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Our Exclusive Annual Profile of Who’s Who in the Cheese Business

Foremost, DFA, MMPA look 
to partner on Michigan plant
NOVI, Mich. — Thee farmer-owned dairy cooperatives — Fore-
most Farms USA, Baraboo, Wisconsin; Dairy Farmers of America 
(DFA), Kansas City, Missouri; and Michigan Milk Producers As-
sociation (MMPA), Novi, Michigan — this week announced they 
have committed to exploring joint ownership and operation of a 
major cheese processing plant in Michigan. All three co-ops have 
farmer-members located in the state.

The decision is driven by the growing milk supply in Michigan, 
the lack of available processing capacity in the region, market 
accessibility and transportation benefi ts. The cooperatives have 
not yet determined if they will build a new plant or purchase an 
existing plant, but they are committed to making a joint invest-
ment in processing capacity in the state.

“Michigan dairy producers own some of the most progressive and 

By the staff of Cheese Market News

Snack cheese innovations, unique fl avor developments and creative 
new uses for dairy proteins — these are just some of the latest dairy 
industry efforts you will fi nd highlighted in Cheese Market News’ 
“2016 Key Players.” 

Each year “Key Players” provides an inside look into what nearly 
50 noteworthy cheese companies are doing to increase dairy sales. 
“Key Players” is not a ranking of  the nation’s largest cheese compa-
nies, but we do provide production and sales data whenever possible 
because we know these are important to a full understanding of a 
company. This year’s Key Players’ celebrates the successes of cheese 
companies both large and small. All of the companies profi led are 
making important and distinct contributions to the growth of the 
dairy industry as a whole, whether that means crafting an award-
winning cheese, developing new packaging styles, inventing new 
uses for dairy ingredients or growing production capacity to cater 
to customers’ needs.

While each profi le within “Key Players” provides insight into a 
specifi c company, in its entirety “Key Players” provides a snapshot 
of the industry that produced a record 11.84 billion pounds of cheese 
in the United States in 2015. The industry’s companies continue 
to innovate, invest in their employees and develop new marketing 
programs across multiple channels to best reach consumers. And, 
as in years past, in “Key Players” you will learn about the latest in 
industry acquisitions, plant expansions, sustainability efforts, food 
safety certifi cations, contest awards and much more.

To fi nd out more about the profi led companies’ latest achievements 
and where they are headed, please read on.
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By Alyssa Mitchell

MADISON, Wis. — With the 
explosion of the snacking trend 
at retail and foodservice, chee-
semakers have an opportunity 
to fill increasing consumer 
demand for on-the-go protein 
sources, offering a pleasing fl a-
vor experience in convenient, 
individual-sized packaging.

A recent report from market 
research publisher Packaged 
Facts shows that America’s 
love of cheese, combined with 
snacking trends and wider 
availability of quality cheese 
at affordable prices, was a 
primary catalyst for growth 
in the natural and specialty 
cheese market to sales of $17 
billion in 2015.

Cheese meets consumer need 
for fl avorful, on-the-go protein

Packaged Facts notes that 
today’s busy consumers de-
mand convenience, and manu-
facturers continue to offer 
products and packaging that 
are easy to use and store, and 
are portable. (For more on this 
study, see our coverage on page 
68 of this issue.)

What’s in Store, an annual 
trends research report pub-
lished by the International 
Dairy-Deli-Bakery Association, 
notes that on-the-go takeout op-
tions from the deli/cheese cen-
ter present new opportunities 
to increase specialty cheese 
sales and consumer discovery 
of new cheeses.

“There’s no doubt that 
breakfast consisting of dairy is 
a growth trend at retail,” Jim 
Dimataris, director of proces-
sor relations for the California 
Milk Advisory Board, says in 
What’s in Store. “We see cheese 
and other dairy items being 
used in deli departments and 
coffee venues to make easy, 
on-the-go options like breakfast 
sandwiches, muffi ns and even 
smoothies due to their quick 
preparation, portability and 
high protein content.”

Meanwhile, the U.S. Dairy 
Export Council (USDEC) re-
cently shared three prototypes 
it will feature at the upcoming 

Institute of Food Technologists 
Conference, noting the proto-
types incorporate U.S. dairy 
proteins, cheese, yogurt and 
permeate. The prototypes will 
focus on trends including “pro-
tein throughout the day,” noting 
consumers look for snack items 
to increase their protein intake 
between meals, and even use 
them as meal replacers.

“Higher-protein foods with 
a clean label and in snackable 
sizes remain top priorities 
when consumers make food 
and beverage purchasing deci-
sions,” USDEC says.

Baker Cheese, St. Cloud, 
Wisconsin, has been in the 
single-serve snack business for 
years. The company is one of the 
leading U.S. producers of String 
cheese, a classic on-the-go 
protein source that continues 
to see demand growth, says 
Brian Baker, president, Baker 
Cheese.

“String cheese is a single-
serve snack in its natural form,” 
Brian Baker says. “The snack 
cheese category is growing 
tremendously, and we don’t 
see that slowing anytime soon. 
String was one of the fi rst grab-
and-go snack cheeses on the 
market and has been a staple 
in the marketplace for years.”

Brian Baker notes that as 

consumer tastes have evolved, 
there has been innovation 
in fl avor profi les for String, 
including smoked, jalapeño 
and other varieties including 
reduced-fat String cheese and 
“twist” String cheese. Organic 
is another category of growth, 
and the company offers organic 
String as well, he adds.

Eric Baker, director of 
sales and marketing at Baker 
Cheese, notes the company 
also is seeing growth in the 
foodservice sector, with String 
offered as a healthy grab-and-
go snack option at schools and 
in hospitals.

Consumer demand for con-
venience in the snacking 
trend is leading the company 
to explore bite-size, on-the-go 
packaging as well, he adds.

Winona Foods, Green Bay, 
Wisconsin, has several inno-
vative offerings for on-the-go 
consumers, says Kaitlin Kane, 
regional sales and marketing 
manager, Winona Foods.

“Taking the lead in our 
snacking product basket is 
our Alejandro On the Go Snack 
Packs,” she says. 

Winona Foods offers three 
dipping varieties: Cheddar, 
Jalapeno Cheese and Salsa. 
The 12/3-1.6 ounce cups come 

Total U.S. cheese 
production rises 
in April vs. 2015

Turn to SNACK, page 18 a

Turn to MICHIGAN, page 19 a

WASHINGTON — Total 
U.S. cheese production, 
excluding cottage cheese, 
was 991.7 million pounds in 
April, up 1.4 percent from 
April 2015’s 977.7 million 
pounds, according to data 
released Thursday by USDA’s 
National Agricultural Sta-
tistics Service (NASS). (All 
fi gures are rounded. Please 
see CMN’s Dairy Production 
chart on page 19.)

Turn to NASS, page 19 aTurn to KEY PLAYERS, page 21 a

Like us on Facebook and 

follow us on Twitter!

✦    Pacifi c Gold Creamery
      focuses on non-GMO,
      specialty cheeses.   
      For details, see page 9.

✦    In the Spotlight: IDDBA 
       refl ects on growth, looks
      to key market infl uencers.
      For details, see page 10.

✦   CMN Exclusive:
       ‘Key Players’ — Our annual 
      profi le of who’s who
      in the cheese business.
      For details, see pages 21-62.

✦     U.S. organic dairy sales 
      valued at $6 billion.      
      For details, see page 64.

INSIDE

http://www.facebook.com/cheesemarketnews
http://www.twitter.com/CMN_CheeseNews
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Dry Products*                            June 3, 2016

DRY BUTTERMILK
(FOB)Central & East: $.7000(+5)-$.7800(+1/2).
(FOB) West:                 $.6200(-5)-$.7600; mostly $.6900-$.7300.

EDIBLE LACTOSE
(FOB)Central and West:  $.2000-$.3775(+2 1/4); mostly $.2200-$.2950.

NONFAT DRY MILK
Central & East:               low/medium heat $.7200(-5)-$.8200(-2); 
   mostly $.7800-$.8100.
   high heat $.8800(-1)-$.9800(+1).
West:                    low/medium heat $.7250(+1)-$.8350; 
                  mostly $.7700(+1/2)-$.8200(+1).
   high heat $.8800(+1)-$.9800(+1).
Calif. manufacturing plants: extra grade/grade A weighted ave. $.7464(-.0179) 
   based on 9,427,515 lbs.    

WHOLE MILK POWDER (National):                      $1.2300(+3)-$1.3000.

WHEY POWDER
Central:    nonhygroscopic $.2000-$.2800(-2 1/4); 
   mostly $.2100-$.2650.
West:           nonhygroscopic $.1850(-2 1/2)-$.2900;
   mostly $.2175-$.2600.
(FOB) Northeast:  extra grade/grade A $.2300(+1)-$.2775.

ANIMAL FEED WHEY (Central): Whey spray milk replacer $.1250-$.2125.

WHEY PROTEIN CONCENTRATE (34 percent):  $.5500(-1 1/2)-$.7575; 
      mostly $.6100-$.6800(+1).

CASEIN:   Rennet $2.1700-$2.7000(-5 3/4); Acid $2.3075-$2.8000(-5 3/4). 

*Source: USDA’s Dairy Market News

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

YEAR
2010
2011
2012
2013
2014
2015
2016

JAN
14.50
13.48
17.05
18.14
21.15
16.18
13.72

FEB      
14.28
17.00
16.06
17.25
23.35
15.46
13.80 

MAR
12.78
19.40
15.72
16.93
23.33
15.56
13.74

APR
12.92
16.87
15.72
17.59
24.31
15.81
13.63

MAY
13.38
16.52
15.23
18.52
22.57
16.19
12.76

JUN
13.62
19.11
15.63
18.02
21.36
16.72

JUL
 13.74
21.39
16.68
17.38
21.60
16.33

AUG
15.18
21.67
17.73
17.91
22.25
16.27

SEP
16.26
19.07
19.00
18.14
24.60
15.82

OCT
16.94
18.03
21.02
 18.22
 23.82
 15.46

NOV
15.44
19.07
20.83
18.83
21.94
15.30

DEC
13.83
18.77
18.66
18.95
17.82
14.44

(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

29,350
98,356

-157
+626

20,463
102,134

+1,339
+3,183

+8,887
-3,778

         +5
+3

Weekly Cold Storage Holdings             May 30, 2016
 On hand   Week           Change since May 1  Last Year
 Monday   Change Pounds     Percent Pounds Change

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.

MAY16
JUN16
JUL16
AUG16
SEP16
OCT16
NOV16
DEC16
JAN17
FEB17
MAR17
APR17
MAY17
JUN17
JUL17
AUG17
SEP17

CHEESE FUTURES* for the week ending June 2, 2016   
 (Listings for each day by month, settling price and open interest)  

                   Fri., May 27        Mon., May 30          Tues., May 31          Wed., June 1         Thurs., June 2

1.413
1.416
1.427
1.492
1.566
1.595
1.607
1.614
1.620
1.630
1.639
1.640
1.644
1.660
1.673
1.683
1.691

4,054
4,206
4,194
3,999
3,566
3,053
3,296
2,989

864
812
740
474
446
432
121
103

81

    387/33,646

1.414
1.421
1.435
1.503
1.566
1.603
1.605
1.613
1.620
1.630
1.639
1.641
1.644
1.660
1.674
1.684
1.692

4,054
4,212
4,271
4,085
3,618
3,101
3,326
3,034

864
812
746
474
446
432
121
103

81

   652/33,996

1.410
1.437
1.475
1.540
1.592
1.617
1.619
1.617
1.627
1.630
1.645
1.651
1.645
1.660
1.680
1.684
1.692

4,802
4,220
4,275
4,103
3,622
3,098
3,346
3,043

860
816
746
474
446
432
121
103

81

   585/34,804

1.413
1.416
1.440
1.509
1.573
1.600
1.607
1.615
1.617
1.629
1.638
1.638
1.642
1.655
1.672
1.682
1.691

4,054
4,176
4,117
3,936
3,532
3,043
3,291
2,984

861
806
740
474
446
432
121
103

81

   263/33,413

Markets 
Closed

Total Contracts Traded/
Open Interest 

MAY16
JUN16
JUL16
AUG16
SEP16
OCT16
NOV16
DEC16
JAN17
FEB17
MAR17
APR17
MAY17
JUN17

DRY WHEY FUTURES* for the week ended June 2, 2016   
 (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., May 27        Mon., May 30        Tues., May 31         Wed., June 2         Thurs., June 3
25.300
25.175
25.925
27.000
28.225
28.875
29.800
30.225
30.750
30.700
30.700
30.350
30.350
29.800

626
676
562
557
536
407
404
319

96
88
84
77
72
66

    107/4,679

25.300
24.925
25.425
27.000
28.025
29.000
29.800
30.225
31.000
31.000
31.000
31.000
31.000
30.400

626
675
575
558
540
408
404
319

96
88
84
77
72
66

    32/4,697

25.050
24.775
25.375
27.000
28.000
29.000
29.800
30.225
31.225
31.250
31.250
31.225
31.250
31.250

640
673
585
581
541
412
404
319

95
87
84
77
72
66

   72/4,751

25.300
25.250
26.250
27.250
28.000
28.875
29.500
29.750
30.375
30.000
30.025
30.025
30.025
29.425

626
675
553
552
533
407
394
345

96
88
84
77
72
66

    1/4,677

Markets 
Closed

     Monday     Tuesday    Wednesday    Thursday       Friday   

Chicago Mercantile Exchange 

       May 30      May 31         June 1          June 2        June 3

   
 

Weekly average (May 30-June 3): Barrels: $1.4250(+.0220); 40-lb. Blocks: $1.3919(+.0399).
Weekly ave. one year ago (June 1-5, 2015): Barrels: $1.6865; 40-lb. Blocks: $1.7370.

Cheese Barrels
Price
Change

Cheese 40-lb. Blocks
Price
Change

Grade A NDM
Price
Change

Weekly average (May 30-June 3): Grade A: $0.8063(+.0208).

Grade AA Butter
Price
Change

Class II Cream (Major Northeast Cities): $2.0760(-.0781)–$2.5742(+.0714).

Weekly average (May 30-June 3): Grade AA: $2.0863(+.0103).

$2.0725
NC

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

Cash prices for the week ended June 3, 2016

$1.4200
-2

$1.3700
-1

$0.7800
-1 1/2

$2.0725
+3/4

$1.4300 
+2 1/2

$1.3950
+3 1/4

$2.1000 
+2 3/4

$0.8125
-3/4

Markets 
Closed

Markets 
Closed

$1.4050
-1 1/2

$1.3625
-3/4

$0.8200
+4

Markets 
Closed

$1.4450
+1 1/2

$1.4400
+4 1/2

$0.8125
NC

$2.1000 
NC
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319 N. Broadway, Green Bay, WI 54303 
o: 920.432.1166    800.366.5169   

f: 920.432.5456 
www.cbs-global.com 

SELLING YOURYOUR DAIRY  
BUSINESS IS OUROUR BUSINESS 

     For more information contact:  Bob Wolter: 312.576.1881 

                  bwolter@cbs-global.com 

Dairy Industry Transaction Specialists serving the U.S. since 1979 

Creative Business Services understands the dairy industry. We have sold many 
dairy and cheese companies throughout Wisconsin and the Country. We 
maintain a long list of qualified buyers and sellers who are actively looking to 
purchase or sell dairy companies. In fact, we have many great offerings to share 
with you. 

Allow us to help you find just the right match for you.  

Bob Wolter 

For more information please visit www.CBS-Global.com

MISSISSAUGA, Ontario — Gay Lea 
Foods Cooperative Ltd. recently an-
nounced its purchase of Prince Edward 
County, Ontario-based Black River 
Cheese Co.

Gay Lea Foods currently produces 
a variety of cheeses for retail and food-
service under its Salerno and Ivanhoe 
brands. The addition of Black River 
Cheese will build on Gay Lea Foods’ 
existing cheese operations in Hamilton 

Gay Lea Foods purchases Black River Cheese
and Madoc, Ontario.

“Gay Lea Foods is committed to 
growing the market for Canadian dairy 
and strengthening dairy farmers’ ability 
to secure markets for our milk,” says 
Steve Dolson, Gay Lea Foods board 
chair. “We are pleased to welcome the 
Black River Cheese Co. into our dairy 
cooperative as part of our continued 
support for the Canadian dairy industry 
and Ontario dairy farmers.”      CMN

Class 4a
Class 4b

  Butterfat
$  2.2122/lb.
$  2.2122/lb.

      SNF
$  0.5552/lb.
$  0.4173/lb.

 Equivalent 
$  12.57/cwt.
$  11.3 7/cwt.

California Minimum Prices
Released June 1, 2016

Class III:                                       
Price                    
Skim Price                
Class IV:
Price                  
Skim Price                      
Class II:
Price                    
Butterfat Price
Component Prices:      
Butterfat Price                 
Nonfat Solids Price                  
Protein Price                   
Other Solids Price                  
Somatic Cell Adjustment Rate               
Product Price Averages:
Butter                   
Nonfat Dry Milk                   
Cheese                    
Dry Whey                   

Class & Component  Prices
May 2016

$  12.76/cwt.
$  4.94/cwt.

$  13.09/cwt.
$  5.28/cwt.

$  13.53/cwt.
$  2.2916/lb.

$  2.2846/lb.
$  0.5870/lb.
$  1.4935/lb.
$  0.0529/lb.
$  0.00071/1,000 scc

$  2.0580/lb.
$  0.7607/lb.
$  1.4104/lb.
$  0.2505/lb.

April 2016

$  13.63/cwt.
$  6.01/cwt.

$  12.68/cwt.
$  5.02/cwt.

$  13.54/cwt.
$  2.2446/lb.

$  2.2376/lb.
$  0.5573/lb.
$  1.8450/lb.
$  0.0489/lb.
$  0.00075/1,000 scc

$  2.0192/lb.
$  0.7307/lb.
$  1.5041/lb.
$  0.2466/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:            5/14/16

$1.4185
 14,380,423

$1.4906
$1.4218

10,623,959
35.00

$2.0521
 3,023,421

$0.7508
20,066,230

$0.2525
9,853,892

$1.3735
 *12,378,907

$1.4270
$1.3595

10,255,800
34.92

$2.0495
 3,613,678

$0.7841
*13,049,488

$0.2487
7,945,307

     5/21/16       5/7/16

$1.4434
 12,966,585

$1.5302
$1.4605

10,293,517
35.04

*$2.0734
 *3,580,303

$0.7437
*24,196,139

$0.2505
6,761,696

$1.3353
 15,685,771

$1.4511
$1.3849

10,019,383
35.04

$2.0563
 4,171,706

$0.7843
12,910,646

$0.2500
7,667,142

       5/28/16

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*

MAY16
JUN16
JUL16
AUG16
SEP16
OCT16
NOV16
DEC16
JAN17

 

MAY16
JUN16
JUL16
AUG16
SEP16
OCT16
NOV16
DEC16
JAN17
FEB17

Total Contracts Traded/
Open Interest

         Fri., May 27          Mon., May 30         Tues., May 31         Wed., June 1           Thurs., June 2

Total Contracts Traded/
Open Interest

MAY16
JUN16
JUL16
AUG16
SEP16
OCT16
NOV16
DEC16
JAN17
FEB17
MAR17
APR17
MAY17
JUN17
JUL17

        Class III Milk*

Total Contracts Traded/
Open Interest

              Class IV Milk*

MAY16
JUN16
JUL16
AUG16
SEP16
OCT16
NOV16
DEC16
JAN17
FEB17
MAR17

CME FUTURES for the week ended June 2, 2016   

                Fri., May 27        Mon., May 30         Tues., May 31         Wed., June 1           Thurs., June 2

   1,113/33,675

12.80
12.85
13.15
13.85
14.56
14.85
14.96
15.03
15.10
15.19
15.35
15.43
15.45
15.48
15.56

          Fri., May 27          Mon., May 30         Tues., May 31         Wed., June 1            Thurs., June 2

Cash-Settled Butter*

13.24
13.75
14.25
14.60
15.03
15.17
15.27
15.19
14.64
14.57
14.59

276
376
490
449
331
327
403
234

42
42
40

76.550
79.925
84.525
88.000
92.000
94.250
96.200
98.200
98.650

1,045
1,115

958
778
739
608
489
566

30

205.875
207.575
212.500
216.500
217.025
216.525
215.650
208.475
200.425
199.750

967
1,022

884
841
948
644
599
462
101

73

     4/3,169

212/6,473

43/6,623

4,241
4,858
4,936
4,340
3,394
2,647
2,537
2,436

807
794
712
554
391
372
105

    10/3,171

Markets 
Closed

   

                         Fri., May 27          Mon., May 30        Tues., May 31         Wed., June 1           Thurs., June 2
4,215
4,798
5,052
4,468
3,419
2,672
2,543
2,445

826
803
722
563
402
383
105

12.80
12.87
13.09
13.78
14.55
14.85
14.95
14.98
15.03
15.13
15.33
15.43
15.46
15.51
15.57

      863/33,967

13.24
13.75
14.34
14.69
15.09
15.30
15.40
15.24
14.73
14.57
14.59

276
372
485
449
331
338
416
241

42
42
40

     51/3,191

76.550
81.000
86.325
89.900
93.975
96.000
98.000

100.225
100.975

1,032
1,108

975
787
762
627
550
583

31

399/6,603

205.875
208.575
213.525
217.100
218.500
217.775
215.650
208.475
200.000
199.850

967
1,021

873
850
948
644
599
462
112

76

57/6,639

4,654
4,706
5,122
4,449
3,509
2,683
2,550
2,452

829
810
721
571
403
384
107

12.76
13.07
13.49
14.21
14.80
15.04
15.10
15.10
15.19
15.30
15.50
15.48
15.55
15.60
15.59

              2,218/34,500

205.800
210.750
217.875
220.750
222.925
221.050
219.500
210.000
200.825
199.850

971
1,026

883
854
956
651
602
469
116

86

114/6,711

76.070
80.425
86.900
90.025
94.950
97.000
99.000

101.275
103.500

1,048
1,103

989
788
766
635
552
595

41

151/6,670

13.09
13.75
14.50
15.00
15.40
15.49
15.66
15.40
14.73
14.57
14.59

360
362
489
447
331
338
421
242

44
44
40

    103/3,277

13.24
13.75
14.24
14.60
15.03
15.17
15.37
15.19
14.64
14.57
14.59

276
376
489
449
331
327
406
234

42
42
40

76.550
80.300
85.525
88.750
92.350
94.750
96.700
98.950
98.650

1,045
1,116

958
778
739
595
535
482

30

70/6,421

205.875
207.525
212.500
215.175
217.000
216.525
215.650
205.475
200.425
199.750

967
1,022

883
823
945
644
599
461
101

73

68/6,600

4,221
4,818
5,027
4,414
3,404
2,651
2,543
2,436

820
802
719
563
401
382
105

12.80
12.79
12.98
13.70
14.47
14.80
14.88
14.94
15.05
15.26
15.41
15.43
15.45
15.48
15.57

   916/33,857

Markets 
Closed

Markets 
Closed

Markets 
Closed

http://www.CBS-Global.com/
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John Talbot is CEO of the California 
Milk Advisory Board. He contributes 
this column exclusively for Cheese 
Market News®.

Perspective:
Dairy Trends

The intersection of consumer 
lifestyle and dairy growth

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 !   

For more information please visit www.realcaliforniamilk.com

VISIT THE CMAB STREET OF DAIRY TO MEET THESE COMPANIES:
Angelo & Franco, Booth 3016
Belfiore Cheese, Booth 3008
Bellwether Farms, Booth 3018
Cacique, Booth 3015
California Dairies, Inc., Booth 3007
California Milk Advisory Board, Booth 2921
Challenge Dairy Products, Booth 2903
Di Stefano Cheese, Booth 2905
Fiscalini Cheese Co., Booth 3002
Foxy’s Thoughtful Ice Cream, Booth 2920
GlenOaks Farms, Booth 3005
Karoun Dairies, Booth 2821

King Cheese, Booth 3106
Marin French Cheese, Booth 3012
Pacific Cheese, Booth 2922
Pacific Gold Creamery, Booth 3003
Point Reyes Farmstead Cheese, Booth 3010
Rizo Lopez Foods, Booth 2917
Rumiano Cheese, Booth 3011
Santini Foods, Booth 3108
Sierra Nevada Cheese, Booth 3102
Sonoma Creamery, Booth 2913
Sweet Chills Brands, Booth 3006

©2016 California Milk Advisory Board, an instrumentality of the California Department of Food & Agriculture.

RETURN TO REAL. LOOK FOR THE SEAL. 
REALCALIFORNIAMILK.COM 

It’s an interesting time to be in dairy 
and one that can cause consternation 
for producers and processors alike. 
As the perfect storm brewing over 
Europe, Russia and China continues 
to wreak havoc on the global dairy 
industry, it would be easy to take a 
pessimistic view of the future, but that 
would not be refl ective of what’s on the 
horizon. We must be patient and keep 
our sights on the tremendous growth 
opportunities that lie ahead. And op-
portunities abound for dairy — even 
in this climate.

If I had to pick one opportunity 
to really focus on it would be healthy 
snacking. Traditional sit-down meals 
are on the endangered species list, 
particularly breakfast and lunch, and 
being replaced by multiple smaller 
snacks throughout the day. Today, 50 
percent of eating occasions are snacks!

Long gone are the days of Ozzie and 
Harriet where the evening meal was 
a sacred ritual, victim to our evolving 
lifestyles. There are 30 percent fewer 
kids per family now than in the 1960s. 
Twice as many women are working and 
there are three times as many single 
mothers. Whether they be professional, 
family or community endeavors, our 
aspirations have driven us into longer 
days and busier schedules.

Somehow though, we seem to revel 
in the hectic lives we live. We are con-
stantly on the go, away from home, pour-
ing ourselves into our work and often 
fending for ourselves when it comes to 
meal time. Traditional breakfast has all 
but disappeared — gotta go! The old 
standby, cereal and milk, has become 
a casualty of that. What is replacing 
the breakfast occasion is an on-the-go 
snack. Whether it’s a cup of yogurt, a 
protein bar or an Egg McMuffi n, it has 
to be available, convenient and easy to 
eat in an ambulatory state.

Lunch has transformed into several 
rounds of grazing, either deskside or 
going to/from engagements. Current fa-
vorites include an energy bar, a handful 
of nuts, leftovers from the night before 
and, all too often, whatever looks edible 
in the vending machine or scrounged 
from the company fridge.

Even the time-honored family din-
ner is becoming a victim of our chaotic 
lifestyles. The Food Marketing Institute 
says only 40 percent of families with 
children are eating dinner together, and 
even then it’s only two or three times a 
week. Harriet would be mortifi ed! 

What we are doing is snacking — and 
a lot. Forty-six percent of adults eat 
three or more snacks per day. That’s up 
from 21 percent in 2010 and a 5 percent 
increase in just the last year according to 
IRI. So this is a fairly recent phenomena 
and one that certainly seems to have 
a lot of momentum. Lifestyle changes 
are creating the demand and food is 
available all around us, all the time. 
And it’s not just the mindless noshing 
of stereotypical couch potatoes — 80 
percent of these nibblers say they are 
snacking with a purpose, whether that 
be hunger, energy or lack of time for a 
full meal. 

