack Spread, Cocoa Cardona and 
Cave Aged Marisa made by Carr Valley 
Cheese, La Valle, Wisconsin, for $25 per 
pound or a total of $625.

• Item 40: Super Swiss Valley — 
Novak’s Cheese, De Pere, Wisconsin, 
purchased 6 pounds of Cream Cheese 
made by Swiss Valley Farms, Luana, 
Iowa, for $50 per pound or a total of $300.

• Item 41: MMMMontchevre — 
Winona Foods, Green Bay, Wisconsin, 
purchased a combined 10 pounds of 
Honey Goat Cheese and Crumbled Fresh 
& Natural made by Montchevre-Betin, 
Belmont, Wisconsin, for $125 per pound 
or a total of $1,250.

• Item 42: Top CROPP — Chr. Han-
sen, Milwaukee, purchased 9 pounds 
of Cultured Butter, Organic, made by 
CROPP/Organic Valley, La Farge, Wiscon-
sin, for $45 per pound or a total of $405.

• Item 43: Hillsboro Gold — Cher-
ney Microbiological Services, Green 
Bay, Wisconsin, purchased 5 pounds 
of Unsalted Butter made by Hillsboro 
Riverview Dairy, Hillsboro, Wisconsin, 
for $55 per pound or a total of $275.

• Item 44: Pasture Pride — Wis-
consin Aging & Grading Cheese Inc., 
Kaukauna, Wisconsin, purchased 5 
pounds of Traditional Juustoleipa made 
by Pasture Pride Cheese, Cashton, 
Wisconsin, for $150 per pound or a 
total of $750.

• Item 45: Upstate Upstages — 
Chr. Hansen, Milwaukee purchased 
5 pounds of Blueberry Greek Yogurt 
made by Upstate Niagara Co-op, 
West Seneca, New York, for $25 
per pound or a total of $125. CMN

Machine & Automation Inc., Colby, 
Wisconsin, purchased 12 pounds of 
GranQueso Reserve made by Emmi Roth 
USA, Monroe, Wisconsin, for $175 per 

WINNERS
Continued from page 19
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C L A S S I F I E D  A D V E R T I S I N G
EQUIPMENT         1• EQUIPMENT         1•

For more information please visit www.ullmers-dairyequipment.com

For more information please visit www.harrydavis.com

EQUIPMENT         1• EQUIPMENT         1•

DAIRY AUCTIONS & EQUIPMENT

HARRY
DAVIS
& COMPANY

HarryDavis.com
412-765-1170

sales@HarryDavis.com

Asset Solutions Experts Since 1955

CALL FOR IMMEDIATE SALE!

Former Unilever Facility For Sale!

S/S Processors, Tanks, Separators
AUCTION - surplus to Milk Specialties Global

S/S Silos - Ice Cream & Frozen
Foods Equip. formerly of UNILEVER

AUCTION: May 19 - Clearwater, FL

(17) NEW 316L S/S Mix Tanks &
Processors - New Desalination/RO

ONLINE AUCTION: April 27 - May 1

• Evergreen ELL Filler, Model: EH-3, Fills up to 8,400 
Cartons per hour, with Spout-Pak, HEPA Air System, More

• 2012 Evergreen Carton Filler, Model: Q-70, Fresh Quarts,
Fill Volume 6 to 32 oz., Fills up to 7,000 Cartons/Hr. Quarts

• (2) 2007 Uniloy Milacron 6-Wide Blow Molders, Model 
R2000, w/Trimmer Model10041, 48-52 Gallons per Minute

• 2007 Foremost Resin Blending & Regrind Systems

• Uniloy 6-Wide Model 350R2 Gallon Blow Molder

• Alfa Laval 618 & 418 CIP Separators • Gaulin Homogenizers
• Westfalia MSA 60 Whey Clarifier  • AGC Heat Exchanger
• (12) Dome-Top, Cone Botton Single Shell Blending Tanks
• (5) DCI Dome-Top, Dish Bottom Jacketed S/S Processors
• AUCTION DATE TO BE ANNOUNCED! Location: Visalia, CA