The good news is the nutritional 
make up of these snacks is ch-ch-
changing. It’s not all junk food. While 
CHips and CHocolate are still the most 
popular snacks, CHeese is right behind 
at number three. Most importantly, 33 
percent of people say they are eating 

Turn to TALBOT, page 5 a

http://www.realcaliforniamilk.com/
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For more information please visit www.pazingredients.com

Value  
Added

Specializing in Non GMO WPC 80 product 
(hormone free & grass fed)

Over Two Decades of Experience!

mark.paz@pazingredients.com   •   www.pazingredients.com   •   949.378.0815

• Organic Nonfat Dry Milk & Butter   
• Acid Casein
• Butter (Imported & Domestic)
• Caseinates (Sodium, Calcium, Potassium)
• Dry Blends (Powder & Agglomeration)
• Lactalbumin

• Milk Protein Concentrates (40%-80%)
• Milk Protein Isolates
• Rennet Casein
• Whey Protein Concentrates (34%-80%)
• Whey Protein Isolate

INTEGRITY • DEDICATION • SERVICE

YOUR PREMIER SOURCE FOR 
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YOUR PREMIER SOURCE FOR 
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Quality Ingredients & 
Functional Dairy Products

healthier snacks this year compared to 
last. And 60 percent want more healthy 
snacking options.

This is particularly true for millenni-
als who consume twice as many snacks 
per day as their boomer parents and 
are clearly driving the growth in the 
snacking category. Despite what may 
seem like a more careless approach to 
refueling their bodies, the nutritional 
value of the foods they eat is very impor-
tant. Thirty-nine percent of millennials 
say they eat healthier than their parents 
and 83 percent consider healthiness 
important when picking a snack. 

The attitudes and behaviors of mil-
lennials will infl uence snack foods in 
other ways as well. One of the most 
enlightening insights into the millen-
nial mindset that I’ve ever seen comes 
from a 2015 Mintel survey showing that 
40 percent of millennials said cereal 
was an inconvenient breakfast choice. 
Why? Because they didn’t want to have 
to clean the dishes afterwards! I can 
certainly vouch for that in my household.

The U.S. snack business accounts 
for $124 billion in sales (2014) and 
is expected to climb to $200 billion 
by 2020 according to IRI. That’s a 60 
percent increase! In the United States 
alone this is a sizable opportunity, not 
to mention what may happen to the 
global snack business currently pegged 
at $374 billion. 

Market research fi rm TNS did a 
compelling analysis last year to iden-
tify the snacking categories with the 
highest growth potential. Using 19,000 
consumer interviews and IRI retail 
sales data, they combined the degree 
of unmet consumer needs with the de-
gree of momentum attributable to each 
product area to determine a ranking of 
opportunities. Of the top 10 highest po-
tential snacking categories identifi ed, 
SEVEN include some dairy component. 
(For the full list go to tnsglobal.com 
and search snack potential.)

This certainly bodes well for the 
dairy industry. While existing products 

are already in place that fi t the bill 
here, others can surely be developed. 
The dairy ingredients that fuel these 
high growth potential categories are 
yogurt, cheese and fl uid milk. Despite 
the rising interest in nutritious foods, 51 
percent still say taste is more important 
than health in choosing one snack over 
another. The creamy textures and other 
indulgent qualities of dairy make these 
products perfect for the emotional side 
of snacking; the protein, probiotics and 
other nutrients in dairy appeal to the 
rational side of consumers’ minds. 

Somewhere at the intersection 
of snacking growth, nutrition con-
cerns and the wholesome goodness 
of dairy we have a great opportu-
nity for signifi cant development in 
our business. Let’s get to it! CMN

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

WASHINGTON — Sea Salt Caramel 
Milk and Coconut Key Lime Pie Chia 
Seed Yogurt won the International Dairy 
Foods Association’s (IDFA) Innovative 
Milk and Cultured Dairy Products 
Contest last week in Indianapolis. The 
competition showcased the creativity of 
milk and cultured dairy professionals, 
and it is a popular part of IDFA’s an-
nual Milk and Cultured Dairy Products 
Conference.

Sea Salt Caramel Milk, a specialty 
milk that combines buttery caramel 
fl avor with a touch of sea salt, won in 
the Most Innovative Product category; it 
was entered by Prairie Farms Dairy Inc. 
Coconut Key Lime Pie Chia Seed Yogurt, 

Sea Salt Caramel Milk, Coconut Key Lime Pie Chia Seed Yogurt winners of IDFA contest
a unique combination of fl avors in a rich 
yogurt base, won the Most Innovative 
Prototype Product or Flavor category; it 
was submitted by Fruitcrown Products 
Corp.

Dairy professionals attending the 
conference tasted, judged and selected 
the winners. The competition is spon-
sored by Dairy Foods magazine.

“There was great enthusiasm among 
the judges to taste the innovative prod-
ucts and fl avors created by their peers 
in the industry,” says John Allan, IDFA 
vice president for regulatory affairs 
and international standards. “How 
consumer demand for new and exciting 
eating experiences is driving innovation 

was a theme that cropped up in many 
of the unique presentations throughout 
the conference.”

In addition to tasting and judging 
new products, attendees heard from sev-
eral industry experts during the event, 
including Emily Broad Leib of Harvard 
University who discussed reducing food 

waste by reworking food date-marking 
practices. Roger Tedrick of the Ohio 
Department of Agriculture reviewed 
future veterinary drug residue testing 
requirements for Grade A milk products, 
and Lynn Dornblaser of Mintel Group 
Ltd. outlined what today’s consumers 
are seeking in the marketplace.  CMN

AUCKLAND, New Zealand — The 
Global Dairy Trade (GDT) price index 
increased 3.4 percent, and average 
prices for almost all commodities were 
higher Wednesday following the latest 
auction on GDT, Fonterra’s internet-
based sales platform.

The only commodities to see an aver-
age price drop were rennet casein, down 
1.6 percent to US$5,035 per metric ton 
FAS ($2.2839 per pound), and whole milk 
powder, down 1.7 percent to US$2,205 
per metric ton FAS ($1.0002 per pound).

All other commodities had price 
increases. The average prices achieved 
across all contracts and contract pe-
riods, and percent change from last 
month, are as follows:

Most GDT prices improve at latest auction
• Anhydrous milkfat: US$3,444 per 

metric ton FAS ($1.5622 per pound), 
up 2.8 percent.

• Butter: US$2,762 per metric ton 
FAS ($1.2528 per pound), up 3.2 percent.

• Buttermilk powder: US$1,765 per 
metric ton FAS ($0.8006 per pound), 
up 14.2 percent.

• Cheddar: US$2,669 per metric ton 
FAS ($1.2107 per pound), up 7.8 percent.

• Lactose: US$750 per metric ton FAS 
($0.3402 per pound), up 4.7 percent.

• Skim milk powder: US$1,867 per 
metric ton FAS ($0.8469 per pound), 
up 12.1 percent.

The next trading event will be 
held June 15. For more information, 
visit www.globaldairytrade.info. CMN

HAGERSTEN, Sweden — Perten 
Instruments, a PerkinElmer company,  
has acquired Delta Instruments, a 
Netherlands-based manufacturer of 
analyzers and testing equipment for 
milk and dairy products.

According to Perten, Delta Instru-
ments is known for its history of product 
innovation in milk analysis and for 
product quality. Its infrared analyzers 
and somatic cell counters are used by 
dairy companies worldwide.

Perten provides instruments for 

Perten buys Dutch-based Delta Instruments
compositional and functional analy-
sis that measure an array of dairy 
products and ingredients including 
stabilizers, cream, rennet, dairy pow-
ders, butter, cheese, whey products 
and more. 

“Together our two companies of-
fer the most complete range of milk 
and dairy analyzers,” says Gavin 
O’Reilly, managing director and CEO, 
Perten Instruments. “We look forward 
to introducing Delta Instruments 
to our current customers.” CMN

http://www.pazingredients.com/


© 2016 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)

6     CHEESE MARKET NEWS® —  June 3, 2016

The making of a champion

John Umhoefer is executive 
director of the Wisconsin Cheese 
Makers Association. He contributes 
this column monthly for Cheese 
Market News®.

Perspective:
WCMA

WCMA UPDATE

It lingered on the edge of medaling 
for years before it hit: Roth’s Grand Cru 
Surchoix earned fourth place in its class 
in 2012, 2013, 2015, and then struck gold 
with the overall World Champion win at 
the 2016 World Championship Cheese 
Contest in March.

“I was home,” Emmi Roth USA Direc-
tor of Operations Rob Frie told WCMA, 
“and I got the text at 8:30 that night: 
‘Can you believe it! We won the whole 
damn thing.’”

What makes a cheese a World Cham-
pion? U.S. cheesemakers have waited 
28 years to explore the answer to that 
question. The World Championship 
Cheese Contest was last bested by a 
U.S. cheesemaker when Dale Olson, 

plant manager at Burnett Dairy Co-op 
in Grantsburg, Wisconsin, made the 
winning String cheese.

“We’ve talked about what made this 
vat, this wheel, special,” Frie said. Made 
in November 2014, the winning vat of 
cheese started with fall milk when sum-
mer silage is fresher, Frie said. Roth has 
strict requirements for milk purity and 
this vat, made late in the week, would 
have had the freshest farm milk in the 
silos. “This wheel was just right, not too 
dry at about 36 percent moisture and 
we’re looking for crystals in the body. 
This one was crumby but still creamy,” 
Frie said.

Twenty-three people interact with 
every wheel of Grand Cru Surchoix 

made at the Monroe, Wisconsin, cheese 
plant that Fermo Jaeckle and Felix Roth 
purchased in 1990. Swiss cooperative 
Emmi later purchased Roth Kase in 
2010, keeping the company largely 
intact. Today, Mark Druart, director of 
R&D, Bob Bobak, head cheesemaker, 
Jon Conkey, cellar supervisor, and Frie 
set aside time for two cheese tastings 
per month to see which Grand Cru vats 
will advance to Grand Cru Reserve (aged 
6 months) and Grand Cru Surchoix (9 
months or older).

The make procedure was refi ned in 
2012 to create a formula for Grand Cru 
meant for aging, Frie said.

“We closely monitor every stage 
in the making, brining, washing and 
turning of each wheel — two of our 
employees are in Switzerland now shar-
ing knowledge about best practices,” 
he said.

Frie credits the Wisconsin Center 
for Dairy Research (CDR) in Madison 
with “making us a better company.” In 
addition to sending staff through short 
courses at the University of Wisconsin, 
Frie and the Emmi Roth cheesemakers 
have had CDR staff on-site many times to 
improve quality and solve issues, he said.

 About two-thirds of Grand Cru 
production is marketed as Grand Cru 
Original, about a quarter reaches the 
Reserve label and a few percent is 
Surchoix. Emmi Roth cures only about 
25,000 pounds of Surchoix per year, 
Frie said.

“It’s a very small market segment 
here in the U.S.,” Tim Omer, president of 

Emmi Roth USA, said minutes after the 
Surchoix was named World Champion in 
March. “So if you’re going to do it, you 
have to be kind of crazy, because you’re 
not going to make money doing it, you 
just really have to have a passion for it.” 

The night of the World Champion 
announcement, Frie said, he checked 
inventory on wheels from the award-
winning vat. “We locked ’em all down 
that night.” 

Frie believes the win will refl ect 
well on the entire Roth Cheese line 
of products. The company recently 
debuted Prairie Sunset, an aged gouda-
style cheese to broaden its line of spe-
cialty cheeses. Roth’s Private Reserve, 
a raw-milk smear cheese, has racked 
up awards and placed second behind 
the Surchoix in its category at the 2016 
World Championship Cheese Contest.

“At the plant level, we now tell our 
people, ‘All this work can come to a 
peak like this. Everything you do every 
day can lead to greatness,’” Frie said.

Even now, the tasting team is trying 
cheeses that will compete in next year’s 
U.S. Championship Cheese Contest, 
Frie noted.

“There was a lot of hard work, all the 
way back to 1991, to make this Alpine 
style in the U.S.,” Frie said. 

“It would be quite a feat to win it 
again,” he added with a smile. CMN

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

Millennials want what they want

Patrick Geoghegan is senior vice 
president, corporate communications, 
of the Wisconsin Milk Marketing 
Board. He contributes this column 
exclusively for Cheese Market News®.

Perspective:
Dairy Marketing

I recently sat in on a focus group 
where the following comments were 
made:

“I get most of my information about 
food from Facebook.”

“I don’t eat meat — maybe, if I met 
the cow, I would.”

“I try to avoid any ingredients I can’t 
pronounce.”

All three statements came from 
the mouths of millennials, that group 
of consumers generally born between 

1983 and 2000 who’ve been called every-
thing from Generation Me, a refl ection 
of their self-centeredness, to Trophy 
Kids, regarding a trend in adolescent 
sports, as well as other aspects of life, 
where mere participation is enough 
for a reward. 

This is not a column about how 
uninformed millennials are, or how we 
need to engineer marketing that appeals 
to them without actually changing our 
products. I want to discuss whether we 

have the sense (or courage) to address 
some of the most basic questions we face 
with this burgeoning audience that has 
overtaken baby boomers as the largest 
segment of the U.S. population at about 
83 million. 

Much has been written about the 
challenges of marketing to the millen-
nial generation and it’s no wonder; they 
are unique.

• Millennials are the most educated 
and culturally diverse group of all gen-
erations.

• Despite having higher levels of edu-
cation, millennials are paid as much as 
20 percent less than their counterparts 
from a generation ago and are often 
under-employed.

• Millennials are the generation that 
uses social media the most. Nearly 90 
percent of millennials use Facebook as 
their primary source of news. 

• The share of 18-34 year-olds (mil-
lennials) who are married with kids has 
plummeted from 49 percent in 1970 to 
just 20 percent in 2015.

In an effort to better understand this 
growing audience, the Wisconsin Milk 
Marketing Board (WMMB) surveyed 
Wisconsin millennials on a variety of 
topics surrounding a host of issues, from 
sustainability to whether they can link 
farming practices to buying decisions. 

The research produced surprises 
and causes for relief that may be trans-
latable across the country. 

• Wisconsin millennials have 
generally positive attitudes about the 
Wisconsin dairy industry. Yes, much 
of it is driven by state pride — we’re 
proud of our dairy industry in America’s 
Dairyland. And even though many mil-
lennials don’t really understand what 
happens on farms or even how cheese is 
made, they’re generally in favor of both. 

• We found they apply their own per-
sonal defi nitions to ideas and concepts 
that the rest of the world struggles to. 
Most people attach mileage distances 
to “local,” but not millennials who 
defi ne “local” as small scale and more 
responsible farming, which they also 
associate with Wisconsin dairy. 

• While sustainability currently has 
a small impact on Wisconsin millen-
nials, this will likely change as dairy 
communications break through to 
them. They want to care. They refer-
ence sustainability in other aspects of 
their lives. They do research. They like 
to share stories.

• While most are environmentally 
conscious and express interest in the 
issues when they are raised, their lim-
ited knowledge of farming practices and 

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 !   

Turn to GEOGHEGAN, page 7 a
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impact keeps the issues from being top 
of mind — especially when shopping. 

• Few are able to link farming prac-
tices to their choices in stores. Most rely 
on cues like the packaging style and call-
outs like “all natural” and hormone-free.

• Few expressed any health concerns 
over dairy. Those concerned with fat con-
tent alleviate their concerns by buying 
skim and reduced-fat cheeses. 

Our research also showed that 
Wisconsin millennials appear to feel 
connected to dairy farmers and their 
importance to Wisconsin’s economy. And 
in perhaps the best news, millennials are 
willing to listen; their perceptions are 
still forming and they told us they want 
more information. 

The challenge for producers and 
marketers will be to operate with 
transparency even though by doing 
so it may raise issues that millennials 
aren’t even aware of. But if we wait 
for that to happen and millennials’ re-
sponses are negative, then what? CMN

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

MONTICELLO, Wis. — Sugar River 
Cold Storage has completed its ware-
house expansion in Monticello, Wiscon-
sin. Construction began in June 2014. 

According to Sugar River Cold Storage, 
the expansion includes 17,000 square feet 
of new cooler space and 13,000 square 
feet of new heated dry space. The cooler 
section is completely racked with 2,024 
pallet positions. Both areas have sprinkler 
systems for fi re protection.

“We decided to expand because we 
are consistently running at or near 

Sugar River Cold Storage completes its 
expansion, offers cooler and dry space

capacity in the coolers and our dry busi-
ness was increasing to a point where 
we just needed more space,” says Eric 
Solberg, president, Sugar River Cold 
Storage, noting the addition benefi ts 
both current and future customers.

With the expansion, Solberg says 
Sugar River Cold Storage now can 
offer  76,000 total square feet of stor-
age space consisting of 46,000 square 
feet of cooler space, 17,000 square 
feet of freezer space and 13,000 
square feet of new dry space. CMN

WASHINGTON — The total volume 
of conventional dairy advertisements 
increased 9 percent last week from the 
prior week, says USDA’s Agricultural 
Marketing Service (AMS) in its latest 
weekly National Dairy Retail Report 
released May 27.

AMS notes national conventional 
butter in 1-pound packs more than 
tripled the number of ads and has about 
a 5-percent decrease in price compared 
to the prior week, with a weighted aver-
age advertised price last week of $3.13, 
down from $3.29 one week earlier and 
$3.18 one year earlier.

AMS says national conventional 
varieties of natural 8-ounce cheese 
blocks last week had a weighted average 
advertised price of $2.24, down from 

Conventional dairy ad volume up 9 percent
$2.32 one week earlier but up from 
$2.23 one year ago.

Natural varieties of 1-pound cheese 
blocks last week had a weighted average 
advertised price of $4.97, up from $3.71 
one week earlier and $4.12 one year 
earlier, AMS says, while 2-pound cheese 
blocks had a weighted average advertised 
price of $6.82, up from $5.42 one week 
earlier and $6.69 one year earlier.

AMS says natural varieties of 
8-ounce cheese shreds last week had 
a weighted average advertised price 
of $2.19, down from $2.23 one week 
earlier and $2.34 one year earlier, 
while 1-pound cheese shreds had a 
weighted average advertised price 
of $4.16, up from $3.28 one week 
earlier and $3.99 one year ago. CMN

WASHINGTON — FDA this week an-
nounced the availability of a draft guid-
ance on voluntary sodium reduction goals 
in commercially processed, packaged and 
prepared foods. These goals are intended 
to address the excessive intake of sodium 
in the current population and promote 
improvements in public health, FDA says.

Noting that the average sodium in-
take per person is approximately 3,400 
milligrams per day, FDA drafted 2-year 
and 10-year targets for the food industry 
to help Americans gradually reduce 
sodium intake to 2,300 milligrams a 
day. FDA has requested feedback from 
stakeholders about the 2-year voluntary 
reduction targets by Aug. 31. Comments 

FDA issues draft guidance on sodium targets
on the 10-year reduction targets are due 
by Oct. 31. More information is available 
at https://www.federalregister.gov.

The International Dairy Foods Asso-
ciation (IDFA) notes that cheese is one 
of the categories identifi ed for sodium 
reduction, though it represents only about 
8 percent of the sodium in the American 
diet. IDFA adds that many cheesemakers 
continue to look for ways to reduce the 
amount of sodium in their products.

“Salt is a critical component of the 
cheesemaking process as it controls 
moisture, texture, taste, functionality 
and food safety. Although salt cannot 
be completely eliminated, some cheeses 
require less than others,” says Cary Frye, 
IDFA vice presdient of regulatory and 
scientifi c affairs. “The cheese industry 
continues to work on process and product 
developments to help lower sodium — all 
while maintaining strict expectations 
for food safety and taste.”       CMN

http://www.kellertec.com/
http://www.themccullygroup.com/
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WASHINGTON — FDA is holding three 
one-day public meetings in different 
U.S. regions to provide importers and 
other interested persons an opportunity 
to have an in-depth discussion on the 
implementation of the FDA Food Safety 
Modernization Act (FSMA) import 
safety programs. 

During these meetings, participants 
and key FDA subject matter experts 
will discuss the next phase of FSMA 
implementation related to import safety 
programs, which includes establishing 
the operational framework for these 
programs and plans for guidance docu-

FDA to hold FSMA meetings for importers
ments, training, education and techni-
cal assistance. 

FDA says the purpose of the regional 
meetings is to continue the dialogue 
with the importer community and elicit 
ideas that will help to inform FDA and 
its stakeholders on how to continue to 
work together to successfully comply 
with FSMA mandates and regulations.

The meetings will be June 7 in Costa 
Mesa, California; June 15 in Rutherford, 
New Jersey; and June 21 in Detroit. 

For more information, visit http://www.
fda.gov/Food/NewsEvents/Workshops
MeetingsConferences/default.htm.      CMN

CHICAGO — The Institute of Food Tech-
nologists IFT16 Expo will be July 16-19 
at McCormick Place South in Chicago.

The expo features the latest science, 
innovative strategies and solutions for 
the food industry and allows attendees 
to connect with more than 23,000 top 
food science and technology experts 
from more than 90 countries.

This year’s event will include a new 
Innovation Zone with developers of new 
products, technologies and other inno-
vations; featured sessions with Jacques 

IFT16 Expo will be July 16-19 in Chicago
Rousseau, Ben Goldacre, Bev Postma 
and others; the On Trend exhibit show-
casing the latest product innovations on 
the expo fl oor; and the New Exhibitors 
Pavilion to connect with companies 
never before seen on the IFT expo fl oor.

Additionally, the annual IFT Inno-
vation Awards, presented July 17, will 
recognize companies that are leaders 
in their fi eld or have an exemplary new 
innovation.

For more information, visit 
http://am-fe.ift.org.         CMN

TWIN FALLS, Idaho — The University 
of Idaho and TechHelp will present the 
Internal Auditor Workshop June 23 at 
the Hilton Garden Inn in Twin Falls, 
Idaho. This workshop will teach how 
to conduct internal audits in a facility 
against one of the GFSI audit schemes, 
which are becoming a standard for the 
food industry as a tool for assuring food 
safety and regulatory compliance and 
have become a customer requirement 
for many processors.

This one-day course will provide 
attendees with a full understanding of 
audit requirements as well as promote 
personal professional development. It 
also will help the plant audit scheme 
practitioner do a better job managing 
food safety and HACCP, organizers say. 
Participants will be trained through a 

Internal Auditor Workshop set for June 23  
combination of discussions, practical 
activities and PowerPoint presenta-
tions. Attendees will be given feedback 
on their performance during the case 
study and suggestions for improving 
their auditing techniques. 

The course will be led by Jeff Kro-
nenberg, an extension food processing 
specialist with the University of Idaho 
School of Food Science and TechHelp.

The workshop fee is $292 per person 
for two or more people registering at 
the same time or $325 per person for 
individual registrants.

For more information and to 
register, visit http://www.techhelp.
org/events/267/food-safety-inter-
nal-auditor-workshop/ or contact 
Paula Penterman, 208-364-6188 or 
paulap@uidaho.edu.          CMN

MINNEAPOLIS — Land O’Lakes will 
present a Startup Next Food and Tech 
pre-accelerator program for startups in 
the food and tech industry Aug. 9-Sept. 
13. The application deadline is June 30.

Land O’Lakes is a farmer-owned 
cooperative, so companies anywhere 
in the farm-to-fork food chain are in-
vited to apply, including those offering 
innovative consumer products, trace-
ability tools, distribution, supply chain 
effi ciency, safety, food processing and 
logistics innovation. Startups relevant 
to food and technology in the retail, 
foodservice, industrial or other chan-
nels are welcome. Startup innovations 
relevant to the dairy industry — from 
dairy farmers to dairy transportation, 
processing and products — will be of 
particular interest.

Entrepreneurs will gain hands-on 
mentorship and education during 
the program, culminating in a demo 

Land O’Lakes, Startup Next will offer food 
and tech startup pre-accelerator program

day event. Land O’Lakes will provide 
expertise and mentorship to program 
participants in conjunction with 
leaders from the Minneapolis startup 
ecosystem.

This is a non-resident, part-time 
program, so founders are able to stay 
focused on their business and product 
while getting help from the mentors to 
get better prepared for an accelerator 
or a seed round. The program is free of 
charge and no equity is taken.

Startup Next has helped more than 
50 startups get into various top accel-
erators and raise more than $50 million 
in funding.

To apply, visit http://www.up.co/
communities/usa/food-and-tech-
-presented-by-land-olakes-mn-usa/
startup-next/9377. For more informa-
tion, visit http://www.startupnext.
co/overview/faq or email landolakes
@startupnext.co.          CMN

NEWS/BUSINESS

MEXICO CITY — Mexican dairy com-
pany Grupo LALA this week announced 
it has entered into an agreement to 
acquire certain assets related to La-
guna Dairy’s branded business in the 
United States for $246 million in an 
all-cash transaction.

The acquisition includes three 
production plants and at least fi ve 
brands. Grupo LALA’s branded port-
folio currently includes products such 
as drinkable yogurt under the LALA 
and Frusion brands and specialty 
milks under Promised Land and Skim 
Plus brands. LALA offi cials say the 
acquisition also will provide a local 
platform to expand the presence of 
LALA’s Mexican product line in the 

LALA enters agreement to acquire U.S. 
branded business assets of Laguna Dairy

U.S. Hispanic segment.
“This acquisition represents a 

unique opportunity to enter high-
growth dairy categories in a key 
market in the Americas,” says Scot 
Rank, CEO, Grupo LALA. “Through 
this transaction, we are obtain-
ing modern production facilities, 
growing businesses in value-added 
categories and a local platform for 
future growth in the world’s largest 
dairy market.”

The related party transaction has 
been approved by Grupo LALA’s inde-
pendent audit committee and board of 
directors. The transaction is subject 
to customary closing conditions and 
regulatory clearances.                       CMN

http://www.johnsonindint.com/
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Pacifi c Gold Creamery, owned by dairymen, focuses on non-GMO, organic specialty cheeses
By Kate Sander

RIVERBANK, Calif. — “The story told 
to the dairy farm families behind Pacifi c 
Gold Creamery is, there is no future in 
small family farms. We believe otherwise.”

So starts the story of Pacifi c Gold 
Creamery on the company’s website. 
Owned by dairy farm families milking 
herds of various sizes, Pacifi c Gold 
Creamery aims to make its mark on the 
nation’s dairy industry with high-quality 
products that are connected to the farm 
families where the milk originates.

The beginnings of Pacifi c Gold date 
back to 2008 when several dairy farms in 
California’s Central Valley lost their milk 
buyer when Crystal Creamery was sold. 
These nearly 30 dairy producers, with the 
help of  Leonard Vandenburg who has 
had a long career in milk sales, formed 
Pacifi c Gold Milk Producers cooperative 
as a way to collectively market their milk.

However, Vandenburg, who owned 
Milk Movers of America and was instru-
mental in the formation of the co-op, says 
the producers had bigger dreams than 
just selling milk. They wanted something 
to show, long term, for their efforts.

“There’s nothing that can’t be done 
without a little bit of money and a whole 
lot of will and desire,” Vandenburg says. 
“I never underestimate will and desire.”

Discussions began about adding 
value to the producers’ milk. Vanden-
burg, tasked with leading the dairymen, 
connected with Barry Murphy, who has 
spent his career developing whey protein 
companies across the United States.

“Leonard is the visionary,” Murphy 
says, “and I blend technical background 
with business knowledge. And I had 
always wanted to be involved with a 
specialty cheese plant.”

Pacifi c Gold Creamery offers its 
customers cheese in a wide variety of 
sizes from consumer-sized packaging 
up to 40-pound blocks.

The majority of the company’s 
cheese currently is sold for industrial 
uses and foodservice, but the company 
has started a retail program.

Edward Zimmerman of The Food 
Connector is assisting Pacifi c Gold 
Cheese in developing its marketing plan.

“We’re just gearing up for taking it 
to retail,” Vandenburg says.

While it’s moving into retail sizes, the 
company primarily will be focusing on  
co-packing, Vandenburg says.

“We don’t want to compete with oth-
ers but let them do what they’re good 
at, and we can focus on what we’re good 
at,” Vandenburg says.

“We have a vision of being a top-quali-
ty specialty cheese plant that customers 
can depend on,” Vandenburg says, “and 
we want to give our owners something 
that can benefi t them fi nancially and 
that they can be proud of.”    CMN

milk, the dairymen are owners of  Pacifi c 
Gold Creamery, which makes a wide va-
riety of cheeses, particularly Feta, Fresh 
Mozzarella and Ricotta. Pacifi c Gold cur-
rently offers two branded labels — Arte-
mis brand Feta and Grazia brand Italian 
cheeses. The Feta, both in conventional 
and organic varieties, is available in blocks 
in brine, crumbles and dry-pack blocks. 
Grazia brand Italian cheese includes 
Fresh Mozzarella in perle (tiny balls), 
ciliegine (little cherry size), bocconcini 
(bite size) and ovolini (egg size) in addi-
tion to half- and 1-pound thermoform logs. 
The company’s Ricotta also is receiving 
rave reviews, Vandenburg says.

In addition, other cheeses the compa-
ny produces include Parmesan, Asiago, 
Romano, Monterey Jack and Cheddar.

Pacifi c Gold Milk Producers co-op 
supplies all of the milk to the plant.  All 
of the milk is rBST-free but the company 
also is particularly honing in on mak-
ing cheeses with specialty milks such 
as 100-percent hormone-free, verifi ed 
GMO-free and organic.

Murphy says one of the company’s 
strengths is its access to specialty milk.

Currently the company is growing 
rapidly and plans to fi ll capacity within 
two years, with the potential to triple that 
of its current production. The company’s 
long-range plan is to grow to the point that 
building a new, larger facility is a necessity.

“We have the potential to be a signifi -
cant player in the organic and non-GMO 
business,” Vandenburg says. “Long term, 
we want to become the largest specialty 
cheese plant on the West Coast.”

In the meantime, Pacific Gold 
Creamery has invested heavily in quality 
assurance at its Riverbank plant. The 
plant is big enough to offer effi cient lines 
and small enough for fast changeovers. 
The site includes a full R&D lab, private 
offi ce space and complete confi dential-
ity for its contract cheese customers.

The company hired Rick McKinney, 
with 35 years of industry experience 
including stints at Leprino and Land 
O’Lakes, to lead its manufacturing and 
quality assurance teams. The plant has 
full HACCP certifi cation, and McKinney 
expects that the plant will receive SQF 
certifi cation in 2017.

“We’ve invested a lot of money and 
paid a lot of attention to quality sys-
tems,” McKinney says.

“We’re very serious about continuous 
improvement,” McKinney adds.

Not only does Pacifi c Gold Creamery 
desire to make safe specialty cheeses, 
it also knows that customers expect 
the highest quality fl avor and texture 
in their products. Pacifi c Gold is able 
to deliver that, Vandenburg says.

Vandenburg  wants the dairy sector 
to take notice of the company’s cheese.

“We want to be an example to the dairy 
world. We won’t compromise on standards 
or ethics,” he says. “So many cheeses that 
are out there are OK, but not to where con-
sumers say, ‘Wow!’ We want the consumer 
to always say, ‘Wow! That’s really good.’ 
Then they will come back to buy it again.”

“Long term, we want 
to become the largest 
specialty cheese plant 
on the West Coast.”

Leonard Vandenburg
PACIFIC GOLD CREAMERY

Vandenburg and Murphy met and fi rst 
started talking about options in 2011; 
the right opportunity presented itself in 
2013 when a cheese plant in Riverbank, 
California, became available for lease.

“It was an older plant that had great 
infrastructure,” and it was just right 
for what the investors had in mind, 
Murphy says.

Thus, Pacifi c Gold Creamery was 
born. The plant is somewhat unique in 
that it isn’t a co-op plant. Instead, the 
producers, separate from the co-op, 
along with Vandenburg and their attor-
ney invested in the company, upgrading 
the facility with new equipment so they 
could make their own specialty cheese.

Now just eight years after they were 
dairy farmers with no place to sell their 

AUTHENTIC ITALIAN — Pacifi c Gold Creamery markets its hand-crafted Italian cheeses, 
made from authentic Italian recipes, under the Grazia brand.

Photo courtesy of Pacifi c Gold Creamery

http://www.pacificgoldcreamery.com/
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International Dairy-Deli-Bakery AssociationSpotlight:
In The

Turn to IDDBA, page 11 a

International Dairy-Deli-Bakery Association refl ects on growth, looks to key market infl uencers
By Alyssa Mitchell

MADISON, Wis. — As cheese and 
dairy manufacturers look to penetrate 
additional areas at retail, a Wisconsin-
based international organization works 
to promote and merchandise cheese 
across three key retail channels — deli, 
dairy and bakery. 

The International Dairy-Deli-Bakery 
Association (IDDBA) traces its origins 
to the formation of the Wisconsin 
Cheese Seminar in 1964, which was at-
tended by 22 infl uential members of the 

Wisconsin cheese industry responding 
to requests by retailers for new ideas 
to promote and merchandise cheese.

In the 52 years since, the association 
has undergone many changes and phe-
nomenal growth, helping its now more 
than 1,500 members — which include 
manufacturers, retailers, wholesalers, 
distributors, brokers and more — to 
enhance their economic position by 
providing opportunities for professional 
dialogue, education, selling opportuni-
ties and educational programs, says Mike 
Eardley, president and CEO of IDDBA. 

IDDBA’s mission is to expand its 
leadership role in promoting the 
growth and development of dairy, deli 
and bakery sales in the food industry, 
using cross-merchandising to sell more 
cheese. Its vision is to be the essential 
resource for relevant information and 
services which add value across all food 
channels for the dairy, deli and bakery 
categories, Eardley notes.

This summer Eardley marks two 
years as IDDBA president, but it certain-
ly isn’t his fi rst rodeo — this year marks 
his 27th IDDBA show. His involvement 

with the organization began in 1994 
when he befriended his predecessor 
Carol  Christison and became a member 
of the board of directors in early 1995. 

Eardley stepped into the role of 
president in 2014 when Christison 
passed away. Christison had been 
president of the association since re-
placing retiring International Cheese 
& Deli Association Executive Director 
Willard T. Reese in December 1982. The 
Madison, Wisconsin-based association 
later became known as the IDDBA. 
Over her 31 years at the helm of IDDBA, 
Christison built the association into a 
leading organization in the industry.
• The ‘show of shows’

Gearing up for its 52nd annual 
seminar and expo next week in Houston, 
IDDBA has worked to provide mem-
bers and attendees with a lineup of 
informative, entertaining and engaging 
speakers as well as increased network-
ing opportunities, more exhibit space 
— 550,000 square feet — and, new 
this year, extended show fl oor hours. 
IDDBA is poised for record attendance 
at this year’s show, with close to 10,000 
attendees expected, Eardley says.

“We have more cheese and dairy 
exhibitors than ever before,” he says, 
noting there are more than 1,900 total 
booths this year for the show. The show 
even has a waiting list for companies to 
fl y in at the last minute. 

“We could have looked at expanding 
to a different fl oor, but the community 
aspect of this show is important to us, 
and in order to maintain that, we wanted 
to keep it in one room,” Eardley says. 
“We’d rather have a great show than 
more booths.

“Our general sessions and speakers 
are a big, big deal, with a mix of philoso-
phers, entertainers and motivators,” 
he adds. This year’s lineup of speakers 
includes Jerry Seinfeld and Anthony 
Bourdain, among many others.

The Dairy-Deli-Bake Seminar & Expo 
also features a Show & Sell Center, a 
model store on the expo fl oor showcas-
ing innovative merchandising and new 
products. In addition, the show’s New 
Product Showcase offers a preview of 
new items coming to market, featuring 
photos, packaging and information 
about new products.

“A lot of people use this show as a 
springboard for launching new prod-
ucts,” Eardley notes.

Eardley says one of the key focuses 
for this year’s show is increased net-
working opportunities.

“We work hard to bring the right 
companies into this show — it’s all 
about food. You won’t see anyone here 
selling insurance. We want attendees’ 
time to be spent creating a future for 
their products, and we take that very 
seriously.”

While IDDBA’s annual show is a key 

http://www.caputocheese.com/
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International Dairy-Deli-Bakery AssociationSpotlight:
In The

focus of the association, Eardley notes 
the importance of bringing additional 
value to its membership.

“If we’re to continue to be relevant 
as an association, we can’t just put on 
a show — we have to create value for 
our members,” he says.
• What’s in Store, safety fi rst

One way the association creates 
value is through its annual trends publi-
cation, What’s in Store. The brainchild 
of Mary Kay O’Connor, vice president 
of education, IDDBA, What’s in Store 
was borne from a request 30 years ago 
for an industry resource on buying and 
eating behavior to sell more cheese. 

The annual trends publication is a com-
prehensive recap of trends happening 
around dairy, deli and bakery at retail.

“People can fi nd this information, 
but What’s in Store makes it accessible 
in one place and connects the dots 
between all the data,” Eardley says. “It 
creates a complete business plan versus 
looking only at commodity pricing. It 
helps us to create a future for the indus-
try because we’re educating ourselves 
on the industry as a whole rather than 
looking at a single commodity.”

He adds that by predicting and ex-
amining trends, What’s in Store helps 
companies get ahead faster.

“As a member of IDDBA, you have 
access to all of the data we put together 
on the industry around all of our catego-
ries,” Eardley says. “We are a voice for the 

industry, investing their funding to bring 
together a cohesive message and data 
on how to move your business forward.”

Eardley notes IDDBA also puts a lot 
of industry funding back into scholar-
ships and food safety training.

Food safety is a key focus of the 
organization, Eardley notes, and ID-
DBA offers food safety training and 
certification reimbursement to its 
retail members who certify dairy, deli 
and bakery associates and managers. 
The association also has a Safe Food 
Matters! campaign on best practices 
and training to decrease the likelihood 
of food allergen occurrences and cross-
contact in the products members sell to 
their shoppers and consumers.

Last year’s Safe Food Matters! focus 
was Listeria, and this year it is allergens, 
he adds.

“We want to play a leading role in 
helping our members focus on food 
safety,” he says, noting members can 
customize food safety training to meet 
the unique needs of their business.
• Key infl uencers

Looking ahead, Eardley says IDDBA 
has its eye on six key infl uencers that 
will impact the cheese and dairy retail 

landscape — community, people, food 
safety, competition, technology and 
consolidation.

“There are fewer and fewer compa-
nies we do business with every year as 
industry consolidation increases,” he 
says. “The companies are bigger, but 
fewer.”

He adds that IDDBA’s focus on people 
and community will look at fi nding the 
next generation of leaders and continu-
ing to build a community from all areas 
of the food sector.

“I believe having this industry com-
munity and access to one another is so 
benefi cial, and I think it will be increas-
ingly important in the future,” Eardley 
says, noting IDDBA is looking to create 
additional networking opportunities for 
the industry throughout the year.

Competition in the retail food sector 
continues to ramp up, he says, noting 
that myriad options including home 
delivery have created a wealth of options 
for people to consume and purchase 
food today.

“As an association, we want to work 
together with industry to bring members 
together, focusing foremost on the safety 
of the food we make,” Eardley says. CMN

SEC fi les insider trading charges involving 
Dean Foods Co., pro golfer Phil Mickelson
WASHINGTON — The Securities and 
Exchange Commission (SEC) recently 
announced insider trading charges 
against a professional sports gambler 
who allegedly made $40 million based 
on illegal stock tips from a corporate 
insider who owed him money.

The SEC alleges that the sports 
gambler, William “Billy” Walters of Las 
Vegas, was owed money by then-Dean 
Foods Co. board member Thomas C. 
Davis. According to the SEC com-
plaint, Davis regularly shared inside 
information about Dean Foods with 
Walters in advance of market-moving 
events, using prepaid cell phones and 
other methods in an effort to avoid 
detection. 

The SEC further alleges that while 
Walters made millions of dollars using 
the confi dential information, he pro-
vided Davis with almost $1 million and 
other benefi ts to help Davis address his 
fi nancial debts. 

The SEC complaint also alleges 
that professional golfer Phil Mickelson 
traded Dean Foods’ securities at Wal-
ters’ urging and then used his almost $1 
million of trading profi ts to help repay 
his own gambling debt to Walters. Wal-
ters and Davis are charged with insider 
trading, and Mickelson is named as a 
relief defendant. Relief defendants 
are not accused of wrongdoing but 
are named in SEC complaints for the 
purposes of recovering alleged ill-gotten 
gains in their possession from schemes 
perpetrated by others.

According to Andrew Ceresney, 
director of the SEC’s Enforcement 
Division Mickelson will repay the 
money he made from his trading in 
Dean Foods because “he should not 
be allowed to profi t from Walters’s 
illegal conduct.” 

Mickelson neither admitted nor 
denied the allegations in the SEC’s 
complaint and agreed to pay full dis-
gorgement of his trading profi ts totaling 

$931,738.12 plus interest of $105,291.69, 
the SEC says. 

In a parallel action, the U.S. Attor-
ney’s Offi ce for the Southern District of 
New York last week announced criminal 
charges against Walters and Davis.

After certain suspicious trades had 
been identifi ed, the SEC’s investigation 
analyzed years of trading data and other 
information and followed the leads back 
to Walters and Davis.

According to the SEC’s complaint, 
Walters provided Davis with a prepaid 
cellular phone to use when he shared 
inside information about Dean Foods. 
Walters further instructed Davis to 
refer to Dean Foods as the “Dallas 
Cowboys” during conversations, the 
complaint says.

The SEC’s complaint fi led in federal 
court in Manhattan also alleges that 
the unlawful trading occurred during 
a 5-year period. Among the inside 
information passed from Davis to Wal-
ters in advance of Dean Foods’ public 
announcements was earnings informa-
tion for the second and fourth quarters 
in 2008, the fi rst and third quarters in 
2010, and the fi rst and second quarters 
of 2012, the complaint says.

Davis also tipped Walters as Dean 
Foods prepared to convert its profi table 
subsidiary, WhiteWave Foods Co., into 
a separate business with its own stock, 
the complaint says. Walters traded in 
Dean Foods stock in advance of public 
announcements about the spin-off and 
initial public offering (IPO) of White-
Wave shares.

The SEC’s complaint charges Wal-
ters and Davis with violating Section 
10(b) of the Securities Exchange Act 
of 1934 and Rule 10b-5. The SEC seeks 
a fi nal judgment ordering the return 
of ill-gotten gains plus interest and 
penalties as well as permanent injunc-
tions from future violations of Section 
10(b) and Rule 10b-5 and an offi cer-
and-director bar against Davis. CMN

http://www.urschel.com/
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STILLWATER, Okla. — Findings from 
Oklahoma State University assistant 
professor of clinical psychology Misty 
Hawkins, along with a team of research-
ers from Kent State University, suggest 
dietary choices may have immediate 
effects on thinking skills.  

According to Oklahoma State Uni-
versity, Hawkins, a clinical psychologist 
and behavioral medicine researcher, 
and her colleagues recently conducted 
experiments with healthy college-aged 
students to determine if breakfast drinks 
impacted their ability to think.  The study 
showed participants who consumed 
lowfat dairy, such as 1 percent milk, 
performed better on cognitive tests than 

Study: Thinking improves with lowfat dairy
those who consumed water or juice.  

Operating on the belief that baseline 
levels of glucose regulation could affect 
outcomes, the study separated those 
with the healthiest fasting glucose levels 
from those with higher fasting glucose 
levels. Those in the healthiest range 
who drank water or juice showed faster 
reaction time, but poorer accuracy.  The 
milk drinkers showed a more careful 
approach to the task.  

Hawkins says she hopes to see healthy 
students make better dietary choices. 

“They need something with a 
little more substance to it, other-
wise they might be more haphaz-
ard on their test,” she says.  CMN

RALEIGH, N.C. — Food technology 
company Aseptia has sold its manu-
facturing operations Wright Foods and 
Carolina Dairy to a new subsidiary of 
Indiana-based AmeriQual Group Hold-
ings LLC. 

The sale, which was fi nalized in 
February, transfers the assets of Wright 
Foods in Troy, North Carolina, and Caro-
lina Dairy in Biscoe, North Carolina, to 
AmeriQual’s subsidiary. 

As part of the transaction, the com-
panies also formed a long-term licensing 
relationship for the use of Aseptia’s 
patented AseptiWave and AseptiSense 
technologies. 

According to Aseptia, the tech-

Aseptia sells Wright Foods, Carolina Dairy
nologies allow for the processing and 
validation of a range of aseptic foods 
with better sensory, nutrition-retention 
and ingredient profi les while also lower-
ing supply chain costs by reducing or 
eliminating the need for cold storage.

“We are launching an exciting re-
lationship with AmeriQual that offers 
tremendous potential for both compa-
nies,” says David Clark, president and 
CEO, Aseptia. “By combining Aseptia’s 
proprietary food technologies with 
AmeriQual’s market-leading process 
expertise, we believe that innovative 
and transformative aseptic products 
will be brought to market in the very 
near term.”

Clark adds that the sale allows 
Aseptia to concentrate entirely on 
expanding the adoption of its tech-
nologies around the world. CMN

Single-droplet 
dryer helps predict 
dairy ingredient 
properties
BROOKINGS, S.D. — South Dakota 
State University (SDSU) says collabora-
tion between its dairy researchers and 
chemical engineers in Australia will 
make developing new dairy ingredients 
with specific functional properties 
easier. 

According to SDSU, its dairy 
researchers first use a bench-scale 
single-droplet spray dryer to deter-
mine the exact drying parameters for 
a dairy ingredient with the desired 
functional properties. Then, Associ-
ate Professor Cordelia Selomulya 
and her team at Monash University, 
Victoria, Australia, utilize the data on 
drying behavior of different materials 
to develop a computational fluid dy-
namics model to predict the range of 
drying parameters needed to produce 
a powder with those properties in a 
spray dryer.

“Our expertise is in manufacturing 
and functionality; theirs is in engi-
neering and modeling,” says Professor 
Lloyd Metzger, who leads the SDSU 
research team. “It’s an ideal collabora-
tion because our areas of expertise are 
complimentary.”

The project was started by former 
Assistant Professor Hasmukh Patel, 
who is now a senior principal scientist 
at Land O’Lakes in Minneapolis.

SDSU says a portion of its three-
year project, which began in 2014, is 
supported by a Dairy Management 
Inc. grant for more than $250,000. The 
research focuses on optimizing spray-
drying conditions for milk powders 
and dairy ingredients, such as whole 
milk powder, whey and milk protein 
concentrates and isolates and infant 
formula. Doctoral student Hiral Vora 
and other SDSU dairy science staff 
are working on the project.     CMN

http://www.gotocfr.com/
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Fonterra increases 
farmgate milk price 
forecast for 2016/17  
AUCKLAND, New Zealand — Fon-
terra Cooperative Group Ltd. recently 
announced a forecast of NZ$4.25 per 
kilogram milk solids (kgMS) for the 
2016/17 season which started June 1, 
an increase of 35 cents compared to the 
current season’s forecast.

There is no change for the current 
2015/16 season forecast farmgate milk 
price, which is being held at NZ$3.90 
per kgMS.

Fonterra Chairman John Wilson 
says the forecast took into account 
a range of factors including the high 
New Zealand/U.S. dollar exchange rate, 
supply volumes from other major dairy 
regions, current global inventory levels 
and the economic outlook of major dairy 
importers.

“The New Zealand dollar is relatively 
high and is currently impacting milk 
prices and our forecasts,” Wilson says. 
“We are expecting global dairy pricing 
to gradually improve over the season 
as farmers globally reduce production 
in response to ongoing low milk prices; 
however, we continue to urge caution 
with on-farm budgets.”

Fonterra CEO Theo Spierings says 
the long-term fundamentals for global 
dairy remain positive with demand ex-
pected to increase by 2-3 percent a year 
due to the growing world population, 
increasing middle classes in Asia, ur-
banization and favorable demographics.

“In addition to global supply growth 
slowing, we are seeing imports into 
major dairy markets improving com-
pared to a year ago. China dairy con-
sumption growth remains positive, 
and its demand for imports has been 
steady over recent GlobalDairyTrade 
events,” Spierings says.  “We expect 
these drivers to result in the globally 
traded market rebalancing.”      CMN

WASHINGTON — U.S. agricultural 
exports in fi scal year (FY) 2016 are 
forecast at $125.5 billion, down $500 
million from the February projection 
and $15.2 billion below FY2015 exports, 
according to the latest USDA Outlook for 
U.S. Agricultural Trade released May 26.

U.S. agricultural imports are fore-
cast at $114.8 billion for FY2016, the 
outlook says, down $3.7 billion from 
February’s forecast. This brings the 
U.S. agricultural trade surplus forecast 
to $9.7 billion, down from $25.7 billion 
in FY2015.

The May forecast for U.S. dairy prod-
uct exports is lowered $200 million to 
$4.7 billion as exports continue to face 
strong competition in an oversupplied 
market, USDA says. U.S. dairy exports 
in FY2015 were worth $5.6 million.

U.S. dairy product imports are fore-
cast to reach $3.5 billion for FY2016 
in the latest outlook, up $100 million 

USDA lowers 2016 dairy export forecast 
from February’s forecast and even with 
the FY2015 total. Cheese imports are 
forecast to be $1.4 billion in FY2016, 
unchanged from February’s forecast and 
up from $1.3 billion in FY2015.

The latest USDA Outlook notes that 
world per-capita GDP is expected to 
grow at 1.5 percent in 2016, slightly 
faster than the 1.4-percent increase 
in 2015. Per-capita income growth in 
the key emerging markets of Brazil, 
Russia, India, Indonesia and China was 
3.2 percent in 2015 and is expected to 
be 3.4 percent in 2016. Global trade 
volume is expected to grow at 2.0 
percent in 2016, exceeding the 2015 
growth rate of 1.7 percent.         CMN

NEWTON, Mass. — Castanea Part-
ners has invested in Jeni’s Splendid Ice 
Creams, a retailer and wholesaler of 
branded artisanal ice creams. With the 
investment, Castanea says it becomes 
the sole outside investor joining the 
Columbus, Ohio-based company as 
owners alongside founder Jeni Britton 
Bauer, her husband, Charly Bauer, her 
brother-in-law, Tom Bauer, and CEO 
John Lowe.

Jeni’s Splendid Ice Creams was 
founded in 2002 by James Beard 
Award-winning cookbook author Jeni 
Britton Bauer using whole ingredi-
ents and dairy from grass-pastured 
cows. 

Castanea Partners backs Jeni’s Ice Creams
Castanea says Jeni’s is a certifi ed 

B Corporation and multi-channel re-
tailer with 23 company-owned scoop 
shops, an e-commerce presence and 
distribution in grocery stores across 
the country. 

“There are a lot of private equity 
fi rms. We chose veterans who have 
proven to be great collaborators and 
great people,” Lowe says, adding Jeni’s 
and Castanea have been in discussions 
for more than two and a half years. 
“They’ve proven they understand who 
we are as a company and bring a wide 
range of expertise from which we 
will benefi t. We are very excited they 
are joining us on this journey.” CMN

http://www.milanoscheesecorp.com/


© 2016 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)

 14     CHEESE MARKET NEWS® —  June 3, 2016

For more information please visit www.jacoby.com

Cheese 
We don’t make cheese,  
we bring cheese solutions  
to the table.

Doing business with the right company 
affects everything.

Cream & Butter
It’s about balancing supply and demand.

Fluid Milk 
Our strategy for buying and selling 
has your best interests in mind.

Logistically speaking, 
we’ve got your bottom line.

Dairy Powders 

Call 314-821-4456
Visit www.jacoby.com

Read between the lines.  
We’re good for your business.

Obituary

Virginia Kay Stettler
BRODHEAD, Wis. — Virginia Kay 
(Thompson) Stettler, 84, of Brodhead, 
Wisconsin, died at her home May 24. 

Stettler was born to Alvin and Mary 
Ellen (Sullivan) Thompson Dec. 28, 
1931, in Monroe, Wisconsin. She mar-
ried Roy C. Stettler in 1949. They lived 
in Monticello, New Glarus and resided in 
Brodhead, Wisconsin, in their later years. 

Following their marriage, Virginia 
and Roy had an opportunity to make 
cheese for Farmers Grove Co-op in 
New Glarus from 1954 until 1973. 
Stettler made cheese and helped her 
husband run the co-op. After selling 
their business, they bought the equip-

ment at Decatur Swiss Company Co-op 
of Brodhead, which they operated from 
1973 to 1982.

Stettler is survived by three children: 
Michael Stettler, Royletta Stettler and 
Steven (Glennette) Stettler, all of 
Brodhead; three grandchildren: Shaya 
(Aaron) Guilbault and Sierra Stettler of 
Brodhead, and Grant (Stephanie) Stet-
tler of Oshkosh, Wisconsin; and three 
great-grandchildren. She was preceded 
in death by her parents, husband Roy 
in 2009; a son Scott in 1996; sisters 
Gladys Sager and Myrtle Jeremiason; 
a sister-in-law, Lillian Williams; and 
a brother-in-law, Ed Stettler. CMN

 
Comings and goings … comings and goings

The Center for Dairy Excellence, 
Harrisburg, Pennsylvania, has named 
Jayne Sebright as executive director of 
both the center, a nonprofi t organization 
focused on strengthening Pennsylva-
nia’s dairy industry, and the Center 
for Dairy Excellence Foundation of 
Pennsylvania, a charitable organization 
dedicated to building long-term sup-
port for dairy. Sebright has more than 
20 years of experience in dairy, having 
served in capacities with Mid-Atlantic 
Dairy Association, Lancaster Farming 
and Land O’Lakes Inc. before joining 
the center. She joined the center in 
2006 after serving two years on the com-
munications and information committee 
of the Pennsylvania Dairy Task Force. 
For the past year-and-a-half, Sebright 
has led outreach to Pennsylvania’s fl uid 
milk and dairy processors on behalf of 
the Pennsylvania Preferred-branding 
program administered by the Pennsyl-
vania Department of Agriculture. She 
also serves on Dairy Management Inc.’s 
Common Voices Network, a national 
alliance of dairy communicators repre-
senting organizations from across the 
supply chain.

Ann O’Leary of Evansville, Wiscon-
sin, has been chosen as Wisconsin’s Alice 

in Dairyland. As Alice, O’Leary will work 
as a communications professional for 
the Wisconsin Department of Agricul-
ture, Trade and Consumer Protection 
(DATCP). She was selected at the cul-
mination of three days of fi nal interview 
events in Dodge County, Wisconsin. Her 
job will be to educate the public about the 
importance of agriculture in Wisconsin. 