• (11) Refrigerated S/S Silos: 6,000, 10,000 & 12,000 Gallon
• (2) Nitrogen Spiral Freezers: (1) Dual, (1) Single
• Polarmatic & Glacier Ice Cream Novelty Systems
• FES Ammonia Compressors, Evapco Condensers, MORE!
• REAL ESTATE: Outstanding 80,814 sq. ft. Food Production,

Cold Storage, Warehouse Facility. 412-765-1170 for details

• (3) NEW - NEVER INSTALLED A&B Process Systems
7,500 Gallon 316L S/S Jacketed Processors, with Full 
Side Scrape Agitators

• (4) NEW - NEVER INSTALLED A&B Process Systems 
4,205 Gallon 316L S/S Jacketed Mix Tanks

• (10) NEW - NEVER INSTALLED A&B Process Systems 
7,500 & 5,205 Gallon 316L S/S Single Wall Cone-Bottom 
Mix Tanks, (3) with Agitators

• NEW - NEVER INSTALLED Desalination/RO System,
OVER $1 MILLION NEW COST! - Produces 250,000 
Gallons of fresh water per day. Call for Details!

SM

Former UNILEVER Frozen and
Refrigerated Foods Facility

• 142,000 s.f. Facility on 12.2 Acres
• Ideally located at cross-section of

I-70 & I-81 in Hagerstown, MD
• 40,000 s.f. High-Rise Freezer/Cooler
• (66) S/S Tanks, Processing, Packaging

CHEESE CUTTERS
THAT

BOOST PROFITS
 PHONE: FAX:
 1-888-2-GENMAC 1-920-458-8316

E-MAIL: sales@genmac.com

GENERAL MACHINERY CORPORATION
P.O. BOX 717

SHEBOYGAN, WI  53082-0717

Proudly Supplying the
Food and Dairy Industry 

for 75 Years!

1-800-MUELLER • www.paulmueller.com
©2015 Paul Mueller Company 429-2

FOR MORE INFORMATION,  PLEASE CONTACT:

NATIONAL SALES MANAGER – EAST
Mike Veatch • 417-575-9257
mveatch@paulmueller.com

NATIONAL SALES MANAGER – WEST
Jim Hall • 417-575-9214
jhall@paulmueller.com

GOT CHEESE?
We purchase scrap cheese 
(fish bait, floor sweeps, etc.) 
for feed. We can pick up on a 
spot, weekly  or monthly basis.  

Please contact:

tom@whalenfoodsinc.com
(866) 547-6510

www.whalenfoodsinc.com

We purchase scrap cheese  
(fish bait, floor sweeps, etc.)  
for feed. We can pick up on a 
spot, weekly or monthly basis.

For more information please 
visit www.whalenfoodsinc.com

BIG REWARD OFFERED 
FOR YOUR...

• Cheese Trim • Cheese Fines
• #1 and Undergrades

• Close Coded Products
• Natural, Processed, 
Imitation or Flavored

Call Dean, Eric, Pat or Wade: 
(877) 914-5400
horizonsalesinc.com

For more information please 
visit www.horizonsalesinc.com

CHEESE/DAIRY         12•
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Over 75 Years  
of Combined Skill,  
Honesty, Grass-roots  
Experience

COME TO THE

EXPERTS WHEN

YOU’RE TALKING

SEPARATORS

 

GREAT LAKES SEPARATORS, INC.
Call Dave Lambert at (920) 863-3306 or Dick Lambert at (920) 825-7468

For more information please email drlambert@dialez.net

For more information please visit www.wowlogistics.com

HELP WANTED         7•HELP WANTED         7•

For more information please email humanresource@wmmb.org

For more information please email lsevick@kansasdairyingredients.com

POSITIONS WANTED        8•

CONSULTANTS        9•

POSITIONS WANTED        8•

CONSULTANTS        9•

NEWS/BUSINESS C L A S S I F I E D
A D V E R T I S I N G
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For more information please visit www.kellertec.com

KELLER TECHNOLOGIES
“The Next Generation!”

“Next Generation”
Lactose Systems:

• Finishing
•  Crystallizing

•  Drying
•  Milling
•  Pharmaceutical

“Next Generation”
Permeate Dryers:

(Coming Soon)

•  Less Building Space
•  Less Energy Usage
•  Less Browning

Contact: kent@kellertec.com
www.kellertec.com  •  507.635.5600

February revised production in the 
23 major states, at 15.14 billion pounds,  
was up 1.7 percent from February 2014. 
The February revision represents a 
decrease of 10 million or 0.1 percent 
from last month’s preliminary produc-
tion estimate.