Eric Bastian has joined United 
Dairymen of Idaho (UDI), Meridian, 
Idaho, as the new vice president of 
industry relations. Bastian will serve 
as a link between Idaho’s dairy farm 
families, dairy food processors and 
regional research universities. Before 
joining UDI, Bastian served as vice 
president of research and development 
for Glanbia Nutritionals and Glanbia 
Foods where he built a world-class team 
of dairy food researchers and innovation 
experts. Prior to his role at Glanbia,  
Bastian was instrumental in building 
the Midwest Dairy Research Center at 
the University of Minnesota, where he 
started in a faculty position in the de-
partment of food science and nutrition 
and, for six years, led a research team 
focused on milk protein and enzyme 
chemistry, processed cheese functional-
ity and milk protein fractionation. CMN

PEOPLE

NEW PRODUCTS FOR DAIRY MANUFACTURERS

Matrix introduces new sanitary features to Morpheus vertical form-fi ll-seal machine
SAUKVILLE, Wis. — Matrix Packag-
ing Machinery, a brand of Pro Mach, 
recently introduced the Morpheus 
high-speed vertical form-fi ll-seal ma-
chine with new sanitary features, such 
as its stainless steel construction for 
long service life in harsh wash-down 
environments, designed for the cheese 
and dairy industry.

“With the Morpheus cheese packag-
ing, cheesemakers and packers now 
have a vertical form-fi ll-seal solution 
that can help them become more 
productive and profi table,” says Marc 

Wilden, vice president and general 
manager, Matrix. 

Morpheus continuous motion form-
fi ll-seal machine is rated at up to 180 
bags per minute and features new au-
tomatic setup capabilities that reduce 
changeover time and lead to higher 
productivity. 

According to Matrix, a new option for 
1.4 and 1.7 FLtecnics horizontal form-
fi ll-seal pouch machines is the capability 
to form top or corner spout pouches from 
the same applicator. The new option 
delivers savings to in-house packaging 

operations and co-packers because one 
fl exible machine can package different 
items in various pouches: liquid or dry 
products packaged in zippered, top 
or corner spout, fl at, stand up, and/or 
shaped pouches. Different pouch sizes 
are available. The series is available in 
an ultra-clean confi guration, ideal for 
the cheese and dairy industry.

“Automatic format changeover and 
easy adjustment systems reduce the 
time required to switch from one style 
of pouch to another by up to 50 percent 

as compared to other form fi ll seal pouch 
machines,” the company says.

The Inever ultra-clean packaging 
process uses ultra-high temperature 
processing, which Matrix says is com-
monly used in milk and cheese produc-
tion, but the process can also be used 
for cream, soy milk, yogurt, fruit juices, 
wine, soups, honey and stews. The 
machines have up to seven lanes and 
produce up to 350 packages per minute.   

For more information, call 262-268-
8300 or visit www.matrixpm.com. CMN

KMS launches next generation Dairy-Pro
WILMINGTON, Mass. — Koch Mem-
brane Systems (KMS) recently launched 
its next generation Dairy-Pro Sanitary 
Spiral Wound Elements, designed spe-
cifi cally for the demands of the dairy 
industry. 

“KMS has over 40 years of global ex-
perience applying membrane fi ltration 
to improve every step of dairy process-
ing,” says Manny Singh, president, KMS. 
“The Dairy-Pro product line is the latest 
example of our commitment to create 
value for our customers.”

According to KMS, the enhanced 

element construction improves energy 
effi ciency up to 25 percent and increases 
productivity up to 15 percent over prior 
elements. 

High pressure capability and high 
clean-in-place temperature tolerance 
reduce operating costs and ease the 
cleaning process. All Dairy-Pro ele-
ments are USDA, FDA, 3A, EU and Halal 
compliant, the company says.

For more information, contact An-
thony Lauletta at Anthony.lauletta@
kochmembrane.com or visit www.
kochmembrane.com.            CMN

http://www.jacoby.com/
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NEW PRODUCTS FOR DAIRY MANUFACTURERS

New lactase enzyme from Novozymes to 
improve production of lactose-free dairy
COPENHAGEN, Denmark — Novo-
zymes, an enzyme provider, has an-
nounced it will launch Saphera, a lactase 
enzyme to improve production and 
quality of lactose-free products, includ-
ing milk and fermented dairy products 
such as yogurt. 

According to Novozymes, Saphera 
differs from traditional lactases made 
from yeast. The desired lactose level can 
be more precisely measured and easily 
reached because less carbohydrates are 
formed during the reaction compared to 
yeast lactases, particularly when produc-
ing 0.01 percent lactose-free milk.

“Saphera works at lower pH and high-
er temperature than other lactases and is 
therefore not only suitable for production 
of lactose-free milk and other products, 
but also for fermented dairy products,” 
says Simon Lyndegaard, director, food 
platforms and strategic development, 
Novozymes. “It works extremely well in 
yogurt production — better than conven-
tional yeast-based lactases. In addition, 
the lack of invertase and other critical 
side activities makes Saphera a great 
solution in sweetened dairy products, 
maintaining physical and organoleptic 

properties during shelf life better than 
any other product on the market.”

Novozymes says Saphera converts 
lactose in dairy to galactose and glucose, 
enabling the dairy producer to reduce 
the amount of added sugars and still 
achieve the same degree of sweetness 
in lactose-free dairy products. 

“This offers the dairy producer the 
opportunity for more attractive product 
labels with claims of reduced added 
sugar,” the company says.

“As we launch this new lactase, Novo-
zymes will continue to bring signifi cant 
innovation to the dairy industry in close 
collaboration with our partners, helping 
fi nd answers for better lives in a growing 
world,” Lyndegaard says.

Saphera is applicable for dairy prod-
ucts including fresh, ESL and UHT milk, 
milk drinks, cream, ice cream, fermented 
dairy products and dulce de leche. 

Saphera is sold as a liquid standard 
product for use in batch process and in-
line dosing systems. It is sold as a sterile 
liquid product for use in aseptic in-line 
dosing systems.

For  more  in format ion ,  v i s -
it www.novozymes.com.     CMN

Marchant Schmidt launches weigh system
FOND DU LAC, Wis. — With ever 
increasing responsibility of cheese 
producers to control and document fl ow 
agent in the cheese industry, Marchant 
Schmidt Inc. has developed its MSI 
Monitoring System, a precise cellulose 
delivery system.

“What’s critical with accurate cellu-
lose distribution is understanding how 
much cheese the shredder is processing 
at any given moment and having the abil-
ity to adjust cellulose instantaneously,” 
Marchant Schmidt says. “The system 
works on a continuous weigh belt where 
the product travels over an integrated 
scale that measures the product and 
applies the exact amount of fl ow agent 
(cellulose) needed along with the con-

trol monitoring system. It is adjusting 
the amount of cellulose based on the 
amount of cheese fl ow variation being 
processed at any given moment.”

Benefits of an MSI Monitoring 
System include: accurate weigh belt 
measurement system; recipe based 
precise dosing of cellulose; dynamic 
control system to maintain cellulose 
rate at variable speeds; consistent 
mixing of powder for even distribution 
on cheese; and validation and record-
ing  of production data and proof of 
application.

For more information, email 
sales@marchantschmidt.com or 
visit http://www.marchantschmidt.
com/weighsystem.html.      CMN

Alfa Laval adds hygienic pumping with 
more effi ciency, less noise to LKH range
RICHMOND, Va. — Alfa Laval has 
added its LKH Prime to its LKH pump 
range, an effi cient, versatile and hy-
gienic self-priming pump. 

According to Alfa Laval, LKH Prime 
uses a combination of air-screw tech-
nology and advanced design to meet 
requirements in a range of hygienic 
industries including dairy, food, bever-
age and home-personal care.  

“Alfa Laval LKH Prime exceeds 
industry expectations for effi cient 
operation, reduced energy consump-
tion and carbon dioxide footprint,” 
the company says. “LKH Prime is 
engineered to meet the most strin-
gent requirements of the hygienic 
industries.”

Characterized by reliability for 
improved operational productivity 

and designed for Clean-in-Place (CIP) 
duties containing entrained air, LKH 
Prime also can pump product, po-
tentially reducing capital investment 
when designing process systems, the 
company says.

Quiet in operation, LKH Prime 
reduces sound pressure levels by 80 
percent when compared to pumps 
using traditional pump technologies 
for CIP/entrained air applications, 
Alfa Laval says. 

By sharing common parts with 
the Alfa Laval LKH pump range, LKH 
Prime offers low cost of ownership 
and increased uptime backed Alfa 
Laval’s global service network, the 
company says.

For more information, visit 
http://www.alfalaval.com. CMN

http://www.epiplastics.com/
http://www.abprocess.com/


© 2016 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)

16     CHEESE MARKET NEWS® —  June 3, 2016

NEWS/BUSINESS

For more information please visit www.scottsofwisconsin.com

We craft cheese and  
dairy products with that  
“more to love” quality  
built into every bite.
• Farm-to-Fridge Ideology is Who We Are
• Amazing Wisconsin Cheeses From  

Our Family to Yours 
• Specializing in Cheese Spreads, Dips & Snacks
• Serving Retail, Distributors, Food Service  

& Fundraising Efforts
• Over 100 Years of Cheese Making Experience
• “Quality at a Premium” with Dedicated QA/QC 

Technicians & Product Development Programs

INTRODUCING…
SNACK STICKS

• Variety of Flavors 
• 1 Oz. “Grab And Go”  

(for easy calorie counting)
• Healthy & Convenient
• All Natural Wisconsin Cheese
• Easy Open Packaging

Quality is infused into every product offering  
a variety of flavors and sizes: 
• Cheese Spreads
• Cold Pack Cheese Food
• Pasteurized  

Process Cheese
• Cheese Dip Snack Cup

Scott’s of Wisconsin
1500 Clarmar Drive • Sun Prairie, WI  53590
608.837.8020 • info@scottsofwisconsin.com
www.scottsofwisconsin.com

• Beer Cheese
• Fudge Cheese
• Cheese Balls & Logs

NEW!

NEW!

3rd Place  
2016 World Championship  
Cheese Contest 
(Cold Pack Cheese Spread) 

1st Place  
World Dairy Expo  
Cheese Competition  
(Sharp Cheddar Cheese Dip)

1st Place  
Wisconsin State Fair  
Blue Ribbon Cheese Contest  
(Creamy Sharp Cheddar Cold Pack)

Award Winning Cheese 

Stakeholders testify about dairy industry challenges during hearing on livestock sector
WASHINGTON — The challenging eco-
nomic conditions affecting America’s 
dairy farmers necessitate Congress 
making improvements to the federal 
safety net programs in the 2014 Farm 
Bill, said Randy Mooney, chairman of 
the National Milk Producers Federation 
(NMPF), in testimony last week before 
the House Subcommittee on Livestock 
and Foreign Agriculture.

The hearing focused on the state of 
the livestock sectors in America, includ-
ing dairy farming — which is facing the 
worst global downturn in milk prices 
since 2009. Mooney, a dairy farmer 
from Rogersville, Missouri, who also 
serves as chairman of Dairy Farmers of 

America, urged the committee to work 
with NMPF to reassess how the dairy 
Margin Protection Program (MPP) for 
Dairy can be improved in the future.

“I’m confi dent that the MPP is the 
right dairy program for the future,” 
Mooney says of the program, which 
was developed following the recession-
induced dairy price crash seven years 
ago. The program offers dairy farmers 
the ability to purchase insurance-type 
coverage against poor margins caused 
either by low milk prices or high feed 
costs.  

“But the program is not completely 
fulfi lling its intended objective as an 
effective safety net,” Mooney says. “For 

many farmers, the MPP is simply not 
enough to protect them in this economic 
environment.”

Also testifying at the hearing, Scott 
Brown, assistant extension professor 
agricultural and applied economics at 
the University of Missouri, notes the past 
decade has resulted in some of the best 
and worst economic times the livestock 
sector has ever faced.

“Feed costs, the major input for 
all livestock industries, skyrocketed 
over the last decade as weather and 
other factors drove tight feed supplies,” 
Brown says.

He notes that marketing livestock 
or milk using a cash market strategy is 

a risk management strategy that works 
well in rising markets but provides little 
help in declining markets.

Mooney notes that when the farm bill 
was written, the MPP formula for cal-
culating feed costs was altered, which 
understated the true cost of feeding a 
dairy herd. At the same time, while the 
feed cost element was diminished, the 
farmer cost of insurance premiums was 
not reduced. The MPP “has been less 
effective as a result,” he says.

“In 2015, many farmers saw that 
the MPP didn’t pay out much, even 
at the highest levels of coverage,” 
Mooney says. “So in 2016 they opted 
for the least expensive — and mini-
mal — level of coverage available. 
Had Congress not reduced the feed 
ration, more farmers would have seen 
benefi ts in 2015 and participated at 
higher levels this year.”

Mooney adds the MPP remains a 
work in progress, and that farmers 
want to work with Congress and USDA 
to “improve the effectiveness of MPP 
for all dairy producers.” He says recent 
administrative changes made by USDA 
to the program will enhance the MPP’s 
fl exibility and make it more useful for 
farmers.

David P. Anderson — a member 
of the Agricultural and Food Policy 
Center at Texas A&M University and 
a professor and livestock economist 
with the Texas A&M AgriLife Exten-
sion Service — also testifi ed, noting 
Texas A&M’s partnership with the 
University of Missouri on the annual 
FAPRI baseline long-term projection 
for the agricultural sector.

Anderson discussed results from 
FAPRI’s January 2016 baseline projec-
tions over the 2014-2020 period, noting 
results indicate that 55 percent of the 
20 dairy farms in 10 states represented 
in the baseline are projected to end the 
baseline period in marginal or poor 
condition.

Milk prices have declined further 
since the baseline was developed, he 
adds.

Brown notes two factors have been 
at play in the decline in U.S. milk 
prices. First, a decline in U.S. dairy 
exports has led to increased milk and 
dairy product supplies on domestic 
markets. Second, the expansion in U.S. 
milk supplies has continued despite 
the economic stress being felt in the 
dairy industry.

“The dairy industry needs to care-
fully consider the inability to turn the 
spigot off when milk returns suggest 
contraction is needed,” Brown says.

Meanwhile, Mooney also addressed 
two other pressing issues of impor-
tance to dairy farmers:  the threat 
posed by a lack of a federal standard 
on the labeling of foods made with 
biotechnology, and the promise of 
new export markets as a result of the 
pending Trans-Pacific Partnership 
(TPP) agreement.

Turn to LIVESTOCK, page 20 a

http://www.scottsofwisconsin.com/
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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•

Equipment & Real Estate Auction 
Formerly of Foremost Dairy
On-Site Auction with Internet  
Bidding Available – Over 280 Lots!
• Public Auction Begins June 9th at 10:00 AM Central

• Open House Inspection June 8th 10:00 AM – 4:00 PM

• Location: S1856 County Road,  Waumandee, WI 54622

• 48,000 sq. ft. Building on 9.25 Acres Offered as Lot One

• FEATURES: Complete 640 lb. Block Cheese System,  
Complete Waste Water Treatment System, DMC &  
Support Equipment, Evaporators, Whey Clarifier,  
3 Separators, MCC Equipment, Truck Scale, and  
Forklifts & Packaging Equipment

Sale Managed by    
in Partnership with 

Visit: Upcoming Events at schneiderind.com
Or Call 314.863.7711 for More Information

CHEESE/DAIRY         12•

Susan Quarne 
Publisher

CHEESE MARKET NEWS helps keep a spotlight on your  
company’s momentum and reinforces your visibility in  
the marketplace every week. We share the same level of  
passion and commitment as all of you manufacturers  
and suppliers do to support and grow this business.

My goal is to help you increase your success rate no  
matter what your needs are. Email or call me today  
to find out how we can set up an ad program or  
classified placement to help you succeed. 

MORE NEWS, MORE SOLUTIONS, MORE CHOICES!

squarne@cheesemarketnews.com • (608) 831-6002

The Weekly Newspaper Of The Nation’s Cheese And Dairy/Deli Business

Separator Restorations LLC
1515 Hancel Parkway, Suite 100  •  Mooresville, IN  46158  •  (317) 217-0343  

www.seprestore.com

■ New, high-efficiency 6,240 sq. ft. facility  
(with another 6,240 sq. ft. available for future expansion)

■ Better logistics with access on main highway; close to airport
■ Continued expansion of all parts and equipment

Specializing in ...
• Machine Rebuilding
• Bowl Repair and 

Balancing
• Machine Sales
• In-Plant Service
• Parts
• Controls
• Fluid Clutch Rebuild

PRECISION, VALUE 
AND TECHNICAL  
SUPPORT EVERY 
STEP OF THE WAY!

For more information please visit www.seprestore.com

EQUIPMENT         1• EQUIPMENT         1•

Experience and expertise is the foundation of our company

Current Inventory: 
(3) 35,000 lb. Damrow Double O Cheese Vats
(1) Sermia Rotary Fines Saver, 50,000 lb./hr.,  
 Refurbished with spares
(1) Westfalia Separator Model MSB 130-01-076,  
 Refurbished, Controls Available
(1) Gaulin Homogenizer Model MSP18-2TPS,  
 Refurbished, 75 HP, 2-Stage HVA,  
 800 GPH min. to 3850 GPH @ 2000 PSI

ARGYLE STAINLESS SERVICE, LLC  
308 W. Grove Street  •  South Wayne, WI 53587 

Ph: 608.439.5050  •  Email:  info@argylestainless.com  •  www.argylestainless.com

Specializing In:
• Process Piping Installation
• Stainless Steel Decks/Platforms
• Stainless Steel Mechanical Piping 

(Steam, Air, Water, Condensate)
• Custom Stainless Fabrication  

(Tanks, Duct Work, Flow Plates)
• Skidded Systems  

(CIP, UF, MF, NF, RO, HTST)

All of our welders are AWS Certified for Process Piping and Stainless Structural  
and ASME Section IX Certified for Stainless Steel Power Piping (Steam).

n:
stallation

24/7 Service  
for Separators/ 
Clarifiers, HTST  

and Welding

For more information please visit www.argylestainless.com

We are food people. Our four decades of 

.
Specializing in marketing for:

415.785.8539

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

For more information please 
visit www.genmac.com

For more information please 
visit www.zwirnerequipment.com

For more information please 
visit www.thefoodconnector.com

FOR SALE:
5 YEAR OLD

WHITE CHEDDAR
• Produced by Master

Cheese Maker
• Sufficient Quantities

Available
• Call For Pricing

(800) 200-6020
www.cedargrovecheese.com

For more information please 
visit www.cedargrovecheese.com

http://www.cheesemarketnews.com/
http://www.argylestainless.com/
http://www.seprestore.com/
http://www.zwirnerequipment.com/
http://www.thefoodconnector.com/
http://www.schneiderind.com/
http://www.genmac.com/
http://www.cedargrovecheese.com/
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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. 

in a high-gloss, full color carton, and 
also are offered as portion cups in a 
120-bulk pack for the company’s food-
service customers.

“People love cheese sauce, and they 
want to put it on everything,” Kane 
says. She notes Winona Foods saw 
the need for offering this product in 
a portion control package because of 
another trend — a focus on healthy 
lifestyles.

“This item offers consumers the 
product and feeling of indulging they 
want, without all the guilt,” she says. 
“It also gives people the perception 
that they have control over what they 
are eating and what they choose to dip 
into the cheese. For example, veggies 
are a perfect pair with Alejandro On 
the Go dipping cups.”

On the natural cheese side, Winona 
Foods offers “Cheese Curds to Go!” The 
packaging for this item features a small 
1.5-ounce standup pouch that is perfect 
to throw in a lunchbox, grab on the way 
to a sporting event or for a quick snack 
at the offi ce, Kane says.

“Similarly, we offer natural cheese 
sticks and bars that are growing in 

popularity at a fast rate,” she adds.
Bite-size items also are offered by 

Sargento Foods, Plymouth, Wisconsin. 
The company’s Sargento Snack bites 
are small sticks of natural cheese with 
fewer than 20 calories per stick, notes 
Chris McCarthy, marketing director at 
Sargento Foods. Available in four bold 
fl avors including Savory Garlic and 
Herb Jack, Wisconsin Sharp Cheddar, 
Colby-Pepper Jack and Chipotle BBQ 
Cheddar, they are offered in a reseal-
able, standup pouch.

“We know that consumers are 
looking for bold fl avors in a number 
of varieties and that is why we offer a 
diverse mix to meet different consum-
ers’ demands,” McCarthy says.
• Pairings that please

On-the-go cheese snacks also offer a 
pairing opportunity for companies who 
want to feature other items — such as 
crackers, pretzels, nuts, fruit or veggies 
— with cheese.

Sargento Foods also offers Bal-
anced Breaks, a portable snack that 
combines creamy bites of natural 
cheese, crunchy roasted nuts and 
sweet dried fruits to create a whole-
some snack. Varieties include Natural 
White Cheddar, sea-salted almonds 
and dried cranberries; Natural Sharp 
Cheddar, sea-salted cashews and 

Study: Grana Padano can lower blood pressure
NEW YORK — A new study shows 
that Grana Padano PDO cheese can 
aid in the fi ght against chronic blood 
pressure conditions, according to re-
searchers from the Hypertension Unit 
of Guglielmo da Saliceto Hospital and 
Catholic University in Piacenza, Italy. 

The report states that a dietary in-
tegration of the Italian cheese may be 
helpful to control blood pressure levels.

“The effects are similar to what you 
would expect with antihypertensive 
medications,” says the study’s lead 
author Giuseppe Crippa, M.D., of the Hy-
pertension Unit of Guglielmo da Saliceto 
Hospital and Catholic University. “Add-
ing a little Grana Padano to a healthy 
diet may provide clinically signifi cant 
blood pressure lowering benefi ts.”

Presented at this year’s American 
Society of Hypertension’s Annual Sci-
entifi c Meeting, the study examines 
the effects of the consumption of Grana 
Padano PDO, demonstrating how it can 
help lower blood pressure due to the 
peptides (short chains of amino acids) 
present in the cheese, which provide 
similar blood vessel relaxation effects 
as blood pressure prescription drugs.

In the randomized, cross-over, 
double-blind, placebo-controlled study, 

participants were provided with either 
1 ounce per day of Grana Padano PDO 
12-month aged cheese or a placebo 
imitation cheese for two months. Blood 
pressure was monitored via health 
professionals in an in-offi ce setting, as 
well as with automatic blood pressure 
monitors throughout the entire study. 

The results showed between a 
7-8 mmHg drop in systolic blood 
pressure and a 5-7 mmHg drop in 
diastolic blood pressure, depending 
on in-offi ce monitoring versus auto-
mated monitoring systems. No changes 
were seen in body mass index, blood 
lipids or blood sugar levels. CMN

“Adding a little 
Grana Padano to a 

healthy diet may provide 
clinically signifi cant 

blood pressure lowering 
benefi ts.”

Dr. Giuseppe Crippa
LEAD STUDY AUTHOR

cherry-infused cranberries; Natural 
Pepper Jack, honey-roasted peanuts 
and raisins; Natural Sharp White Ched-
dar, sea-salted cashews and golden 
raisin medley; and two new varieties 
— Natural Colby-Jack with sea-salted 
peanuts and blueberry-infused dried 
cranberries, and Natural Gouda with 
honey-roasted peanuts and dried 
cranberries.

“Our Balanced Breaks feature plas-
tic trays in a yin-yang shape, which is in 
the spirit of the balance of wholesome 
and delicious,” McCarthy says. 

He adds that Sargento selected those 
pairings because they offer a delicious 
flavor profile while also providing 
consumers with a portable snack that 
balances nutrition and great taste. Each 
snack has 7-8 grams of protein.

Kane notes that for Winona Foods’ 
offerings, the company fi nds it impor-
tant to present serving and pairing 
suggestions on its packaging.

“Millennials and other consumers 
alike want to make their own eating 
choices and have control over what they 
choose to dip into the yummy cheese 
sauce,” she says. “We are always growing 
and developing our product lines. This 
trend is not going anywhere, so Winona 
Foods will continue to give consumers 
what they are looking for.”

Brian Baker notes that in addition 
to making and packaging their own 
String cheese, the company partners 
with other companies to provide them 
with bulk String that they can then 
combine with meat or crackers and 
vacuum seal for a single-serve snack. 
The company’s bite-size offerings also 
give its customers an opportunity to 
mix String with other products or 

package them into bite-size snack 
pieces, he adds.
• Sustainable packaging

As demand increases for single-
serve and individually-portioned items, 
cheesemakers still have sustainability 
in mind when developing packaging for 
these products.

“Not only does Winona want to help 
support our environment, but we also 
know that it is important to be a sus-
tainable company for our customers,” 
Kane says. “We take into account what 
parts of our packaging can be recyclable, 
minimalized and/or done without.”

Kane notes Winona Foods’ Alejandro 
On the Go cartons all are made out of 
thin cardboard that can be recycled 
once the product is gone. A thin and 
small amount of packaging is used to 
overwrap the individual cheese por-
tions, and the cheese curds come in 
one pouch.

McCarthy notes Sargento’s Balanced 
Breaks packaging was awarded the 2015 
Ameristar Award from the Institute of 
Packaging Professionals.

“There is some really unique geometry 
in Balanced Breaks — the round design 
on both the plastic tray and the second-
ary, paperboard carton which required 
custom equipment to be built,” McCarthy 
says. “What we created is appealing and 
really speaks to consumers who expect 
a premium experience from Sargento.”

He adds that Balanced Breaks, 
which was launched last spring, is 
the most successful product launch in 
Sargento history and has exceeded sales 
expectations.

“We’re always thinking through ways 
to reduce our footprint and promote 
sustainability,” McCarthy says. CMN

http://www.mctdairies.com/
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NASS
Continued from page 1

Total U.S. cheese production in April 
was down 3.3 percent from March 2016’s 
1.03 billion pounds; on an average daily 
basis adjusting for the length of the 
months, April cheese production was 
down 0.1 percent from March.

Production of Mozzarella, the na-
tion’s most-produced cheese, totaled 
340.5 million pounds in April, up 2.8 
percent from April 2015. Total Italian-
type cheese production, of which 
Mozzarella is the largest component, 
was 436.9 million pounds in April, 3.7 
percent ahead of a year earlier.

Meanwhile, production of Cheddar 
rose to 297.0 million pounds in April, 
up 3.3 percent from April 2015. Total 
American-type cheese production, of 
which Cheddar is the largest compo-
nent,  declined 0.3 percent from April 
2015 to 395.4 million pounds.

Wisconsin led the nation’s cheese 
production with 261.4 million pounds, 
up 3.2 percent from its production in 
April 2015. California followed with 
201.1 million pounds, a decline of 1.7 
percent from its production a year 
earlier.

The next four cheese-producing 
states in April were Idaho with 81.2 
million pounds, a 3.5-percent increase 
versus its production a year earlier; 
New Mexico with 65.9 million pounds, 
up 0.9 percent; New York with 61.2 
million pounds, up 1.9 percent; and 
Minnesota with 55.4 million pounds, 
down 3.9 percent.

Total U.S. butter production in April 
was 176.0 million pounds, up 6.4 percent 
from April 2015’s 165.5 million pounds, 
NASS reports. April butter production 
was down 3.3 percent from March 2016’s 
182.1 million pounds; on an average 
daily basis adjusting for the length of 
the months, April butter production was 
down 0.1 percent from March.

California led the nation’s butter 
production with 51.6 million pounds 
in April, a 9.5-percent decline from its 
production in April 2015.

NASS reports nonfat dry milk 
(NDM) production was 169.9 million 
pounds in April, down 6.0 percent 
from April 2015.                        CMN

MICHIGAN
Continued from page 1

effi cient dairy operations in the world, 
and they have positioned themselves to 
be a long-term supplier to domestic and 
global markets,” says Michael Doyle, 
president and CEO, Foremost Farms 
USA. “Collectively, our respective orga-
nizations are extremely pleased we can 
come together to positively address this 
growing market.”

Greg Wickham, chief fi nancial offi -
cer, DFA, says Michigan is well situated 
geographically to serve both major U.S. 
markets and global markets.

“In addition to the quality milk 

supply in the region, it has a solid 
transportation infrastructure, one well 
served by major highways and various 
ports,” Wickham says.

“We are excited to potentially lever-
age the strengths and assets of our three 
cooperatives in order to accommodate 
the growing milk production in Michi-
gan,” says Joe Diglio, general manager, 
MMPA. “Working collaboratively helps 
enhance our ability to better serve dairy 
producers in this region and align the 
marketing strengths of our organiza-
tions together.”

The plant is expected to pro-
cess 6 million pounds of milk a day 
and make 220 million pounds of 
American-style cheese annually. CMN

Journal looks at potential health benefi ts of functional foods based on new lactic acid bacteria
PHILADELPHIA — Over the past 
decade, there has been increased in-
terest  in fermented dairy foods that 
promote health and could potentially 
prevent high blood pressure. Dairy 
products that lower blood pressure 
and heart rate may offer consumers 
an effective alternative to antihyper-
tensive drugs if their effectiveness 
can be demonstrated; investigators 
reporting in the Journal of Dairy 
Science recently reviewed the 
scientifi c basis of reported claims 
and identified opportunities for 

developing products based on new 
lactic acid bacteria.

The team of investigators — led 
by Belinda Vallejo-Córdoba, Ph.D., 
of the Center for Food Research and 
Development, Sonora, Mexico — 
established that the most common 
strategy to select fermented milks 
with antihypertensive potential was 
to identify angiotensin-converting-
enzyme (ACE) inhibitory peptides by 
in vitro studies. However, they also 
observed that some strains inhibiting 
ACE activity in vitro did not reduce 

blood pressure in rats. Investigators 
evaluated 13 studies with spontane-
ously hypertensive rats and seven 
randomized controlled clinical trials 
in which an antihypertensive effect 
was demonstrated. Most were based 
on Lactobacillus helveticus.

 The investigators note that 
several fermented milk products 
already on the market attribute 
their antihypertensive effect to the 
bioactive peptides present in the 
fermented milk and draw attention 
to the fact that some of these com-

mercial products possess intellec-
tual property rights. However, they 
note that these products also may 
contain minerals such as potassium 
and calcium that may have a positive 
effect on blood pressure.

“Although much research related 
to antihypertensive peptides has 
already been done, there is a great 
need for exploration of new lactic 
acid bacteria that possess the ability 
to generate this bioactivity as well 
as good technological properties for 
the production of fermented dairy 
products,” Vallejo-Córdoba says. “As 
commercial fermented milks with 
antihypertensive effects are scarce 
and most of the current products are 
based on Lactobacillus helveticus, 
there is a great opportunity here.”

The authors recommend future 
studies to include in vitro lactic 
acid bacteria screening for ACE-
inhibitory effects, in vivo studies with 
spontaneously hypertensive rats and 
clinical trials to test the effi cacy of 
the fermented milk product. 

“It is also important to de-
velop the regulatory legislation 
that allows the introduction of 
health claims for functional dairy 
foods, especially in countries 
where this subject is underdevel-
oped,” Vallejo-Córdoba says. CMN
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For more information please visit www.adpi.org

Mooney says both chambers of 
Congress must establish a national 
law on how to defi ne and label foods 
with genetically-modifi ed ingredients 
prior to July 1, 2016, when Vermont’s 
law will take effect requiring labels on 
such products. 

In the absence of clear federal 
standards for food labeling, more states 
will pass differing versions of legislation 
addressing food biotechnology, leading 
to a confusing series of claims and man-
dates across the entire food marketing 
chain, Mooney says.

“Failure by Congress to address this 
issue threatens the viability of not only 
my farm, but also the 30,000 farmers I 
represent. It also threatens our ability 
to feed the world’s growing population,” 
he says. 

LIVESTOCK
Continued from page 16

WASHINGTON — The U.S. Environ-
mental Protection Agency (EPA) recent-
ly proposed increases in renewable fuel 
volume requirements across all types 
of biofuels under the Renewable Fuel 
Standard (RFS) program. The proposed 
increases would boost renewable fuel 
production and provide for ambitious 
yet achievable growth, EPA says.

The proposed volumes would repre-
sent growth over historic levels:

• Total renewable fuel volumes 
would grow by nearly 700 million gallons 
between 2016 and 2017.

• Advanced renewable fuel, which 
requires 50 percent lifecycle carbon 
emissions reductions, would grow by 

nearly 400 million gallons between 
2016 and 2017.

• The non-advanced or “conven-
tional” fuels portion of total renewable 
fuels, which requires a minimum of 
20 percent lifecycle carbon emissions 
reductions, would increase by 300 mil-
lion gallons between 2016 and 2017 and 
achieve 99 percent of the congressional 
target of 15 billion gallons.

• Biomass-based biodiesel, which 
must achieve at least 50 percent lifecycle 
emissions reductions, would grow by 100 
million gallons between 2017 and 2018.

• Cellulosic biofuel, which requires 60 
percent lifecycle carbon emissions reduc-
tions, would grow by 82 million gallons, 

or 35 percent, between 2016 and 2017.
The Clean Air Act requires EPA to 

set annual RFS volume requirements 
for four categories of biofuels. EPA is 
proposing to use the tools provided by 
Congress to adjust the standards below 
the statutory targets, but the steadily 
increasing volumes in the proposal 
continue to support Congress’s intent 
to grow the volumes of these important 
fuels that are part of the nation’s overall 
strategy to enhance energy security and 
address climate change, EPA says. 

EPA will hold a public hearing on this 
proposal June 9 in Kansas City, Missouri. 
The period for public input and com-
ment will be open until July 11. CMN

EPA proposes increases in renewable fuel value requirements

Mooney says if biotech crops are 
stigmatized and their usage declines, it 
will be harder to improve on agricultural 
sustainability through reductions in the 
use of water, pesticides and fuel.

He also addressed the importance of 
free trade agreements that deliver new 
opportunities to America’s dairy sector, 
noting the U.S. dairy industry has gone 
from exporting less than $1 billion in 
dairy products in 2000 to more than $5.2 
billion of exports in 2015.

NMPF supports the TPP, Mooney 
says, but is adamant that each par-
ticipating country must be held to 
its commitments. He adds important 
implementation and enforcement is-
sues must be addressed as Congress 
prepares to consider TPP.

In the case of the Trans-Atlantic 
Trade and Investment Partnership 
(TTIP) with the European Union (EU), 
Mooney expressed concerns about the 
EU’s lack of good-faith commitment 
to opening its markets to agricultural 
trade and its attempt to establish new 
non-tariff trade barriers through the 
use of Geographical Indicators. He 
urges caution in securing an agreement 
with the EU.

“The EU has not demonstrated 
a good-faith commitment to open 
agricultural trade,” Mooney says. 
“The U.S. must proceed cautiously 
by securing clear commitments from 
the EU to guard against the imposi-
tion of future trade barriers.” CMN

“The dairy industry 
needs to carefully 

consider the inability to 
turn the spigot off when 

milk returns suggest 
contraction is needed.”

Scott Brown
UNIVERSITY OF MISSOURI

http://www.adpi.org/
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Agri-Mark Inc.
Andover, Massachusetts

Key executives: Ed Townley, CEO; 
Richard Stammer, exec. senior VP; 
Richard Johnson, sr. VP, sales; Roberta 
MacDonald, sr. VP, marketing; Ed Pcolar, 
sr. VP, manufacturing; Robert Welling-
ton, sr. VP, economics, communications 
& legislative affairs; Robert Stoddart, sr. 
VP, member services; Peter Gutierrez, 
international sales dir.

Dairy plants: Chateaugay, N.Y. 
(Cheddar, Muenster); Cabot, Vt. 
(Cheddar, fl avored Cheddars, cultured 
products, cut & wrap); Middlebury, Vt. 
(Cheddar, whey protein); West Spring-
fi eld, Mass. (butter, powder, condensed 
blends)

Estimated annual cheese produced: 
135 million lbs.

Estimated annual cheese marketed: 
130 million lbs.

2015 sales: $917 million
Projected 2016 sales: $930 million
Percentage of sales from cheese: 40% 
Products exported: Whey proteins, 

whey powders, NDM
Websites: www.agrimark.coop, www.

cabotcheese.coop, www.mccadam.coop
A look inside: Agri-Mark Inc. moved 

into its new headquarters in 2015, mov-
ing from Methuen to nearby Andover, 
Massachusetts. The change was driven 
by a desire to improve effi ciencies as 
well as to merge the cooperative’s sales 
and membership offi ces.

“With new technology, we have been 
able to work more effi ciently and do 
more work with less people,” says Doug 
DiMento, director of corporate commu-
nications, Agri-Mark Inc. “We downsized 
the offi ce to save money. Our sales offi ce 
came to this location as well.”

While its headquarters downsized, 
Agri-Mark is looking to expand its 
production facilities as its plants are 
running at capacity and sales continue 
to increase. In March, Agri-Mark an-
nounced it will invest nearly $30 million 
to expand its cheese manufacturing 
facility in Chateaugay, New York. The 
multiyear project includes rebuilding 
the current 110,641-square-foot manu-
facturing facility, re-engineering the 
layout of the facility and purchasing 
new machinery and other equipment. 

“Now it’s a hodgepodge of build-
ings and technologies,” DiMento says 
of the current plant, which Agri-Mark 
purchased from Valio in 2003. “We’re go-
ing to build one state-of-the-art cheese 
plant on the property. It’s going to take 
a few years to build the new facility 
while keeping the old plant running. It 
will take a little more time and money 
to do that, but we need to. It’s such an 
important plant for our farmers.”

Agri-Mark also is investing in new 
equipment and increased capacity at 
its Middlebury, Vermont, Cheddar plant, 
and expects to have all its plants run-
ning on natural gas pipelines this year 
to increase effi ciency and savings.

This spring, Richard Stammer, past 
president and CEO of Agri-Mark Inc. 
and former CEO of Cabot Creamery, 
was honored as the recipient of the 
2016 American Dairy Products Institute 
(ADPI) Award of Merit. The award 
was established in 1991 to recognize 
individuals who have made a signifi -
cant difference in the processed dairy 
products industry. The award was 
presented during the ADPI/American 
Butter Institute Annual Conference in 
Chicago in April. 

Stammer currently serves as execu-
tive senior vice president of Agri-Mark 
where he continues to serve in a stra-
tegic part-time position that takes full 
advantage of his 35 years of service to 
Agri-Mark and his 47 years of highly 
detailed knowledge of the dairy industry.

Agri-Mark also introduced several 
new products this past year.

The cooperative’s Cabot cheese 
brand unveiled a new “Founders 1919 
Collection” of cheeses for the deli case. 
The collection includes four 8-ounce 
square varieties that commemorate 
the cooperative’s founding year, 1919.

Orne Meadows is a smooth Alpine-
style cheese with a subtle, sweet nutty 
fi nish, named after Cabot’s founding 
cheesemaker, Tom Orne. Adirondack, 

which celebrate’s the cooperative’s 
traditional Cheddar recipe, has a dis-
tinctively tangy “Upstate” bite and a 
crumbly texture that still feels creamy 
and smooth. Lamberton, commemorat-
ing founding farmer F.C. Lamberton, is 
a traditional British-style Cheddar with 
caramelized notes and a buttery bite. 
Private Stock is a savory extra-sharp 
Cheddar with a subtle, smooth texture.

 Last summer Cabot also added a 
new variety to its Farmers’ Legacy Col-
lection. The New York Vintage Cheddar 
Cheese Dairy Bar has a complex, layered 
sharpness combined with a crumbly 
texture and is available in a 6-ounce bar. 

Several of the cooperative’s cheeses 
and other dairy products won awards 

Turn to KEY PLAYERS, page 22 a
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www.reiser.com

 Reiser
Canton, MA • (781) 821-1290

 Reiser Canada
Burlington, ON • (905) 631-6611

Reiser packaging expertise and Repak technology 
are the powerful combination you need to produce 
a superior form/fi ll/seal package.

  The Repak form/fi ll/seal packaging machine is a rugged, 
high-speed racehorse capable of the industry’s highest speeds.
  Produces the highest quality packages with reliable seals that 
virtually eliminate leakers and returns. 
 Features rapid air forming to allow the use of thinner, less expensive fi lms while maintaining package integrity.
  Uses two 4-point lifting systems in both the forming and sealing stations to generate up to fi ve metric tons of 
closing pressure for uniform forming and higher quality seals.
 Hygienic design and stainless steel construction for superior sanitation.

Test the Repak for yourself – contact us to arrange a demonstration at our Reiser Customer Center.

SUPERIOR PACKAGING 
STARTS WITH REISER

http://www.reiser.com/
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this past year. At the 2015 American 
Cheese Society competition, Cabot 
Old School Cheddar and Clothbound 
Cheddar received fi rst-place awards. 
Its Jalapeño Light Cheddar and Plain 
Greek-style Yogurt received second-
place awards, and Cabot Whey Cream 
Butter received a third-place award.

At the 2016 World Championship 
Cheese Contest, Cabot’s Plain Greek-
Style Yogurt and Sharp Cheddar re-
ceived best-of-class awards, and Cabot 
Farmhouse Reserve Cheddar placed 
third.

In marketing efforts, Cabot contin-
ues to highlight its farmer-owners. The 
Cabot logo has been revised to include 
a banner that says “From Our Co-
operative Of Farm Families Since 1919.” 

The co-op also has launched pur-
pose-driven marketing efforts to tie 
its farmers into the brand. During the 
Gratitude Tour earlier this year, 100 
farmers traveled to the New York City 
metro area to interact with consumers 
at local supermarkets and grocers.

“They like to know where their food 
is coming from. Meet the farmer, learn 
where the milk is from — the milk that 
is being made into cheese,” says Nate 
Formalarie, brand communications 
manager, Cabot. “It was a nice way for 
farmers to interact with consumers and 
tell their story. Cooperatives are getting 
kind of cool again.”

Cabot also tied its farmers’ volunteer 
efforts in with this year’s Gratitude Grill, 
a truck that is traveling up the East 
Coast from Florida to New York and 
providing grilled cheese sandwiches 
to volunteers in different communities. 

DiMento notes that the cooperative 
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ended 2015 with a $900,000 loss after 
a year of low prices and surplus milk. 
The loss will be paid through reserves 
and not assessed to farmers. Member-
ship has remained closed since January 
2015 due to an anticipated milk surplus. 
Agri-Mark hopes that its increased pro-
cessing capacity and customer base will 
put the cooperative in a better position 
if a milk surplus develops in the future.

“It’s been a diffi cult year for everyone 
in the industry on the farm side because 
of surplus milk,” DiMento says. “We’re 
fortunate we took a lot of steps during 
the year to increase our milk handling 
capacity. 

“We expect to have a profi table year 
in 2016,” he adds. “We look forward to 
returning to profi tability and making 
needed long-term investments in our 
cheese plants. Business continues to 
grow and milk production also continues 
to grow.”

Dairy plants: Canada — Amqui, 
Quebec (milk, & fresh products); St. 
Bruno de Montarville, St. Laurent & 
Quebec City, Quebec (milk & fresh 
products, butter); Notre-Dame du Bon-
Consei, Quebec (cheese ingredients); 
Beauceville, Quebec (cut & wrap, 
ingredients, butter); Granby, Quebec 
(cheese, ingredients); Plessisville, 
Quebec (butter, ingredients); Oka, St. 
Hyacinthe & St. Damase, Quebec (fi ne 
cheese); Don Mills & Ottawa-Orleans, 
Ontario (milk); Woodstock, Ontario (cut 
& wrap); Chilliwack, Victoria & Burnaby, 
British Columbia (milk); Lethbridge, 
Alberta (cheese); Edmonton, Alberta 
(milk); Edmonton, Alberta (ice cream); 
Winnipeg, Manitoba (milk); St. John’s, 
Newfoundland (milk); Bedford, Nova 
Scotia (milk); Truro, Nova Scotia (in-
gredients); Miramichi, New Brunswick 
(milk); Sussex, New Brunswick (butter 
& ingredients); Ultima Foods joint 
venture — Granby, Quebec & Delta, 
British Columbia (yogurt); USA — Le 
Sueur, Minn. (cheese & ingredients); 
Nicollet, Minn. (ingredients); St. Paul, 
Minn. (milk); Jerome, Idaho (cheese); 
Hull, Iowa (Cheddar); Grand Rapids, 
Mich. (UHT milk); Lake Norden, S.D. 
(cheese); La Crosse, Wis. (ingredients); 
Little Chute, Wis. (Mozzarella sticks); 
Luxemburg, Wis. (Mozzarella); Weyau-
wega, Wis. (Cheddar, Feta)

Estimated annual cheese produced: 
more than 933 million lbs.

Estimated annual cheese marketed: 
more than 933 million lbs.

2015 sales: C$5.9 billion 
Percentage of sales from cheese: 

approximately 44%
Market segments for North Ameri-

can cheese: approximately 50% retail; 
47% foodservice; 3% ingredients

Website: www.agropur.com
A look inside: Agropur Coopera-

tive made signifi cant investments in 
its manufacturing infrastructure in 
2015, totaling a record-high invest-
ment of C$280 million. Among these 
investments were increased Feta and 
Mozzarella capacity at its cheese plants 
in Weyauwega, Luxemburg and Little 
Chute, Wisconsin.

Agropur also built a new laboratory 
in St. Hubert, Quebec, at the site of its 
new head offi ce, which opened earlier 
this year. Two of its Canadian milk plants 
— St. Bruno, Quebec, and Chilliwack, 
British Columbia — are slated to close 
later this year and their production 
transferred to other facilities to help 
optimize operations. 

The company has been focusing on 
the consolidation and integration of 
recent mergers and acquisitions. In 
2015 Agropur completed the acquisition 
of Sobeys Dairy Assets, fi rst announced 
in July 2014, which includes dairy pro-
cessing activities and long-term supply 
agreements for fl uid milk in Western 
Canada. This coming year, Agropur 
plans to complete the integration of 
its 2014 acquisition of U.S. cheese and 
dairy ingredient company Davisco Foods 
International.

“We are planning our next expansion 
phase,” says Dominique Benoit, senior 
vice president, institutional affairs and 
communications, Agropur, adding that 
the “U.S. market remains a priority.”

At the end of Agropur’s 2015 fi nancial 
year, which ended Nov. 1, Agropur an-
nounced the creation of a consolidated 
Canadian operating unit, eliminating 
all former divisions and business units 
that had comprised the cooperative’s 
Canadian operations.

During Agropur’s 77th annual 
general meeting in February, the coop-
erative announced that revenues and 
earnings had increased for the 10th 
consecutive year. 

“In 2015, we pressed ahead with 
our development efforts to position 
ourselves for the future while maintain-
ing our growth,” says Robert Coallier, 
CEO, Agropur. “Our clear strategy, our 
investment in our plants, our brands 
and our new organizational structure 
are assets that give us confi dence and 
optimism going forward.”

Several of Agropur’s cheeses won 
national and international awards 
this past year. Two cheeses from the 
Agropur Signature line were honored 
at the World Cheese Awards in Bir-
mingham, England, in November 2015. 
Champfl eury won a gold medal for the 
second year in a row, and OKA won a 
silver medal.

At the 2015 American Cheese So-
ciety competition held in Providence, 
Rhode Island, last July, Agropur took 
home a fi rst-place award for Champ-
fl eury; second-place awards for Brie 
Normandie, Camembert l’Extra, L’Extra 
Triple Crème and E-Lite Nature; and 
third-place awards for Rondoux Double 
Crème, Agropur Rand Cheddar aged 5 
years and OKA with Mushrooms.

From humble beginnings to time-honored  
traditions, Nasonville Dairy always offers
quality cheese and you will taste the difference!
• Over 40 Varieties, Styles and Types of Award-Winning Cheese
• Extensive & Unique Cheeses from Traditional to Specialty
• Crafted by Two Master Cheesemakers
• Consistent, Affordably Priced Product
• Third Generation Wisconsin Dairy Supporting Local Dairy Farmers

Explore our online store and product offerings by  
visiting our website at www.nasonvilledairy.com

10898 Hwy 10 West  •  Marshfield, WI 54449
Phone: 715-676-2177 •  Fax: 715-676-3636
Email: mailorder@nasonvilledairy.com
www.nasonvilledairy.com

Agropur Cooperative
St. Hubert, Quebec

Key executives: Serge Riendeau, 
pres.; Robert Coallier, CEO; Jocelyn 
Lauziere, sr. VP & CFO; Lorraine Bedard, 
sr. VP, legal affairs, member relations 
& corporate secretary; Dominique 
Benoit, sr. VP, institutional affairs & 
communications; Pierre Corriveau, sr. 
VP, human capital; Serge Fortier, sr. VP, 
information technology; Nicholas Marie, 
sr. VP, strategic sourcing & development; 
Serge Paquette, pres., Canada opera-
tions; Benoit Zolnai, sr. VP, operational 
excellence & quality; Doug Simon, pres., 
U.S. operations

http://www.nasonvilledairy.com/
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Arthur Schuman Inc.
Fairfi eld, New Jersey

Key executives: Neal Schuman, CEO; 
Tom DeAngelo, COO; Larry Schaefer, CFO; 
Ellen Schum, exec. VP, sales & marketing; 
Ilana Fischer, VP, innovation & strategy

Cheese plants: Arthur Schuman Inc., 
Fairfi eld, N.J. (cut & wrap wedges, shred-
ded & gated cups & PET jars, cheese 
boards); Arthur Schuman Midwest: El-
gin, Ill. (cut & wrap, shredded & grated 
bags, party trays, slices); Lake Country 
Dairy, Turtle Lake, Wis. (Parmesan, 
Romano, Asiago, Mascarpone, specialty 
cheese); Imperia Foods, Green Bay, 
Wis. (Bleu, Gorgonzola); Imperia Foods, 
Montfort, Wis. (Bleu, Gorgonzola)

Percentage of sales from cheese: 100%
Market segments for cheese: Tar-

geted channels are retail & club, food-
service, ingredients

Website: www.arthurschuman.com
A look inside: Arthur Schuman Inc. 

recently has embarked on a rebranding 
initiative. Melyssa Jolivert, senior as-
sociate for corporate communications, 
says the rebranding presents a new, 
modern image consistent with the com-
pany’s innovative and forward-thinking 
business strategy. 

“As part of our commitment to meet 
our clients’ needs in a continuously 
evolving, dynamic industry, we real-
ized it’s the perfect time to change our 
corporate name to better suit our focus 
going forward: to enhance everyday 
eating experiences with the highest 
quality cheese,” Jolivert says, adding 
that details of the rebranding will be 
announced this summer.

In preparation for its rebranding, the 
company’s marketing focus throughout 
2015 included driving trial and building 
awareness of its cheese products and 
brands. 

“We utilized consumer and trade 
promotions, advertising, fostered en-
gagement through social media and 
even hosted a sampling event for Cello 
Whisps in Times Square on New Year’s 
Eve,” Jolivert says. “Trial became a key 
tactic in our strategy because we truly do 
believe that our products have distinct 
fl avors and textures, and there is no bet-
ter way to communicate this than to have 
consumers experience it for themselves.”

Arthur Schuman Inc.’s newest prod-
ucts include Yellow Door Creamery’s 
Rubbed Fontina and Brilliant Blue, 
which debuted in May 2016. Yellow Door 
Creamery Rubbed Fontina is made at 
its Lake Country Dairy facility in Turtle 
Lake, Wisconsin, using fresh milk and 
traditional methods to create a smooth 

and creamy Fontina. The wheels are 
then rubbed with vibrant blends of 
spices from around the globe, custom 
developed by the company’s culinary 
team for added dimension to fl avor. 
Rubbed Fontina is available in three 
fl avors: Harrissa, a smoky blend of chili, 
cumin and caraway; Tuscan, a classic 
blend of Italian herbs and spices; and 
Habanero & Lime, an aromatic blend of 
habanero and lime with a citrusy fi nish.

The new Yellow Door Creamery Bril-
liant Blue is a Blue cheese handcrafted 
in Wisconsin and made for snacking with 
crackers, salads or as a pizza topping. 
Unlike other Blue cheeses, Brilliant 
Blue does not have the dust in Blue 
cheese crumbles. It is naturally aged for 
more than 60 days, the company says.

In addition to marketing its new 
cheeses, Arthur Schuman Inc. plans 
to continue marketing activities for its 
Cello Whisps brand of crispy Parmesan 
snacks along with its other Cello cheese 
products and imported cheeses, includ-
ing Dodoni Greek Feta. 

Early this year, the company featured 
Cello Riserva Copper Kettle Parme-
san, Cello Riserva Artisan Parmesan 
and Cello Whisps Parmesan Cheese 
Crisps at the Winter Fancy Food Show 
in San Francisco. The company will 
feature its new Yellow Door Creamery 
Hand-Rubbed Fontina and Yellow Door 
Creamery Brilliant Blue cheeses during 
the Summer Fancy Food Show  in New 
York in June.

At the 2016 World Cheese Champi-
onship Contest in Madison, Wisconsin, 
Agropur’s Feta and fl avored Feta entries 
swept the top three places in each 
category. Agropur also won best-in-
class honors for Cheddar aged 2 years 
or longer and part-skim Mozzarella, 
second-place awards for its Medium 
Cheddar and part-skim Mozzarella, and 
third place for Mozzarella. 

In November 2015, Agropur intro-
duced OKA L’Artisan Smoke in response 
to the growing popularity of smoked 
products. Also in 2015, the company 
introduced Natrel butters with sea salt, 
Natrel caramel latte fl avored 1-percent 
milk, Natrel Snack protein dairy bever-
age and Natrel iced coffees. MANUFACTURING • CUTTING • GRATING • SHREDDING • CUBING • SLICING • SHAVING • DEHYDRATION

Unrivaled Market Leader With Over 70 Years of Experience;  
Proudly Spanning Four Generations of Family

• Superior Quality Cheese  

• Market Leadership Domestically & Internationally

• State-of-the-art Equipment 

• Unparalleled Sourcing & Vertical Integration

• Spectrum of Products at Every Price Point

• World Class Processing & Distribution Facilities

40 New Dutch Lane   •   F
PH: FAX:

 EMAIL:  info@arthurschuman.com

www.arthurschuman.com  •  www.cellocheese.com

Visit us at booth 4301 at IDDBA

http://www.arthurschuman.com/
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“This year, our marketing programs 
will continue to focus on raising aware-
ness of our range of exceptional prod-
ucts, along with encouraging trial of 
our more unique one-of-a-kind items,” 
Jolivert says.