Production per cow in the 23 major 
states averaged 1,959 pounds for March, 
2 pounds above March 2014. This is 
the highest production per cow for the 
month of March since the 23-state series 
began in 2003, USDA says. 

The number of milk cows on farms 
in the 23 major states was 8.62 million 
head, 86,000 head more than March 
2014 but 4,000 head fewer than Febru-
ary 2015.

For the entire United States, NASS 
estimates March production totaled 
18.05 billion pounds, up 1.2 percent from 
a year earlier. Production per cow aver-
aged 1,941 pounds, up 8 pounds from 
March 2014. There were 9.30 million 
cows on U.S. farms in March, NASS says, 
up 78,000 head from March 2014 but 
down 5,000 head from February 2015.

Milk production in the United 
States during the January-March 
quarter totaled 51.90 billion pounds, 
up 1.7 percent from the same quarter 
last year. The average number of milk 
cows in the United States during the 
quarter was 9.30 million head, 88,000 
head more than the same period last 
year and 17,000 head more than the 
October-December 2014 quarter.

In March, California led the na-
tion’s milk production with 3.70 billion 
pounds, down 2.9 percent from its pro-
duction a year earlier. The decline was 
driven by both a drop in cow numbers 
as well as a decline in production per 
cow. NASS reports there were 1.78 
million cows on California farms in 
March, down 2,000 head from March 

2014 and unchanged from February 
2015. Production per cow averaged 2,080 
pounds in March, down 60 pounds from 
a year earlier.

Wisconsin followed with 2.44 billion 
pounds of milk in March, up 3.6 percent 
from its production a year earlier. Wis-

consin was home to 1.28 million cows 
in March, up 5,000 head from a year 
earlier and unchanged from a month 
earlier. Production per cow in Wisconsin 
averaged 1,910 pounds in March, up 60 
pounds from March 2014.

The next highest milk-producing 

states in March were New York and 
Idaho, both at 1.17 billion pounds and 
up 1.1 percent and 1.3 percent, respec-
tively, from a year earlier. Rounding out 
the top fi ve states was Pennsylvania with 
941 million pounds, up 1.3 percent from 
its production a year earlier.   CMN

Emmi Roth USA 
headquarters move 
to Fitchburg, Wis. 
FITCHBURG, Wis. — Emmi Roth USA 
has moved its offi cial national headquar-
ters from Monroe, Wisconsin, about 35 
miles north to Fitchburg, Wisconsin, 
which is a suburb of Madison, Wisconsin.

The new address is 5525 Nobel Drive, 
Suite 100, Fitchburg, WI 53711.

A company offi cial confi rms that 
Emmi Roth USA’s employees who pre-
viously worked in a Verona, Wisconsin, 
offi ce moved to the new Fitchburg offi ce 
last fall. Earlier this year, another group 
of employees from the previous Monroe 
headquarters moved to the Fitchburg 
offi ce as well. 

Emmi Roth USA still has employees 
in the Monroe offi ce as well as its cheese 
plants in Monroe and Platteville, Wis-
consin. The company is owned by Emmi 
Group, Luzern, Switzerland.               CMN

http://www.kellertec.com/
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 ■ HighGround Trading is an Independent Introducing Brokerage that allows 
clients to choose from a variety of clearing firms

 ■ Offers direct access to Chicago Mercantile Exchange’s dairy trading pit  
as well as a number of different electronic trading platforms

 ■ We adhere to the strictest confidentiality standards on behalf of our customers
 ■ Over 13 years of experience in dairy commodity risk management
 ■ Specializing in risk management education and developing customized  
hedging strategies and programs to meet client needs

Email us today at dairy@highgroundtrading.com to sign up  
for a Free 30 Day Trial of HighGround’s comprehensive  
dairy market intelligence package!

www.highgroundtrading.com/dairy
Direct: 312-604-3080  |  Toll Free: 877-206-4250

Eric Meyer
President – Dairy Division

Disclaimer: HighGround Dairy is a division of HighGround Trading LLC (“HGT”). HGT is registered as an Introducing Broker with the Commodity Futures Trading Commission and an  
NFA Member.  Futures and options trading involves risk of loss and is not suitable for all individuals.  PAST PERFORMANCE IS NOT NECESSARILY INDICATIVE OF FUTURE RESULTS.