The company’s products gained rec-
ognition at national and international 
cheese contests this past year. At the 
2015 American Cheese Society competi-
tion, Cello Riserva Copper Kettle Parme-
san received a fi rst-place award, Cello 
Rich & Creamy Mascarpone and Cello 
Riserva Artisan Parmesan received 
second-place awards, and Montforte 

Bleu and Montforte Gorgonzola re-
ceived third-place awards. At the 2015 
World Dairy Expo Championship Dairy 
Products Contest, Montforte Bleu won 
fi rst in its class, Cello Riserva Hand 
Crafted Asiago won second place, and 
Cello Riserva Artisan Parmesan won 
third in its class. 

At the 2016 World Championship 
Cheese Contest, the company won best 
of class honors for its Lake Country Dairy 
Organic Asiago, Montforte Gorgonzola, 
Cheddar Whisps and Cello Artisan Par-
mesan. Cello Hand Crafted Asiago won 
a silver medal, and Habanero & Lime 
Hand-Rubbed Fontina and Parmesan 
Whisps both earned bronze medals.  

Arthur Schuman Inc. also has an-
nounced the addition of new offi ces in 

Hong Kong and Singapore, headed by 
Gordon Craig, vice president of sales, 
Asia and Oceania.

Marshall Reece, VP, sales & marketing 
Cheese plants: Sanborn, Iowa (Ched-

dar, condensed whey); Paynesville, 
Minn. (Cheddar barrels, WPC); Roches-
ter, Minn. (Cheddar, Colby, Colby Jack, 
Monterey Jack, ice cream mix, WPC, 
lactose, condensed whey); Hoven, S.D. 
(Parmesan, Romano, Asiago); Blair, 
Wis. (Cheddar, whey); Jim Falls, Wis. 
(Cheddar, Colby, Colby Jack, Monterey 
Jack, Pepper Jack, whey); Portage, Wis. 
(cheese packaging & processing)

Estimated annual cheese produced: 
640 million lbs.

Estimated annual cheese marketed: 
640 million lbs.

Estimated 2015 sales: $1.7 billion 
Percentage of sales from cheese: 60%
Market segments for cheese: 10% 

retail; 35% foodservice; 55% ingredients
Website: www.ampi.com
A look inside: Associated Milk Pro-

ducers Inc. (AMPI) produces 10 percent 
of the nation’s American-type cheese, 
10 percent of the butter and 10 percent 
of the dried whey. Now, due to growing 
customer orders, AMPI also produces 
10 percent of the nation’s processed 
cheese.

“The cooperative’s goals for the com-
ing year will be to continue growing this 
footprint,” says Sheryl Meshke, AMPI 
co-president and CEO.

Meshke adds that this will be ac-
complished through investments in 
AMPI’s cheese manufacturing plants, 
including the rebuild and reorganiza-
tion of its cheese packaging plant in 
Portage, Wisconsin, which was damaged 
in a fi re in December 2014.

The Portage plant returned to 
full production in January 2015, and 
throughout the past year, the coop-
erative has been considering plans to 
rebuild the facility’s warehouse, which 
was destroyed in the fi re, and reconfi g-
ure the plant layout.

“Rebuilding and rearranging of 
equipment to increase plant effi ciencies 
will take place in 2016,” Meshke says.

AMPI’s Mild Cheddar was a stand-
out in 2015, sweeping all awards in its 
category in two major national contests.

At the World Dairy Expo Champion-
ship Dairy Products Contest held last 
fall in Madison, Wisconsin, Mild Ched-
dar entries from AMPI’s Sanborn, Iowa, 
and Jim Falls and Blair, Wisconsin, 
plants placed fi rst, second and third 
respectively. A pasteurized process 
Monterey Jack and American blend with 
red bell and jalapeño peppers, made at 
AMPI’s Portage plant, also placed fi rst 
in its class at the contest. 

Mild Cheddar entries from AMPI’s 
Blair, Wisconsin, Rochester, Minnesota, 
and Sanborn, Iowa, plants also won the 
top three awards in their class at the 
2015 National Milk Producers Federa-
tion Cheese Contest. Plain and fl avored 
processed American cheese entries 
from AMPI’s Portage plant also topped 
their respective classes in this contest.

AMPI’s Colby/Jack from Jim Falls 
©2016 Bemis Company, Inc.

FLEXIBLE + RIGID PACKAGING

Together, we can create better ways to boost your cheese profits.
Everywhere you look, busy consumers are replacing traditional meals with on-the-
go snacks. And today, cheese snacking is more popular than ever. Capitalize on this 
important trend with flexible packaging that boosts sales, creates buzz and offers an 
array of consumer benefits, too. Talk to Bemis today. 

•  Increase your price per ounce by 30% with smaller snacking formats

•  Grab consumer attention—a full 73% of purchase decisions are made at the point-of-sale

•  Introduce packaging that delivers convenience, taste, flavor and nutrition— 
key motivators for today’s cheese-hungry consumers

See how new packaging options are helping to make cheese  
snacking a part of everyday life. Download your free eBook  
at Bemis.com/cheese-snackers
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CHASING CHEESE 
SNACKERS

Associated Milk 
Producers Inc.

New Ulm, Minnesota

Key executives: Donn DeVelder, co-
pres. & CEO; Sheryl Meshke, co-pres. 
& CEO; Patricia Radloff, VP, fi nance, 
& CFO; Mike Wolkow, VP, operations; 

http://www.bemis.com/cheese-snackers
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a variety of things to say “thank you.”
“We updated our Baker branded 

packaging to recognize our 100 years. 
In addition, throughout the year we 
will offer special ‘100-year thank you’ 
offers to our customers through select 
retailers,” Brian Baker says. “Lastly, we 
will be having a celebration in our local 
community as we truly are grateful for 
everyone who has been a part of the 
past 100 years.”

As Baker Cheese looks back on the 
successful transition of the company 
from generation to generation over the 
last century, it also is looking forward 
to continued growth.

The company recently added a new 
String cheese extrusion line and addi-
tional packaging capacity, and contin-
ues to upgrade and improve equipment 
by adding new milk silos, separators 
and whey clarifi ers, Brian Baker says.

The company currently is putting the 
fi nishing touches on a new wastewater 
treatment plant that will allow it to 
treat 90 percent of its wastewater and 
discharge it back into a local stream.

As part of the project, the Wisconsin 
Department of Natural Resources ap-
proved a water quality trading permit 
for Baker Cheese that allows the facility 
to meet phosphorus discharge limits 

and American Swiss Pasteurized Pro-
cess Cheese Slices from Portage won 
best-in-class awards at the 2016 World 
Championship Cheese Contest.

“The cooperative will remain 
focused on the production of award-
winning cheese from the quality milk 
produced on member farms,” says 
Marshall Reece, AMPI vice president 
of sales and marketing.

AMPI has an active Young Coopera-
tor (YC) program that gives members 
age 40 and under the opportunity to 
develop leadership skills and insight 
about the cooperative. Last summer, 
a record-setting 60 YC members and 
their families, totaling more than 100 
attendees, participated in the coopera-
tive’s annual farm and cheese plant tour.

The group toured three dairy farms 
in Ellsworth and Adrian, Minnesota, and 
Sanborn, Iowa, as well as the co-op’s 
cheese plant in Sanborn, Iowa, which 
receives milk from these farms. The 
Sanborn facility processes a total of 1.4 
million pounds of milk and produces 
140,000 pounds of cheese each day 
and is one of 10 manufacturing plants 
owned by AMPI.

and also reduces the overall amount 
of phosphorus released to the local 
watershed.

“Not only are we meeting all of the 
water quality requirements expected 
of us, but we’ve added some meaning-
ful habitat to the local land base and 
are growing our business at the same 
time,” says Jeff Baker, vice president of 
Baker Cheese.

 Ultimately the upgrades that are 
in progress this year, including reverse 
osmosis equipment, will allow the com-
pany to further process its whey. That 
isn’t the end of the expansions, however.

Baker Cheese Factory Inc.
St. Cloud, Wisconsin

Key executives: Brian Baker, pres.; 
Jeff Baker, exec. VP; Kevin Baker, CFO

Cheese plant: St. Cloud, Wis. (String, 
Light String, Twist String, Jalapeño 
String, Organic String)

Estimated annual cheese produced: 
45-50 million lbs.

Estimated annual cheese marketed: 
45-50 million lbs.

Percentage of sales from cheese: 
100%

Market segments for cheese: 95% 
retail; 5% foodservice

Percentage of products exported: 
less than 5%

Website: www.bakercheese.com
A look inside: This year Baker 

Cheese, St. Cloud, Wisconsin, celebrates 
its 100th anniversary.

The company, founded by Frank 
Baker when he purchased a small Ched-
dar factory in 1916, is today operated 
by his great-grandchildren and is one 
of the nation’s leading String cheese 
producers.

The plant in St. Cloud now stands 
at approximately 90,000 square feet, 
a far cry from the small plant it once 
was, although the plant’s original roof 
line can still be made out in places, 
says Brian Baker, company president.

To show the company’s appreciation 
to its customers, employees, farmers 
and community in partnering with it to 
reach 100 years, Baker Cheese is doing 

bakercheese.com  |  sales@bakercheese.com  |  920-477-7871

For your brand, freshness matters
We pride ourselves on the highest level of quality, not only in our award-winning 

product, but also in our operations and our customer service. Our full turn-key 

operation, experience and our focus on ONLY string cheese, allows us to produce 

the freshest string cheese for your brand.

125+ years of combined experience from 
Wisconsin licensed cheesemakers

•  99% Fill-Rate. 

•  7-10 Day Lead Time. 

•  Need it earlier, just ask!

•  48 hours from farm to finish.

•  Made to order. 

•  Always fresh. Never frozen.

Private Label String Cheese Specialists

http://www.bakercheese.com/
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“Later this year and into 2017 we’ll 
move into work on warehousing and 
employee areas,” Brian Baker says.

The company, which processes up 
to 10 million pounds of milk a week, 
manufactures its own Baker brand as 
well as produces private label String 
cheese that is distributed nationally 
and internationally. It has developed 
several varieties over the years, in-
cluding String cheese twists, smoked 
String, reduced-fat String, organic 
String and light organic String. It of-
fers them in a wide variety of package 
sizes for both retail and foodservice, 
ranging up to 3-pound packages and 
even larger as demand warrants. The 
company also recently introduced a 
new jalapeño String cheese to the 
marketplace. The jalapeño String won 
a gold medal at this spring’s World 
Championship Cheese Contest. The 
award-winning cheese currently is 
available on a private label basis for 
existing customers, and the company 
hopes to expand upon that offering to 
make it available to new customers 
later in 2016.

Director of Sales and Marketing 

Eric Baker says the ongoing snack-
ing trend is leading the company to 
explore bite-size on-the-go packaging.

“We are doing ongoing trials with 
different stick styles and sizes,” he 
says, adding that customers should 
watch for more new flavor offerings 
as well.

In addition to innovation, Baker 
Cheese’s focus on service and product 
quality sets it apart as well, Brian 
Baker says. One indicator of the focus 
on quality is the company’s success 
in competitions. In addition to this 
year’s gold at the World Championship 
Cheese Contest, the company won a 
gold at the 2015 U.S. Championship 
Cheese Contest and a silver at the 2014 
World Championship Cheese Contest.

“We have a company philosophy 
that ‘every stick matters’ and our 
entire operation is focused daily on 
making sure we live up to that mantra,” 
Brian Baker says.

As society shifts to more uses of 
social media and new marketing plat-
forms, the company also is looking at 
new ways to market its products. The 
company has updated its website and 
logo and spent more time furthering 
relationships with potential custom-
ers throughout the nation, Brian 
Baker says.

Bel Brands USA
Chicago

Parent company: Fromageries Bel, 
Paris 

Key executives: Frederic Nalis, pres. 
& CEO; Didier Aziza, CFO; Dan Waters, 
CMO; Heather Rewiski, chief customer 
(sales) offi cer; Richard Saucedo, VP, hu-
man resources; Jean-Philippe Gourdon, 
VP, manufacturing

Cheese plants: Leitchfi eld, Ky. (Mini 
Babybel, The Laughing Cow); Brook-
ings, S.D. (Mini Babybel); Little Chute, 
Wis. (Kaukauna, Owl’s Nest, WisPride)

Percentage of sales from cheese: 100%
Website: www.belbrandsusa.com
A look inside: Bel Brands USA, head-

quartered in Chicago, manufactures 
and markets Bel’s global branded Mini 
Babybel, The Laughing Cow and Boursin 
brands, as well as local brands including 
Merkts, Kaukauna, Price*s Pimiento, 
WisPride and Owl’s Nest. 

The company this year rolled out 
new products under The Laughing Cow 
brand to add variety to the snacking 
occasion for consumers.

The Laughing Cow this spring 
debuted Cheese Dippers, a portable, 
individually-portioned snack featuring 
The Laughing Cow’s rich, creamy cheese 
and crunchy breadsticks.

The brand’s new offering addresses 
consumers’ increasingly on-the-go life-
styles and appeals to adults and children 

alike, Bel Brands USA says.
“The release of Cheese Dippers 

ties perfectly into The Laughing Cow’s 
Reinvent Snacking campaign (launched 
in 2014), which aims to bring mind-
ful satisfaction to consumers’ unique 
snacking experiences,” says Dan Waters, 
chief marketing offi cer, Bel Brands USA. 
“With its portability, Cheese Dippers 
gives our consumers the chance to snack 
adventurously.”

Cheese Dippers are available in two 
varieties — Creamy Swiss with Classic 
Breadsticks and Creamy Swiss with To-
mato & Herb Breadsticks. Each serving 
provides 4 grams of protein, is an excel-
lent source of calcium and contains no 
artifi cial fl avors, colors or preservatives, 
Bel Brands USA says. The product is sold 
both as individual single-serve packs 
and 5-pack boxes with suggested retail 
prices of $1.49 and $4.99, respectively, 
and is available nationwide.

“We have seen the popularity of 
dipping options increase recently, and 
we saw an opportunity to leverage the 
trend and satisfy our consumers’ needs 
with this new product,” Waters says.

Meanwhile, The Laughing Cow 
brand earlier this year added a new 
fl avor to its line of cheese wedges — 
Creamy Asiago.

The new artisanal-inspired cheese 
highlights the nutty, bold and savory 
fl avor of Asiago, Bel Brands USA says. It 
joins The Laughing Cow’s existing vari-
eties of Creamy Original Swiss, Creamy 
Light Swiss, Creamy Swiss Garlic & 
Herb, Creamy Queso Fresco Chipotle, 
Creamy White Cheddar, Creamy Moz-
zarella, Sun-Dried Tomato & Basil, 
Swiss French Onion and Creamy Spicy 
Pepper Jack.

Creamy Asiago, which is 35 calories 
per 0.75-ounce wedge, is available in 

Horizon Sales  
of Minnesota 
Can Provide  
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Ingredients 
and Sell All 
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Products
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“Our Team Can  
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For more information please visit www.nelsonjameson.com

http://www.horizonsalesinc.com/
http://www.nelsonjameson.com/


© 2016 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)

  June 3, 2016 — CHEESE MARKET NEWS®         27     

Our Exclusive Annual Profile of Who’s Who in the Cheese Business

KEY PLAYERS
Continued from page 26

Turn to KEY PLAYERS, page 28 a

a 6-ounce size with 8 portions inside 
with a suggested retail price of $3.99 
per cheese wedge wheel.

Bel Brands USA, a U.S. subsidiary 
of France’s Fromageries Bel, recently 
expanded its North American head-
quarters in Chicago as the company 
continues to experience growing suc-
cess in North America.

“Our expansion and workplace im-
provements at 30 South Wacker Drive 
allows us to elevate our brand identity 
and company profi le within the thriv-
ing Chicago business community,” says 
Frederic Nalis, president and CEO, Bel 
Brands USA. “It is a positive and excit-
ing refl ection of our continued success 
and growth.”

The company in the past three 
years also added a new Mini Babybel 
plant in Brookings, South Dakota, to 
increase Mini Babybel production. 
The 170,000-square-foot facility on 48 
acres in Brookings has the capacity to 
produce more than 22 million pounds 
of cheese annually.

Bel Brands USA’s Merkts Horserad-
ish Cold Pack Cheese Spread received 
a silver medal at this spring’s World 
Championship Cheese Contest.

Bel Brands USA’s Owl’s Nest brand 
cheese spreads in Horseradish Cheese 
and Cheddary Cheese fl avors received 
a silver and bronze medal, respectively, 
in their classes at the contest.

America, BelGioioso Cheese Inc., a 
family-owned and operated company 
specializing in artisan Italian cheeses 
that are marketed nationally, has in-
troduced three new items that meet 
consumers’ needs for individual-sized, 
portion-controlled snacks.

“Following on the heels of our 
enormously popular Fresh Mozzarella 
Snacking Cheese, we have expanded 
the line to include a Fontina Snacking 
Cheese,” says Sean Moran, vice presi-
dent of sales, who notes that the cheese 
is just 70 calories per serving.

In addition, BelGioioso has created a 
3-ounce Mini Mascarpone cup designed 
for freshness and convenience and a 
5-ounce Mini Ricotta single-serve cup.

“The Mini Mascarpone and Mini 

Ricotta are petite-sized cups of our all-
natural, award-winning cheeses,” Mo-
ran says, noting the cheeses are high in 
protein and calcium and offer a healthy 
alternative to traditional snacks.

BelGioioso continues to promote 
its products across multiple media 
platforms. Earlier this year, its “Eat 
Well” promotion highlighted the com-
pany’s fresh, high-protein, high-calcium 
cheeses including its Fresh Mozzarella, 
Mascarpone and Ricotta products all 
available in smaller sizes. Beginning in 
May, “Salad Savvy” is promoting the com-
pany’s table and shredded, crumbled 
and shaved cheeses as well as blends. 

The company is consistently grow-
ing its market share with its quality 
cheeses, according to Errico Auricchio, 

president, BelGioioso Cheese.
“Quality is the best way to grow and 

promote,” he says. “We’re consistent, 
we provide good customer service and 
have fair pricing.”

The company’s recent innovations 
include a new cheese called Artigiano. 
Described as “grounded in tradition 
with an eye toward the future,” Artigiano 
is crafted using home grown cultures 
that have been developed over decades 
to achieve a fl avor palette all its own. 
Nutty and sweet, Artigiano is mixed in 
small batches and cured to achieve a 
delicate crystalline texture. Once aged, 
it is cut into petite wedges and carefully 
hand wrapped. The cheese is available 
in three fl avors: Classico, Aged Balsamic 

Your 
One Stop 
Cheese 
Source!
We buy and sell the world’s finest. 
Northern Wisconsin Produce is your full-source  
Wisconsin cheese provider. We assemble LTL  
or truckloads out of our inventory, saving you  
time and money.

Specializing in Aged Wisconsin 40-lb. Blocks, 
Retail and Foodservice as well as Bandage Styles:
Mammoths, Cheddar, Daisies, Horns, Midgets and Gems

• Your Direct Source for Award-Winning Pine River  
Cold Pack Cheese Food

• Cheese Makers: If you have Cheese to Sell,  
Please Call Us Today!

• Freezer, Cold and Dry Storage Available
• Conversion/Cut &Wrap
• Custom Manufacturing/Packaging Capabilities
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• Organic
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P.O. Box 126 • Manitowoc, Wisconsin 54221-0126 • (920) 684-4461 • Fax: (920) 684-4471 • nwpc@powercom.net

Cheese to Please  
& Cellars to  
Store It In
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Cheese Needs or Customizing  

an Aging Program for You.

Jim, Joan, David, Steven  
and Peter — “The Lindemann’s”

NORTHERN WISCONSIN PRODUCE
CHEESE DIVISION

For more information please email nwpc@powercom.net

BelGioioso Cheese Inc.
Green Bay, Wisconsin

Key executives: Errico Auricchio, 
pres.; Mark Schleitwiler, VP; Gaetano 
Auricchio, VP

Cheese plants: Byron, Wis. (Provo-
lone); Chase, Wis. (Parmesan, Romano, 
Asiago, Auribella, Artigiano, Kasseri, 
Toscanello, Pepato, Peperoncino, veg-
etarian Parmesan, Fontina); Freedom, 
Wis. (Burrata, Fresh Mozzarella, Fresh 
Mozzarella curd); Glenmore, Wis. (Pro-
volone, Mascarpone, Fresh Mozzarella, 
Ricotta con Latte); Langes Corners, 
Wis. (CreamyGorg, Crumbly Gorgon-
zola, Italico, Crescenza-Stracchino); 
Ledgeview, Wis. (converting, packaging, 
shipping, corporate offi ce); Pulaski, 
Wis. (American Grana); Sherwood, 
Wis. (veal feed, lactose); Schenectady, 
N.Y. (marinated braids, smoked Fresh 
Mozzarella, Scamorza, Ricotta)

Percentage of sales from cheese: 90%
Market segments for cheese: 50% 

retail; 50% foodservice
Website: www.belgioioso.com
A look inside: Staying on top of the 

snacking trend that has taken hold of 

mailto:nwpc@powercom.net
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& Cipolline Onion, and Vino Rosso.
The Artigiano cheeses are avail-

able as part of the company’s new La 
Bottega di BelGioioso line, a line of 
small pieces of hand-selected superior 
quality cheeses that ensure consistency 
and the best fl avor, texture, aroma and 
authenticity. Also featured in the line 
are Crescenza-Stracchino, American 
Grana, cow and sheep’s milk blended 
Gorgonzola, Provolone Extra and Pep-
eroncino. 

The company also is expanding the 
number of products available under its 
Casaro Dairy line with new 10-ounce 

is a tremendous honor,” says Gaetano 
Auricchio, vice president, BelGioioso. “It 
is a testament to the superior quality milk 
that our farmers provide and the care and 
craft that our cheesemakers use when 
creating this truly artisanal cheese.” 

The company also received silver 
medals for its American Grana and 
Burrata with Black Truffl e as well as a 
bronze medal for its Zesty Marinated 
Hand Braided Fresh Mozzarella in the 
competition.

Meanwhile, judges at the 2015 Ameri-
can Cheese Society competition chose 
BelGioioso Sharp Provolone Mandarini 
and BelGioioso Black Truffl e Burrata for 
fi rst-place awards. Crumbly Gorgonzola 
with Sheep’s Milk and Pesto Marinated 
Hand Braided Fresh Mozzarella received 

Burnett Dairy Cooperative
Grantsburg, Wisconsin

Key executives: Dan Dowling, pres. 
& CEO; Bryan Olson, sr. VP, marketing 
& sales; Steve Bechel, operations mgr.; 
Jared Yeske, quality control mgr. 

Cheese plants: Grantsburg, Wis. 
(Mozzarella, Provolone, Mozzarella 
String, Mozzarella String Whips, Alpha’s 
Morning Sun, Cheddar, Colby, Monterey 
Jack, Colby Jack); Cady Cheese, Wilson, 
Wis. (Colby, Monterey Jack, Gouda, 
Cheddar, Farmers, Colby Jack, Hot 
Pepper Jack)

Websites: www.burnettdairy.com
A look inside: Burnett Dairy Coop-

erative continues to focus on and expand 
its retail business with new products 
and fl avors in the dairy case. 

Burnett Dairy last summer launched 
its meat String cheese fl avors including 
Pepperoni Pizza, Hot Pepper Beef and 
Zesty Teriyaki.

Nicki Peterson, marketing manager, 
Burnett Dairy Cooperative, says these 
fl avors have been well-received in the 
dairy case as options for high-protein, 
unique and fl avorful snacking options.

In addition to String cheese, Burnett 
Dairy last year launched String Whips in 
the dairy case. String Whips feature Bur-
nett Dairy’s award-winning Mozzarella 
String cheese in a fun, spaghetti-like 
shape, Peterson says.

“They have been a hit with retail 
buyers and consumers alike,” she says.

This year, Burnett Dairy is launching 
fi ve new fl avors of its popular Alpha’s 
Morning Sun cheese including Mango 
Habanero, Chipotle Garlic, Espresso 

cups of shredded, grated and shaved 
Parmesan; 7-ounce chunks of Asiago, 
Fontina, Parmesan and Romano in 
retail-ready cases; and 8-ounce Fresh 
Mozzarella balls and pre-sliced logs.

BelGioioso also continues to perform 
well on the contest circuit.

At this spring’s World Championship 
Cheese Contest, BelGioioso brought home 
a number of awards, including golds for 
its Burrata, Ricotta con Latte and Fresh 
Mozzarella Prosciutto Basil Roll.

This is the second time in as many 
contests that BelGioioso Burrata was 
awarded best of class in the Fresh Moz-
zarella Class. Fresh Mozzarella continues 
to be the company’s No. 1 selling product.

“To win back-to-back gold medals at 
the World Championship Cheese Contest 

Bringing Our Solutions  
Together for Your Success
GEA – Your single resource for a complete line of dairy processing equipment and integrated solutions. 

We offer a comprehensive portfolio of standard and custom-designed equipment, along with complete 

production lines, from benchtop R&D solutions to integrated full-scale plants. Our latest innovations have 

been specially developed to meet the needs of the 21st century dairy industry. Couple our wide range of 

products with superior GEA support that includes 24/7 technical help, on-site service and same day parts 

availability, and you have a partner that is committed to your success. 

Learn more about the complete range of products and services we offer. Visit our new gea.com website to 

explore our full portfolio of dairy processing offerings or contact us at sales.unitedstates@gea.com.

For more information please visit www.gea.com

second-place awards and the company’s 
American Grana received a third-place 
award in the same competition.

This spring, two BelGioioso cheese-
makers graduated from the elite Wis-
consin Master Cheesemaker Program. 
Jeff Allen was certifi ed in Blue cheese 
and Gorgonzola and Darrell Manning 
was certifi ed in Provolone. The com-
pany now has four Wisconsin Master 
Cheesemakers on staff.

The company continues to expand 
its facilities to meet growing demand. 
Last year, BelGioioso completed an ex-
pansion of its packaging facility in Led-
geview, Wisconsin, and a brine capacity 
expansion at its Chase, Wisconsin, plant. 
This year, the company continues to add 
to its Ledgeview facility, expanding its 
shipping and distribution areas. Errico 
Auricchio also says the company is in 
the planning stages of building a larger 
plant in Schenectady, New York.

http://www.gea.com/
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Brava, Applewood Smoked Sea Salt and 
Truffl e, Peterson notes.

“These cheeses are small batch and 
created for the deli specialty case,” she 
says. “We have designed a new label for 
this line of cheese to support the artisan 
quality of these products.”

Peterson notes another exciting 
launch for Burnett Dairy this year is 
its Garden Veggie String Cheese made 
will all-natural vegetable ingredients.

Burnett Dairy’s marketing initiatives 
for 2016 lie heavily on in-store demos, 
market support programs and social 
media, Peterson says.

Burnett Dairy’s products earned 
several awards last year. At this spring’s 
World Championship Cheese Contest, 
the company’s Hot Pepper String Cheese 
earned a silver medal and its Smoked 
String Cheese earned a bronze medal.

At last fall’s World Dairy Expo 
Championship Dairy Product Contest, 
Burnett Dairy’s String Cheese earned 
a best of class award.

In the year ahead, Burnett Dairy will 
continue to keep an eye on snacking and 
ingredients trends and will experiment 
with new fl avors and forms of cheese, 
allowing the cooperative to remain 
a leading innovator in the category, 
Peterson says.

A look inside: Cacique Inc. is a 
manufacturer of Mexican-style cheeses, 
creams and chorizos. In February, the 
company launched the Caciquedilla 
Club, a new website showing how cooks 
can create unique recipes based off a 
Mexican favorite, quesadillas.

Built for food enthusiasts to enjoy, 
the new website can be found at www. 
caciquedillaclub.com or www.quesa-
dillaclub.com. It is fi lled with a large 
collection of quesadilla recipes, ranging 
from classic favorites to creative takes 
on popular food trends and fl avors, such 
as the Korean Beef Kimchi Quesadilla or 
the Bacon Mac and Cheese Quesadilla.

“People across the country have 
come to love the taste and fl avors of Ca-
cique’s Mexican-style cheeses, creams 

and chorizos,” says Tirso Iglesias, vice 
president of sales and marketing, Ca-
cique Inc. “We continue to see people 
from various cultural backgrounds 
incorporating our products into favorite 
family dishes.” 

Iglesias notes Cacique decided to do 
a whole website based off of quesadilla 
recipes because consumers love the 
fl avors of the classics and have shown 
creative ways to add personal favorites 
to the mix when making quesadillas for 
friends and family.

Going forward with marketing strat-
egies, Iglesias says social media will 
play a large part in how the company 
communicates with its consumers, both 
millennials and its core consumers, 
fi rst-generation Hispanics. The com-

pany recently surpassed 600,000 likes 
on Facebook. Iglesias says the company 
will continue to provide relevant and 
fun content for consumers to enjoy 
while tying them into Cacique’s “Go 
Autentico” campaign.

“As our core consumers become 
more tech savvy, this becomes more 
of a focus,” he says. “It’s such a good 
vehicle. It’s not a matter of catching a 
commercial or radio ad, it’s about proper 
content and relevance. It’s there when 
you need it.”

Cacique has introduced a bimonthly 
blog post from celebrity chef Aaron 
Sanchez in which he discusses relevant 
holiday or food themes and what they 
mean to him. 

Cacique Inc.
City of Industry, California

Key executives: Gil de Cárdenas, 
VP & COO; Tirso Iglesias, VP, sales & 
marketing; Bob Cashen, dir., sales; 
Enrique Botello, sr. category mgr.; 
Francisco Hanon, category mgr.; Diana 
de Loza, category mgr.; Miguel Moreno, 
regional business development mgr., 
Mountain Region; Victor Huertas, 
regional business development mgr., 
Northern Region; Felipe Gomez, re-
gional business development mgr., mass 
market West and Northern California 
Region; Rob Clair, zone dir., Gulf and 
Wal-Mart Regions; Kevin McCraken, 
regional business development mgr., 
mass market East; Lisa Juarez, regional 
business development mgr., Southwest 
Region; Branden Wilson, regional busi-
ness development mgr., mass market 
Midwest Region; Mike Schmidt, busi-
ness development mgr., mass market 
Southeast Region; Charles Redmond, 
category mgr.

Cheese plant: City of Industry, Calif. 
(Queso Fresco, Panela, Cotija, Asa-
dero, Enchilado, Manchego, Mozzarella, 
Oaxaca, Queso Blanco Fresco, Queso 
Quesadilla, Queso Quesadilla Jalapeño)

Website: www.caciqueinc.com

http://www.caciqueinc.com/
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“He focuses on his cooking for the oc-
casion and provides readers a recipe he 
has developed using Cacique products,” 
Iglesias says. “The views continue to 
grow with every blog post from Aaron.”

Cacique also will be relaunching 
its website in the coming months with 
new sections and content, further con-
necting its consumer segments with 
its products, usage ideas and retailer 
locations.

curds, Colby, Marble Colby, Monterey 
Jack, Butterkase, Farmers; sheep’s 
milk cheeses: Banquo, Fleance, 
Feta; buffalo’s milk cheeses: Fresh 
Mozzarella, Gouda, Cheddar; mixed 
milk cheeses: Weird Sisters, Faarko, 
Montague); Clock Shadow Creamery, 
Milwaukee (cow’s milk cheeses: 
Bon Bree, Cheddar, Cheese-E-Que, 
Double Cream Colby, LaBelle, Moz-
zarella, Quark, Ricotta, Squeaks 
Cheddar Curds; goat’s milk cheeses: 
Squeaks Cheddar Curds, Chevre; 
mixed milk: Capriko)

Estimated annual cheese produced: 
4 million lbs.

Estimated annual cheese marketed: 
4 million lbs.

Estimated 2015 sales: $13 million 
Projected 2016 sales: $13 million
Percentage of sales from cheese: 90%
Market segments for cheese: 35% 

retail; 5% foodservice; 60% ingredients
Websites: www.cedargrovecheese.

com, www.clockshadowcreamery.com
A look inside: In a building that was 

built in 1900, Robert Wills, president, 
Cedar Grove Cheese Inc., says there 
needs to be continuous updates to re-
main energy effi cient and cost saving. 
In 2015 and continuing in 2016, the 
company continues to invest in its Plain, 

Wisconsin, plant to address those needs.
Construction was completed on a 

new cooler and refrigeration system 
in December 2015. The company also 
added 3,800 square feet of cheese stor-
age space, Wills says.

“Our cheese in our aging program has 
been more than we can handle,” he says. 
“Our objective was to have that in a more 
controlled location where we had easier 
access to monitor the cheese while it 
was aging. While we had a functional 
system, it wasn’t up to the standards 
we would like to have.”

Cedar Grove also is updating 3,800 
square feet of space with new walls, 
ceilings, shelving and insulation.

“The part of the building we are 
tackling now had not been redone for at 
least 40 years,” Wills says. “It was due.”

Clock Shadow Creamery, Cedar 
Grove’s cheese plant in Milwaukee, 
recently introduced Chees-E-Que, a 
fresh stick-shaped cheese designed to 
be cooked on the grill next to brats or 
wings. The product is available in the 
Milwaukee area, and Wills says it will 
be distributed in other areas of the 
Midwest in 2016. 

“It’s a cheese that can be thrown on 
the grill and doesn’t melt,” Wills says. 
“It gets crispy and brown on the outside 
and a little soft on the inside.”

Clock Shadow Creamery also re-
cently introduced its Double Cream 
Colby. Wills says the company got the 
idea for the cheese when it began work-
ing with a Milwaukee-based artist who 
was looking for a cheese he could use to 
promote his upcoming art show. 

“We realized that even though we 
were in different fi elds, the way we 
approached product development was 
similar to how he approached his art 
world,” Wills says. “It’s been very well 
received. The cheese has the character-

istics of a Colby, but with a creamier, 
richer fl avor.”

In January, Clock Shadow Creamery 
collaborated with Tabal Chocolate, Mil-
waukee, to launch a line of cheese-fi lled 
candies with cheeses such as Pepper 
Jack, aged Cheddars and Quark. 

In 2016, Cedar Grove says it will 
expand into more organic market 
product variety as interest in geneti-
cally modifi ed organism (GMO)-free 
products increases.

“One of the reasons we got into 
organic products was because we were 
working with customers who didn’t want 
the growth hormones in their products,” 
Wills says. “Organic tends to be a way 
for customers to fi nd the characteristics 
they want in a well-regulated structure.”

Another goal for the company is to 
increase consumer familiarity with its 
Quark, a fresh dairy product, by expand-
ing distribution into urban markets, 
such as Chicago, and working with 
Milwaukee-area chefs on new recipes 
using the product. 

“I just love Quark,” Wills says. “In 
Europe, they use Quark for everything. 
It has a clean label, good nutritional 
profi le, and it’s versatile. We think the 
product is something that is missing 
in the marketplace and deserves more 
visibility than it has gotten.” 

Cedar Grove Cheese received silver 
medals at the 2015 American Cheese 
Society Judging & Competition for four 
cheeses: Donatello, Ovella, sheep milk 
Feta and Weird Sisters. Clock Shadow 
Creamery received a bronze for its Pizza 
Cheese Curds.

At the 2016 World Championship 
Cheese Contest, Cedar Grove received 
a silver medal for its Donatello in the 
Hard Sheep’s Milk Cheeses (9 months 
or longer) category.

KOSHER • ORGANIC • rBGH-FREE • CUSTOM MADE FLAVORS & VARIETIES 

&
The Best Traditional

Specialty Cheese
You’ve Ever Tasted!
Each year we craft four million pounds of some of the  
best cheese you will ever taste! And all of our cheese is  
produced without artificial growth hormones (rBGH) or  
animal enzymes. We believe in environmentally sound  
production...working in concert with nature is an  
important part of our business.  

Handcrafted Cheese is our Specialty

2nd Place  
Hard Sheep’s Milk

Donatello
2016 World Championship 

Cedar Grove Team 
Cedar Grove Cheese 

2nd Place  
Hard Sheep’s Milk

2015 U.S. Championship 
Cedar Grove Cheese

2nd Place  
Mixed Milk Cheeses

2015 U.S. Championship 
Cedar Grove Cheese 

2nd Place
Donatello
2015 ACS

Cedar Grove Cheese

2nd Place
Sheep Milk Feta

2015 ACS
Cedar Grove Cheese

2nd Place
Ovella & Weird Sisters

2015 ACS
Cedar Grove Cheese

Cedar Grove CHEESE &
Clock Shadow CREAMERY
E5904 Mill Road | P. O. Box 185 | Plain, WI  53577 | Phone: (800) 200-6020
Fax: (608) 546-2805 | E-mail: bob@cedargrovecheese
www.cedargrovecheese.com

• Traditional Cheese
• Artisan Cheese  
• Family Owned

• Custom Processing
• NO Artificial Growth Hormones
  (rBGH) or Animal Enzymes 

Specializing in...
• Quark Cheese
• Goat, Sheep & Water 

Buffalo Cheese
• Sharp & Extra Sharp
• Surface Ripened

• Traditional Aging Without 
Chemicals

• Small Batch Cheese  
Development

For more information please visit www.cedargrovecheese.com

Cedar Grove Cheese Inc.
Plain, Wisconsin

Key executives: Robert Wills, pres.; 
Beth Nachreiner, VP; Deborah Byrne, 
general mgr.

Cheese plants: Plain, Wis. (cow’s 
milk cheeses: Squeaks Cheddar 

Ideal for:  Cheese, Milk,  
Whey, Yogurt, Permeates,  
Powders, Soy, Wastewater  

and so much more!
“Servicing the Globe” 
with quality scientific 

equipment and backed 
by our knowledgeable 

and skilled personnel at 
UDY Corporation.

Proven  
Technology 
Since 1960
• Direct Protein  

Readout (%)
• High Correlation 

with Kjeldahl,  
Combustion 99+%

• Quick & Easy  
Operation

• Affordable
• Precise, Accurate 

and Reproducible
• Customized to Your 

Needs & Budget
• Applicable to 

Cheese, Dairy & 
Many Commodities

We Make
Analysis

Practical!

UDY Corporation
201 Rome Ct., Ft. Collins, CO  80524
PH: 970.482.2060  |  FAX: 970.482.2067
EMAIL: bill@udyonecom
WEB:  www.udyone.com

For more information please visit www.udyone.com

http://www.cedargrovecheese.com/
http://www.udyone.com/
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Crave Brothers
Farmstead Cheese LLC

Waterloo, Wisconsin

Key executives: George Crave, pres.; 
Debbie Crave, VP

Cheese plant: Waterloo, Wis. (Mas-
carpone, Fresh Mozzarella, Farmer’s 
Rope Part-Skim Mozzarella Cheese, 
white/yellow Cheddar curds, jalapeño 
Cheddar curds)

Website: www.cravecheese.com
A look inside: Crave Brothers 

Farmstead Cheese LLC is truly a family 
operation and family is a huge company 
asset, says George Crave who leads the 
cheese operations of a fully-integrated 
family dairy business.

Crave Brothers Farmstead Cheese 
began producing its fi rst cheese in an 
on-farm plant in 2002, pumping milk 
from the family’s then-600 Holstein cows 
320 feet through insulated underground 
pipes to a brand new cheese factory. The 
goal of the cheese plant was — and is 
— to add value to the farm’s milk and 
to continue to grow the business into 
a sustainable operation for the next 
generation. The agricultural enterprise 
continues to grow and in addition to the 
cheese plant now includes 1,700 cows on 
two separate locations and 2,700 acres 
of farmed land.

In addition to George Crave and his 
three brothers, the company continues 
to grow with the addition of their chil-
dren, some of whom are buying into 
the business.

Trusted long-term employees also 
are important in keeping the business 
running smoothly, Crave says. In addi-
tion to family, the Crave enterprises 
employ 35 at the cheese factory and 
25 on the farm.

Fresh Mozzarella is the company’s 
best-known product and is available 
coast to coast. It is available in retail and 
foodservice containers of perline (pearl 
size), ciliegine (cherry size), bocconcini 
(ball size), ovoline (egg size), medal-
lions, 8-ounce balls, 1-pound balls and 
1-pound logs. The company also offers 
a marinated ciliegine (marinated in an 
olive oil/canola oil blend with its own 
spice mix) in retail and foodservice 
containers.

The cheese, which began winning 
awards early on in the company’s 
cheesemaking venture, continues to 
be critically acclaimed. Crave Brothers 
Farmstead Cheese’s Fresh Mozzarella 
Bocconcini took home a fi rst-place 
award from the 2015 American Cheese 
Society’s competition and placed fi fth 

at this spring’s World Championship 
Cheese Contest. The company also is 
proud of its best of show win at this 
past year’s Dodge County Fair for its 
Marinated Mozzarella. 

Fresh Mozzarella isn’t the company’s 
only award winner. Crave Brothers 
Farmstead Cheese also offers Farmer’s 
Rope, fresh handmade deli string 
cheese. Shaped like a rope and forming 
“strings” when pulled apart, the cheese 
is available in 12-ounce, 2-pound and 
3-pound sizes.

This past year, the cheese took fi rst 
place in its class in the American Cheese 
Society’s competition as well as at the 
Wisconsin State Fair.

While Crave Brothers is mostly con-
tent to focus on its mainstay cheeses, 
new to the company in the past year-
and-a-half and available locally in 
Wisconsin are Cheddar curds in original 
and jalapeño fl avors. The curds won two 
fi rst-place awards — one each for origi-
nal and fl avored — at this past year’s 
American Cheese Society contest. The 
jalapeño fl avor also placed fi fth at the 
World Championship Cheese Contest.

Crave says the company is looking 
to achieve “some nice growth” in 2016. 
The size of the company allows it some 
fl exibility in meeting customer needs, 
he adds.

“We’re very responsive to market 
needs and are responsive to our small 
distributors,” he says.

In addition, the company’s cheeses 
aren’t only farmstead; they are produced 
with renewable energy. The company’s 
two methane digesters, taking waste 
from both the farms and the cheese 
plant, generate enough electricity to 
power the farm, cheese factory and more 
than 300 homes. The digesters reduce 
odor from the manure and also provide 
some saleable products. 

To highlight its sustainability prac-
tices, the company’s cheeses feature 
a “Produced with renewable energy” 
logo featuring a little cow with a green 
leaf on its tail.

milk, ice cream, sour cream, yogurt, 
juice); Farmington, Minn. (cottage 
cheese, dips, smoothies, sour cream); 
Fort Morgan, Colo. (condensed milk, 
cream, NDM); Pollock, S.D. (hard 
Italian cheese); Frederick, Md. (milk, 
fruit drinks, juice); Goshen, Ind. (con-
densed milk, cream, NDM); Allerton, 
Iowa (nutrition & functional milk 
protein ingredients); Houston, Texas 
(artisanal Hispanic cheeses & creams); 
Hughson, Calif. (butter, condensed 
milk, cream, NDM); Mechanicsburg, 
Pa. (dairy-based coffee beverages); 
Middlebury Center, Pa. (condensed 
milk, cream, cream powder, malted 
milk powder, NDM, SMP, WMP); Min-
neapolis, Minn. (fl uid milk, other bev-
erages); New Britain, Conn. (cream, 
ice cream mixes, milk, fruit drinks, 
fruit juices, water); New Wilmington, 
Pa. (dry whey, Italian-style cheese); 
Portales, N.M. (condensed skim, 
cream, milk permeate powder, MPC, 
NDM, SMP); Portland, Maine (butter, 
buttermilk, cottage cheese, cream, 
fl avored milk, fl uid milk, fruit juice, 
sour cream, tea); Reading, Pa. (cream, 
condensed milk, malted milk powder, 
NDM, SMP, WMP); Rochester, Minn. 
(2) (fl uid milk, ice cream, light ice 
cream, sherbets, yogurt-based drinks); 

Bruce, Wis. (cheese, dairy powders); 
Chili, Wis. (hard Italian cheese); 
Schulenburg, Texas (dairy dips, salsa); 
Garden City, Kan. (WMP, SMP, NDM, 
cream); Springfi eld, Mo. (dairy-based 
coffee beverages); El Dorado Springs, 
Mo. (cheese powders); Turlock, Calif. 
(Italian-style cheese, liquid whey); 
Ventura, Calif. (dairy-based coffee bev-
erages); West Middlesex, Pa. (indus-
trial shredded cheese, process cheese); 
Winnsboro, Texas (anhydrous milkfat, 
butter, buttermilk powder, NDM, sweet 
cream); Hummelstown, Pa. (Amplifi  
concentrated ingredients); Winthrop, 
Minn. (anhydrous milkfat, butterfat 
blends, sweetened condensed milk); 
Zumbrota, Minn. (American-style 
cheese, cream powders, fl uid whey, 
Gouda, hard Italian, specialty cheese); 
Batavia, N.Y.; Pavilion, N.Y. (cream, 
skim)

 Cheese and ingredient-related 
joint ventures: Southwest Cheese, 
Clovis, N.M. — JV cheese operation 
with Glanbia plc & the cooperative 
members of the Greater Southwest 
Agency (DFA, Select Milk Produc-
ers) (40- & 640-lb. block Cheddar, 
Colby, Monterey Jack, Pepper Jack, 
Muenster, Asadero, Queso Quesadilla, 

Crave Brothers  
Farmstead Cheese, LLC. 
W11555 Torpy Road • Waterloo, WI 53594
Phone: (920) 478-4887 • Fax: (920) 478-4888  
Email: debbie@cravecheese.com
www.cravecheese.com 

Crave Brothers Farmstead Classics® 

are specialty cheeses produced right on 
the farm in Waterloo, Wisconsin, using 
only the freshest, high quality milk 
from Crave Brothers Dairy Farm.

• Fresh Cheddar Cheese Curds  
(Plain & Jalapeño)

• Mascarpone
• Fresh Mozzarella
• Farmer’s Rope® Part-Skim  

Mozzarella String Cheese

Our Green Story:
• Family Owned  

and Operated
• Our Own Farm  

Fresh Milk
• 100% Green Power
• A Carbon Negative 

Company*
• Sustainable  

Farming Practices
• Recyclable Packaging
• Water Conservation  

& Recycling 
* Our manure digester  
produces more electricity 
than we need for our farm 
and cheese factory

Handcrafted on
Our Dairy Farm
in the Finest  
Wisconsin
Tradition®

For more information please visit www.cravecheese.com

Dairy Farmers of America
Kansas City, Missouri

Key executive: Rick Smith, pres. 
& CEO

Dairy plants: Adrian, Mich. (con-
densed milk, cream, NDM); Beaver, 
Utah (condensed milk, cream, long-
horn Cheddar, Monterey Jack, Pepper 
Jack); Cabool, Mo. (adult nutritional 
beverages, dairy-based coffee bever-
ages, energy protein beverages, Sport 
Shake); Cass City, Mich. (cream, con-
densed whole & skim milk); Cedarburg, 
Wis. (fl uid milk, orange juice); Fallon, 
Nev. (WMP, SMP); Dalbo, Minn. (hard 
Italian cheese); Fargo, N.D. (butter, 
cottage cheese, cream, dips, fluid 

http://www.cravecheese.com/
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Colby Jack); Craigs Station Creamery, 
Linwood, N.Y. — JV with Craigs Station 
Ventures; Pavilion, N.Y. — JV with Arla 
Foods (Cheddar)

Estimated annual cheese produced: 
245.473 million lbs.

Estimated annual cheese marketed: 
424.316 million lbs.

Estimated 2015 sales: $13.8 billion
Projected 2016 sales: $14.4 billion
Percentage of sales from cheese: 6%
Market segments for cheese: 38% 

retail; 39% foodservice; 23% ingredients
Percentage products exported: 5.6% 

(cheese only)
Website: www.dfamilk.com
A look inside: Dairy Farmers of 

America (DFA) continues to expand 
its reach across the United States 
and introduce new products to the 
marketplace. 

This spring, DFA and Arla Foods, a 
global dairy cooperative based in Den-
mark, announced they have entered into 
an agreement to form a joint venture in 
the United States for the development 
and production of premium Cheddar. 
The joint venture will include con-
struction of a dairy facility for Cheddar 
production in Pavilion, New York.

Rick Smith, president and CEO, DFA, 
notes the cooperative is pleased to be 
entering into this partnership with Arla.

“Arla and DFA share the same pas-
sion for providing the highest quality 
products to consumers and are even 
more committed to sourcing these 
products from dairy farmers who em-
ploy sustainable and transparent farm 
practices,” Smith says.

Construction on the new production 
facility is expected to begin mid-2016, 

with operations expected to begin in 
2017. The facility will be located near 
the eight farms supplying the raw milk 
and adjacent to DFA’s Craigs Station 
Creamery facility. The farmers are 
members of DFA and will annually sup-
ply approximately 154 million pounds 
of raw milk.

The joint venture will be 70 percent 
owned by DFA, which also will manage 
the operation, 20 percent owned by Arla 
and 10 percent by the eight farmers who 
supply the milk. The investment in the 
joint venture is expected to be $58 mil-
lion, of which Arla will cover 20 percent 
or $11.6 million. The joint venture is 
expected to employ 30 people.

DFA last fall marked the one-year 
anniversary of Craigs Station Creamery, 
a milk plant that opened in fall 2014 and 
combines the resources of DFA along 
with sustainable and environmentally-
friendly technology.

“In addition to being a fi rst in terms 
of direct member investment, this plant 
is the fi rst we have built on an actual 
dairy farm and is truly a showcase story 
for traceability, sustainability and en-
vironmental stewardship,” Smith says. 
“Today’s consumers want food that is 
nutritious and responsibly sourced, 
which is what Craigs Station Creamery 
is all about.”

At DFA’s annual meeting this spring, 
the cooperative reported net income 
of $94.1 million in 2015 compared to 
$43.1 million in 2014. The increase is 
attributed to strong performances from 
DFA’s commercial operations and affi li-
ates, as unit sales were up and margins 
improved, the co-op says.

DFA’s net sales totaled $13.8 billion 
for 2015, down from $17.9 billion in 2014. 
The decrease is primarily a result of 
lower milk prices, DFA notes.

“Providing value to our dairy farmer 

members is the focus for everything that 
we do at DFA,” Smith says. “In 2015, we 
had a successful year and took strong 
action to support key strategic initia-
tives — most notably in the areas of 
assuring supply chain integrity, growing 
our commercial businesses and driving 
performance through innovation.”

DFA in 2015 expanded its com-
mercial operations by acquiring the 
remaining ownership interest of 
DairiConcepts, which it previously was 
invested in as a joint venture partner 
with Fonterra. DFA notes DairiConcepts 
plays a key role in the co-op’s strategy to 
further grow its ingredients division and 
extend its global marketing outreach.

DFA in January shuttered its Plym-
outh, Wisconsin, manufacturing plant. 
Offi cials cited the facility’s dated infra-
structure and technology as the reason 
for the closure.

The Plymouth facility, which had 
been in operation since 1954, produced 
Borden Cheese as well as private-
label cheese products. Going forward, 
DFA will continue to produce Borden 
Cheese products through a third-party 
manufacturer.

In December 2015, PepsiCo an-
nounced it is ending its joint yogurt 
venture with Theo Muller Group at 
the Batavia, New York, facility owned 
by Muller Quaker Dairy LLC. DFA has 
agreed to purchase the Batavia manu-
facturing facility.

“We are currently exploring options 
as the facility creates a multitude of 
potential opportunities for milk han-
dling and dairy manufacturing going 
forward,” says Mark Korsmeyer, execu-
tive vice president, DFA.

Upstate New York is an important 
milkshed for DFA, and its acquisition of 
the Muller Quaker Dairy plant is strate-
gic, according to Monica Massey, senior 

vice president and chief of staff, DFA.
“This facility creates multiple poten-

tial milk handling and dairy manufac-
turing opportunities. We are currently 
exploring these,” Massey says.

Meanwhile, this past year, DFA broke 
ground on a new 214,000-square-foot 
dairy ingredients plant in Garden City, 
Kansas. The state-of-the-art plant will 
produce whole, skim and nonfat dry 
milk powders, as well as cream, and is 
a partnership between DFA and a group 
of member farms in Southwest Kansas.

Also in 2015, for the fi rst time in the 
cooperative’s history, DFA launched a 
new brand and product from scratch. 
Live Real Farms Energy Drink incor-
porates the nutrition of dairy into an 
innovative product geared toward 
millennial families. The drink, forti-
fi ed with vitamins, green tea extract, 
real dairy and fruit juice, is available 
in Berry Berry, Peach Mango and 
Strawberry Banana and is offered in 
test markets in Arizona, Minnesota 
and Wisconsin.

In 2015, DFA under its Cache Valley 
brand launched “Savor the Good Stuff,” 
a campaign aimed at millennials with 
a new website, www.savorthegoodstuff.
com, and an infl uencer blog program 
that sought to build a community of 
millennials who value “the good stuff” 
in life. Using #savorthegoodstuff, the 
campaign encouraged young consumers 
to share the various ways they savor life’s 
little moments. In turn, Cache Valley 
shared the posts on the website along 
with recipes and brand information.

DFA’s products continued to garner 
industry recognition this past year.

At this spring’s World Championship 
Cheese Contest, DFA earned silver 
medals for its Mild Provolone and Aged 
Provolone made at the co-op’s Turlock, 
California, plant.

At last fall’s World Dairy Expo Cham-
pionship Dairy Product Contest, DFA’s 
Provolone made in Turlock also earned 
gold and bronze medals in its class, 
and the co-op’s dry products produced 
in Fallon, Nevada, swept the Nonfat 
Dried Milk class. DFA’s Provolone also 
earned a gold medal at the National 
Milk Producers Federation Champion 
Cheese Contest last October.

DFA this past year was one of three 
major California dairy cooperatives, 
along with California Dairies Inc. and 
Land O’Lakes Inc., to petition USDA to 
hold a hearing to consider establishing 
a federal milk marketing order (FMMO) 
for the state of California. Under existing 
regulations, California dairy farmers 
operate under statewide milk pricing 
plans. 

A hearing was held in September, 
and USDA heard testimony from various 
dairy stakeholders. A decision is still 
pending.

As a farmer-owned cooperative, 
DFA’s strategic plan is driven by bringing 
value to its members and responding to 
consumers’ needs, Korsmeyer notes.

• Expert knowledge in all aspects and applications  
of marketing cheese

• We represent quality manufacturers from all over the  
U.S. and World

• Expertise in imported and specialty cheeses
• Broad knowledge of club stores and general  

merchandising programs

THE CHEESE GUYS 
(810) 229-4166 • FAX (810) 227-4218 • Email:  info@cheeseguys.com
Web:  www.cheeseguys.com

Call one of the experts on  
our team today...