Futures & Options Brokerage and 
Consulting Firm Servicing the Dairy Industry

For more information please visit www.highgroundtrading.com/dairy

For more information please visit www.hadencustance.com

However, the Asian markets are 
very innovative, she adds, using cream 
cheese for pizza sauces, yogurts and 
ice cream.

“Cheeses over there are used more 
as ingredients than as a snack,” she 
says.

Meanwhile, in Latin America, con-
sumers want traditional fresh, white 
cheese, something the United States is 
able to provide being in close proximity, 
Snyman notes. Specialty cheese also is 
a growing market in South America, 
she adds.

The Middle East/North Africa region 
is one of the biggest growth markets 
for U.S. dairy, Snyman says, particularly 
for processed and bulk natural cheese.

Snyman notes that while the United 
States has the capacity to meet the 
growing world demand for dairy and 
is producing cheese varieties that 
foreign consumers want, U.S. exporters 
have more work to do to meet product 
specifi cations overseas.

“Where the U.S. hurts the most,” 
she adds, is in its commercial practices 
and presence overseas.

It can be very important to translate 
labels on packaging or convert pounds 
to other measurements, Snyman says. 
In addition, U.S. exporters need to 
make frequent visits to the markets 
in which they are selling.

“You have to see if your product is 
out there, if your marketing strategy is 
working and what the competition is 
doing,” she says.

The essentials of successful 
cheese exporting include establishing 
personal relationships, expecting/
anticipating small initial orders, ship-
ping fl exibility and consistency as a 

supplier, she adds.
In the second half of Thursday’s 

session, a panel of Wisconsin chee-
semakers — Andy Hatch of Uplands 
Cheese Co., Luke Buholzer of Klondike 
Cheese Co. and Ken Heiman of Nason-
ville Dairy — shared their exporting 
experiences.

Heiman says Nasonville dairy is 
exporting a no-salt Cheddar to China, 
Feta to Canada and other products to 
Chile and Morocco.

The no-salt Cheddar in particular 
was made due to product specifi cations 
in China, he notes.

“It all depends on what consumers 
are looking for. It’s what they want, not 
what we do,” he says.

Hatch says that while Uplands is a 
relatively small cheesemaker, which 
can present challenges with volume, 
it still is exporting about 3-4 percent 
of its product.

“Our product is very specifi c, so 
there isn’t much change there, but the 
labeling can be tricky,” he says, noting 
the challenges of a different order in 
month, date and year on packaging as 
well as converting pounds to kilograms.

Buholzer says Klondike Cheese 
exports 5-gallon pails of Feta as well 
as smaller retail sizes. The company 
exports mostly to Mexico and Central 
and South America.

All three companies share the con-
sensus that exporting has been both 
rewarding and challenging.

For one thing, it can take some time 
to see payment on product shipped.

“It can take 45-60 days after a ship-
ment to see the money,” Heiman says.

In addition, labeling and regula-
tory issues can create headaches, and 
language barriers can make it diffi cult 
to sort issues out, Buholzer says.

“Everyone needs to be on the same 
page about orders and what’s happen-
ing. Any discrepancy can delay the 
whole process,” he says. “You need 
to understand what all the labeling 
requirements are in the markets you’re 
shipping to.”

Heiman notes the challenges of 
waning orders in times of a stronger 
U.S. dollar.

“When the U.S. dollar gains strength, 
people just stop buying,” he says.

Hatch shared an instance of an issue 
with a product shipment in Japan and 
the challenges of getting to the bottom 
of the issue.

“I was 3 degrees separated from the 
decision-maker in Tokyo, and when 
things slowed, it was very diffi cult to 
get to the bottom of what was going 
on,” he says.

However, the experience is overall 
rewarding, he adds.

“It looks good to our domestic 
customers as we are developing 
relationships that help me as a chee-
semaker and us as a company,” Hatch 
says. “Our cheese both in the U.S. and 
abroad is typically found in high-end 
shops. If it didn’t make money for us, 
I wouldn’t do it, but there are cer-
tainly other benefi ts as well.” CMN
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