 Patrick Spaulding  Michael Bauchman
 Mike Feeney  Rodney Butcher
 Nathan Gorang  Jim Andresen
 Brian Argersinger  Bryan Kuhn
 Suzanne Spaulding  Tyler VanWerden
 Jay Spaulding  

RETAIL • FOODSERVICE • INDUSTRIAL

For more information please visit www.cheeseguys.com
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“To do this, we are continually 
seeking ways to provide value-added 
programming for our members and 
strengthen our supply chain from farm 
to consumer,” he says. “We will continue 
to expand our commercial business 
and expand our global presence in 
the coming year, which are critical in 
strengthening the cooperative with 
profi table business.”

line, which was introduced in 2014, has 
benefi ted from the growing popularity 
of Hispanic-type cheeses.

“The beauty of those cheeses are 
their versatility in Latin dishes and 
their ability to be substituted for other 
cheeses, in addition to their affordabil-
ity,” Culligan says. “Our line of Queso 
de Casa dips takes advantage of those 
consumer expectations.”

The company’s exports to the Carib-
bean, Far East, Canada and Mexico also 
have continued an upward trend.

This coming, year, Culligan says that 
he sees the company moving more into 
the foodservice and retail sectors as 
well as producing new products geared 
toward trends in snacking.

“Traditionally we are well-known 

in the gift industry. While we still are a 
major player there, we see new, signifi -
cant opportunities in both foodservice 
and retail,” Culligan says. “We also 
intend to introduce new products and 
single-serve packages for snacking that 
highlight the fact that consumers are 
looking for products that are high in 
protein and high in calcium.”

Culligan says he believes the shift 
in focus on fat and sodium to protein 
and calcium in better-for-you snack 
products will help propel opportunities 
for cheese-based snacks in the future.

“You’ll see in the future much more 
diversifi ed offerings of snacking prod-
ucts, both single-serving and ready-to-
eat or spreadable-type products,” he 
says.

Darigold Inc.
Seattle

Ownership: Northwest Dairy As-
sociation, Seattle

Key executives: Stan Ryan, pres. 
& CEO; Mark Wesen, chairman; Le-
roy Plagerman, vice chairman; Amy 
Humphreys, treasurer, sr. VP & CFO; 
John Kenley, VP, legal; Dermot Carey, 
exec. VP, ingredients & global business 

Dairyfood USA Inc.
Blue Mounds, Wisconsin

Ownership: Biomerx GmbH, Linz, 
Austria

Key executives: Daniel R. Culligan, 
pres.; Allan Kosharek, VP, production; 
Judd Batterman, VP, administration; 
Brett Thompson, VP, sales & marketing

Cheese plant: Blue Mounds, Wis. (ex-
tended shelf-life cheese foods, spreads 
& sauces, smoked cheeses)

Percentage of sales from cheese: 
100%  

Market segments for cheese: 50% 
retail; 45% foodservice; 5% ingredients

Percentage of products exported: 5 %
Website: www.dairyfoodusa.com
A look inside: Dairyfood USA Inc. 

in September installed yet another 
fully-automated smokehouse to help 
increase the capacity of its popular 
naturally-smoked cheeses. This upgrade 
(all of Dairyfood USA’s smokehouses 
are time, temperature and humidity-
controlled) also will allow the company 
to smoke natural cheeses in addition 
to the processed smoked cheeses it 
already offered.

“We have heard from a number 
of our customers that a naturally-
smoked cheese is highly unusual. 
Typically, these cheeses have smoke 
fl avoring added,” says Daniel Culligan, 
president, Dairyfood USA Inc. “Natural 
smoke imparts a much better fl avor 
profi le than the use of artifi cial fl a-
voring. Historically, smoked fl avoring 
tends to be on the bitter side. Natu-
ral smoke is a much sweeter, richer 
smoked fl avor.”

Culligan notes that over the past 
three years, the company has seen a 
42-percent increase just in its smoked 
cheeses, which include naturally-
smoked Gouda, Provolone, Cheddar 
and Pepper Jack. 

In addition to its smoked cheeses, 
Dairyfood USA has had notable suc-
cess this past year in its Queso de Casa 
line of white dipping cheese with and 
without jalapeños, Culligan says. The 

Quality  
You Can Trust.  
Innovation  
You Can Taste.
Celebrating Successful  
Partnerships for 60 Years!
Introducing our Newly Expanded  
Glacier Ridge FarmsTM Line:

FOODSERVICE
In Perfect Shape For a Growing Industry
■ Creative blend of vision and flexibility
■ Unique product offerings
■ Naturally smoked cheeses tailored to fit every  

packaging configuration
■ Extensive single serving/portion-controlled sizes

PRIVATE LABEL 
Build Your Brand With Quality You Can Trust
■ Expansive array of custom formulations
■ Innovative packaging solutions
■ Ability to drive new sales 

RETAIL HOUSE BRANDS
Diversify Your Product Portfolio With Our Proven Winners
■ Unique flavor profiles
■ Market versatility to maximize sales performance
■ Price competitiveness & in-store support
■ Low minimum order quantities

This certification ensures our customers that our cheese  
products have been produced and handled in accordance with  
the highest standards set by the Food Marketing Institute (FMI).
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development; Scott Burlson, sr. VP, 
operations; Shawn Campbell, sr. VP, 
consumer products; Steve Matzen, sr. 
VP, Northwest Dairy Association; Rich 
Munekiyo, treasurer, VP & CFO; Phil 
Conrod, sr. VP, information technology; 
Katy O’Connor, VP, human resources

Dairy plants: Sunnyside, Wash. 
(bulk Cheddar, dry salt Gouda, Monterey 
Jack, retail Cheddar, WPC-34, dried 
whey); Boise, Idaho (HTST fl uid milk 
& blended products, UP fl uid products, 
cultured products); Caldwell, Idaho 
(NDM, MPC, SMP, bulk & consumer 
packaged butter, cream); Chehalis, 
Wash. (NDM, SMP, WPC-34, sweet cream 
buttermilk powder, milk powder blends, 
whole milk powder, cream); Issaquah, 
Wash. (consumer packaged & bulk but-
ter, cultured dairy products); Jerome, 
Idaho (condensed skim milk, NDM, 
UF milk, MPC, SMP, cream); Lynden, 
Wash. (NDM, SMP, cream); Portland, 
Ore. (full line of UP products); Seattle 
(HTST fl uid milk, fl avored drinks); Spo-
kane, Wash. (HTST fl uid milk, fl avored 
drinks); Bozeman, Mont. (HTST fl uid 
milk, fl avored drinks)

Estimated annual cheese produced: 
200 million lbs.

Estimated annual cheese marketed: 
200 million lbs.

Fiscal 2015 sales: Net sales of $2.6 
billion (April 1, 2014 to March 31, 2015)

Percentage of sales from cheese: 15%
Market segments for cheese: 14% 

foodservice; 86% ingredients
Percentage of products exported: 21% 
Website: www.darigold.com
A look inside: Darigold Inc. in late 

2014 announced the retirement of Jim 
Wegner, president and CEO, effective 

Jan. 1, 2016. In early 2016 Darigold 
named Stan Ryan as its new president 
and CEO. Ryan brings 25 years of inter-
national leadership experience from 
Cargill, a global food, agribusiness and 
trading company.

“I’m truly excited to join the Darigold 
team, an organization so rich in history 
and substantial in capabilities,” Ryan 
says. “I look forward to building on that 
legacy and creating many successes with 
my new colleagues, our customers and 
all of our farmer owners.”

This spring Darigold wrapped up an 
expansion at its Sunnyside, Washington, 
plant. The expansion allows the plant to 
produce skim milk powders and nonfat 
dry milk in a “high care” environment 
for infant formula and other nutritional 
applications, notes Dermot Carey, ex-
ecutive vice president of ingredients and 
global business development, Darigold 
Inc. He notes the $97 million-plus invest-
ment adds about 30 family-wage jobs, 
bringing the total employment at the 
plant to 180. The plant also produces 
American-type cheeses including yellow 
and white Cheddars, dry salt Gouda and 
Monterey Jack.

“The startup of this major project 
continues to be a successful one for 
Darigold,” Carey says.

Darigold last fall launched a new 
retail Cheddar. The naturally-white 
Cheddar can be purchased in Seattle 
and Spokane, Washington, and Portland, 
Oregon. The premium Cheddar comes in 
block, wedge, shredded and sliced form.

To promote the new product, Dari-
gold advertised through billboards, 
digital channels, social media, radio 
and at point of sale. Sampling events 
were held in select markets.

Darigold notes it completed a suc-
cessful packaging redesign over the past 
year that has had positive consumer and 

retailer feedback.
Darigold’s cottage cheese products 

received industry recognition at last 
summer’s Idaho Milk Processors As-
sociation Contest. Darigold’s 2 percent 
Cottage Cheese and its 4 percent Small 
Curd Cottage Cheese both received gold 
medals in their respective classes at the 
competition.

Meanwhile, Darigold last fall 
launched a milk recovery beverage 
featuring updated graphics that ap-
peal to its target consumers. RE-fuel, 
a milk-based recovery protein shake, 
is available in 16-ounce bottles in Rich 
Chocolate and Chocolate Peanut Butter 
varieties. Each bottle contains 20 grams 
of protein and is lactose-free.

Darigold Inc. notes fiscal year 
2015 was a challenging one for the 
cooperative. The company experienced 
unprecedented volatility in dairy mar-
kets, particularly from September 2014 
through February 2015.

Darigold’s key strategy was to for-
ward sell and minimize fi nished goods 
inventory, allowing the company to 
minimize losses. However, losses did 
occur during the volatile downward 
period, and Darigold reduced the ad-
vance pay price paid to members by 
$22 million, signifi cantly reducing the 
cost of milk from October 2014 through 
January 2015.

“Ultimately the reduction in the 
advance pay price demonstrated the 
power of our cooperative structure to 
keep the cooperative fi nancially stable 
during challenging market conditions,” 
Darigold says.

For fi scal year 2015, Darigold Inc. 
reported net earnings of $134,000 
compared to net earnings of $6.8 mil-
lion in the previous fi scal year. During 
these periods, the average conventional 
milk price paid to the cooperative’s 
members was approximately $21 per 
hundredweight during fi scal years 2014 
and 2015, Darigold says. In addition, 
Northwest Dairy Association (NDA) 
members received an additional $18.4 
million in premiums above federal order 
prices and hauling subsidies.

Consolidated net sales for each of fi s-
cal years 2014 and 2015 were $2.6 billion, 
a repetition of the highest revenues in 
company history, Darigold says.

This spring, Darigold said the boards 
of Farmers Cooperative Creamery 
(FCC), McMinnville, Oregon, and NDA 
approved and signed an agreement that 
could provide an opportunity for FCC 
members to join NDA. FCC members 
will consider this strategic option at 
upcoming producer meetings. This 
agreement between FCC and NDA is not 
a merger and simply creates a potential 
opportunity for FCC’s 60 members to 
become NDA members.

Darigold continued to advance its 
social responsibility initiatives in 2015. 
The cooperative is proud to report that 
100 percent of its members now are 
participating in animal care evaluations 
for on-farm animal well-being. Darigold 
is a participating member of the Na-

tional Dairy FARM (Farmers Assuring 
Responsible Management) Program.

Darigold says it has a bright out-
look for its future as there is growing 
worldwide demand for protein that the 
cooperative is in a prime geographic 
location to fi ll. Darigold has expanded 
its geographic markets and now is in 
1,300 Wal-Mart stores throughout the 
West and Midwest.

“Darigold and Northwest Dairy As-
sociation are made up of hundreds of 
can-do people — on the farm, at our 
processing plants and our headquarters 
team. They are ready for the challenges 
facing them,” the cooperative says. “The 
new fi scal year may bring more changes 
as we build on our solid foundation so 
that Darigold opportunistically lever-
ages its brand, seeks new markets and 
achieves more reliable, predictable 
margins.”
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Emmi Roth USA Inc.
Fitchburg, Wisconsin

Key executives: Tim Omer, pres. & 
managing dir.; Reto Mueller, associate 
managing dir.; Marc Druart, senior 
dir., R&D; Denise Lofquist, dir., human 
resources; Rob Frie, dir., operations; 
Bryan Nielsen, VP, supply chain; Linda 
Duwve, VP, sales & marketing; Jodie 
Wische, VP, specialty sales

Cheese plants: Monroe, Wis. (Grand 
Cru & a wide range of other specialty 
cheeses); Platteville, Wis. (Roth Grand 
Cru, 3 Chile Pepper Gouda, Natural Melt)

Joint venture: White Hill Cheese Co. 
LLC, a joint venture with Swiss Valley 
Farms Cooperative — Shullsburg, Wis. 
(No-Salt-Added Swiss, Baby Swiss, other 
varieties)

Percentage of sales from cheese: 100%
Website: www.rothcheese.com
A look inside: Emmi Roth USA Inc. 

wowed the industry this spring when its 
Roth Grand Cru Surchoix was crowned 
World Champion among 16 fi nalists at 
the 2016 World Championship Cheese 
Contest — the fi rst time a U.S. cheese 
has won the world contest since 1988.

“This is a tremendous honor,” says 
Tim Omer, president and managing 
director, Emmi Roth USA. “Our chee-
semakers in Monroe, Platteville and 
Shullsburg are producing amazing 
cheese, and I’m thrilled they are being 
recognized for their achievements on 
this level.”

Roth Grand Cru Surchoix is a mem-
ber of Emmi Roth USA’s Flagship line 
of Grand Cru washed-rind Alpine-style 
cheeses. It is aged a minimum of nine 
months to create a fi rm texture and 
complex fl avors of caramel, fruit and 
mushroom.

Emmi Roth USA’s Roth 3 Chile Pep-
per Gouda and Roth’s Private Reserve 
also medaled at the contest, receiving 

http://www.wowlogistics.com/
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a gold and silver medal, respectively.
Emmi Roth USA rolled out several 

new products over the past year, includ-
ing a new All in One Fondü kit designed 
to meet the demands of a modern 
fondue-melted-cheese-loving culture, 
the company says.

The portable, microwave- and oven-
safe kit is meant to streamline the 
process of making fondue as there is 
no need for elaborate hardware, pots 
and pans, or clean-up. The kit, which 
features all-natural premium cheese 
from Switzerland, can simply be heated, 
eaten and then discarded into the 
recycling bin.

With the launch of the kit, Emmi 
invited the public to meet its new, 7-inch 
tall fondue “ambassador” — the Emmi 
Fondü Fun Dude. Emmi featured the 
mascot in its ads and on social media 
to generate excitement for the product.

Emmi Roth USA last fall introduced 
a new melting cheese to meet food-
service professionals’ needs for flavor 
and functionality: Natural Melt Creamy 
Fontina. The multi-purpose melting 
cheese is crafted to melt naturally in hot 
foodservice applications and includes 
three simple ingredients — pasteur-
ized cultured milk, enzymes and salt 
— to create an approachable flavor 
and buttery, velvety texture, company 
officials say.

“Our team developed Natural Melt 
Creamy Fontina in response to the 
trends we are seeing in foodservice,” 
says Linda Duwve, vice president of sales 
and marketing, Emmi Roth USA. “We 
take pride in delivering innovative prod-
ucts and meaningful cheese solutions 
to our customers and are committed 
to transparency in our cheesemaking 
practices and wholesome, natural food 
production.”

Available in 7.5-pound loaves, 
Natural Melt Creamy Fontina can be 
incorporated into any hot foodservice 
application that calls for melted cheese, 
including sauces, soups and dips.

Meanwhile, Emmi Roth USA’s newest 
cheese, Roth Prairie Sunset, debuted in 
January at the Winter Fancy Food Show. 
Prairie Sunset is cured for four months 
or more and is rbST-free. Approachable 
flavors with undertones of butterscotch 
make the Wisconsin Original a versatile 
cheese for any occasion, Emmi Roth 
says.

“Prairie Sunset was inspired by the 
land surrounding our plants — the 
very terroir of our cheeses,” Duwve 
says. “This is a classic table cheese that 
embodies it all. It can exist as a star on 
a cheese board or as a welcome addition 
to countless recipes.”

In order to bring its cheeses to 
more consumers, Emmi Roth in 2015 
launched a Roth Food Truck Tour. Last 
summer, the food truck brought Roth 
cheeses to consumers and invited them 
on a culinary adventure throughout 

local events in Wisconsin. The truck 
featured complimentary tastings from 
Emmi Roth’s Ultimates Shredded 
Cheese Blends line, introduced in early 
2015, as well as award-winning cheese-
filled recipes.

Duwve says this summer, Emmi Roth 
will be traveling beyond Wisconsin to 
showcase its culinary innovations in 
Texas, Colorado, Ohio, Illinois and a 
few other states.

Last August, Emmi Roth USA and 
the Wisconsin Milk Marketing Board 
welcomed three culinary students from 
around the United States to participate 
in a Wisconsin Cheese Immersion 
learning experience. The Cheese Im-
mersion began with a comprehensive 
day of hands-on cheese education at 

Emmi Roth’s creamery and Culinary 
Education Center in Monroe, Wisconsin, 
followed by workshops and sessions 
in which attendees worked alongside 
Emmi Roth USA corporate chefs to 
learn about cheese curing, culinary 
functionality, cutting and handling.

“We were honored to host this 
wonderful group of instructors and 
students,” Duwve says. “This experience 
afforded us the opportunity to share our 
passion for cheese and our expertise not 
only for how our products are crafted 
but how they can be used to help elevate 
recipes and dining experiences.”

Emmi Roth USA also sponsors a 
scholarship for students at The Culinary 
Institute of America (CIA), Hyde Park, 
New York, and in early 2016 announced 

its recipient for the 2015 Student Schol-
arship: Iulian Fortu, who is pursuing 
an Associate in Occupational Studies 
Degree at CIA’s Hyde Park campus. 

Fortu was awarded a $5,000 scholar-
ship for his Apple Caesar Gratin recipe. 
The scholarship application process 
required students to submit an original 
recipe highlighting Roth Grand Cru, a 
washed rind Alpine-style cheese crafted 
in Wisconsin. Fortu selected Roth Grand 
Cru Reserve, an aged version of the 
cheese, for his recipe.

“Our company advocates for the 
next generation of foodservice profes-
sionals and wishes to afford them with 
opportunities to showcase their creative 
aptitudes,” Duwve says.

For more information please visit www.tetrapak.com

http://www.tetrapak.com/
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In addition to its World Champion 
win, Emmi Roth USA this past year 
continued to receive industry recog-
nition in several other contests. The 
company’s Grand Cru Reserve received 
a gold medal at last year’s World Cheese 
Awards, held in November in Birming-
ham, United Kingdom.

At last fall’s World Dairy Expo Cham-
pionship Dairy Product Contest, Emmi 
Roth USA’s Roth Petite Swiss received 
a gold medal.

At last summer’s American Cheese 
Society competition, Emmi Roth’s Pri-
vate Reserve received a gold medal and 
tied for second overall in the contest. In 
addition, its Roth GranQueso Reserve 
and Roth GranQueso received a gold 
and silver medal, respectively, in their 
classes, and Emmi Roth’s Grand Cru 
Surchoix received a bronze medal in 
its class.

“We are thrilled to continually be 
included in this group of exceptional 
cheese producers,” Duwve says. “None of 
these accolades would be possible with-
out our dedicated and passionate team 
of cheesemakers and cellarmasters.”

Switzerland-based Emmi Group, of 
which Emmi Roth USA is a subsidiary, 
recently noted that its increase in in-
come from North America has played a 
vital part in stabilizing Emmi’s business. 
In particular, it cited the success of 
subsidiaries including Emmi Roth USA, 
which Emmi acquired in 2009.

Estimated annual cheese marketed: 
191 million lbs.

Estimated 2015 sales: $616 million 
Projected 2016 sales: $600 million 
Percentage of sales from cheese: 85%
Market segments for cheese: 96% 

ingredients; 4% foodservice
Percentage of products exported: 

5-10% 
Website: www.fi rstdistrict.com
A look inside: First District Associa-

tion represents nearly 1,000 dairy farms 
that produced more than 2.5 billion 
pounds of milk in 2015.

According to the co-op, last year its 
Litchfi eld, Minnesota, plant averaged 5 
million pounds of milk processed daily 
into more than 520,000 pounds of cheese 
each day with minimal disruption. The 
plant currently processes 5 million 
pounds of milk per day.

First District Association continues to 
work with customers on specifi c variet-
ies of specialty barrel cheese. Clint Fall, 
CEO, First District Association, says the 
co-op prides itself in being a specialty 
value-added producer of top-quality 
barrel cheese.

Fall says the company’s focus is 
maintaining diversifi cation of cheese 
that is utilized by customers in process 
cheese spreads, aged cheeses, sauces, 
seasonings and shredded cheese.

First District Association will con-
tinue to work with customers seeking a 
unique product with consistent body and 
fl avor profi les. The company continues to 
look for opportunities to become increas-
ingly more value-added in its cheese, 
whey protein concentrate and lactose. 

“The co-op is currently analyzing vari-
ous options pertaining to milk production 
process growth that will meet the cur-
rent and future projected needs of our 
cooperative member owners,” Fall says.

During 2015, First District Associa-
tion was recognized with awards from 
National Milk Producers Federation for 
its Monterey Jack with Peppers; Min-
nesota State Fair for its Cheddar bar-
rels; and Upper Midwest Dairy Industry 
Association (UMDIA) for its Cheddar 
barrels in UMDIA’s spring, educational 
and fall contests.

Muenster, condensed WPC, dry per-
meate); Chilton, Wis. (Mozzarella, 
LMPS Mozzarella, Provolone, Smoked 
Provolone, String cheese, condensed 
WPC, condensed permeate); Clayton, 
Wis. (Mozzarella, LMPS Mozzarella, 
Provolone, condensed WPC, condensed 
permeate); Constantine, Mich. — 
strategic alliance with Michigan Milk 
Producers Association (bulk fl uid milk); 
Lancaster, Wis. (milled Cheddar, milled 
marbled Cheddar, condensed whey, 
condensed WPC, condensed perme-
ate); Marshfi eld, Wis. (milled colored 
Cheddar, milled white Cheddar, Colby, 
Farmers cheese, lowfat Cheddar, lowfat 
Colby, Monterey Jack, condensed whey); 
Milan, Wis. (Mozzarella, LMPS Mozza-
rella, reduced-fat Mozzarella, Provolone, 
condensed WPC, condensed permeate); 
Plover, Wis. (whole whey powder, ed-
ible lactose, reduced-minerals whey, 
reduced-minerals WPC, WPC, organic 
whole whey powder); Preston, Minn. 
(specialty WPC, condensed skim milk); 
Preston, Minn. (WPC); Reedsburg, Wis. 
(butter, condensed skim milk, condensed 
buttermilk, sweet cream); Richland Cen-
ter, Wis. (Mozzarella, LMPS Mozzarella, 
whole whey powder, condensed whey 
permeate, condensed WPC, condensed 
permeate); Rothschild, Wis. (dry per-
meate, pharmaceutical lactose, edible 
lactose); Sparta, Wis. (NDM, condensed 
skim milk, WPC, cultured milk powder) 

Estimated annual cheese produced: 
564 million lbs.

Estimated annual cheese marketed: 
564 million lbs.

Estimated 2015 sales: $1.5 billion 
Projected 2016 sales: $1.5 billion 
Percentage of sales from cheese: 60%
Market segments for cheese: 33% 

retail; 33% foodservice; 33% ingredients
Percentage of products exported: 2% 

of cheese sales, 40 percent of ingredient 
sales

Website: www.foremostfarms.com
A look inside: Foremost Farms USA 

last fall transitioned to a new organi-
zational structure to help address a 
challenging milk market environment. 
The new structure includes three main 
divisions — cheese, dairy ingredients, 
and member services and milk market-
ing — that all have a strong emphasis 
on profi t and loss accountability and 
bottom-line results. 

The cooperative produced a record 
amount of cheese in 2015, up 27 million 
pounds from 2014, due to increasing 
milk supply. Last year, Foremost Farms 
USA began producing a new long-style, 
red-rind Muenster cheese at its Apple-
ton, Wisconsin, plant. The new product, 
which was specifically designed for 
foodservice, is ideal for deli and slicing 
applications.

“It’s a product that shows good 
promise,” says Joan Behr, senior director 
of communications and brand manage-
ment, Foremost Farms USA. “Muenster 
is a cheese that fi ts well on sandwiches 
and burgers. It can also be cut as a sliced 

For more information please email drlambert@dialez.net
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GREAT LAKES SEPARATORS, INC.
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First District Association
Litchfi eld, Minnesota

Key executives: Clint Fall, pres. & 
CEO; Allen Rothstein, controller; Doug 
Anderson, operations mgr.; Glenn Kap-
ing, mgr., sales, marketing & business 
development; Dawn Raymond, quality 
control mgr.; Chuck Nelson, traffi c/
fi eld service mgr.; Dean Grabow, human 
resources mgr.

Cheese plant: Litchfield, Minn. 
(current & aged Cheddar barrels, WPC, 
ultra-fi ltered milk, lactose)

Estimated annual cheese produced: 
191 million lbs.

Foremost Farms USA
Baraboo, Wisconsin

Key executives: Michael Doyle, 
pres. & CEO; Jim Hamm, VP, strategy 
& business development; Dirk Tachick, 
sr. VP, supply chain operations; Mark 
Graupman, VP, fi nance; Doug Wilke, 
sr. VP, dairy ingredients; Jeff Kent, VP, 
cheese; Dan Belk, sr. dir., member ser-
vices & milk marketing 

Dairy plants: Appleton, Wis. (Moz-
zarella, LMPS Mozzarella, reduced-fat 
Mozzarella, direct shred, Provolone, 

mailto:drlambert@dialez.net
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product and sold at retail. So far, no one 
else has been able to perfect an extended-
length type product. We’re already doing 
that with other Italian-style cheeses, so 
we thought it was a nice extension of our 
product line to add this.”

In 2015, the cooperative also expand-
ed sales of its Mozzarella medallions, 
which are popular with artisan pizza 
makers, and it began rationalizing its 
cheese product mix to focus on products 
that bring the best returns for its custom-
ers and member-owners.

Foremost Farms USA won best-in-
class honors as well as a third-place 
award for its mild Provolone entries at 
the 2016 World Championship Cheese 
Contest. At the same contest, the coop-
erative won third-place awards for its 
shredded cheese blend of Mozzarella, 
Provolone and Cheddar, and for its part-
skim Mozzarella. 

At the 2015 World Dairy Expo contest, 
Foremost Farms USA placed fi rst for 
entries of reduced-fat Provolone, salted 
butter and whey protein concentrate-34 
percent; second for whole milk Moz-
zarella and Provolone; and third for its 
reduced-fat provolone, salted butter, 
white sharp Cheddar and demineralized 
sweet whey.

The cooperative also was awarded 
fi rst place for its reduced-fat natural 
Provolone and part-skim Mozzarella at 
the 2015 National Milk Producers Fed-
eration Championship Cheese Contest, 
and it earned the grand champion honors 
in the Cheddar and Mozzarella categories 
at the 2015 Illinois State Fair. 

It was a challenging 2015 for the 
dairy ingredients division as global prices 
reached near-record lows. However, 
Foremost Farms USA is optimistic about 
the long-term outlook for dairy proteins. 
The co-op has reduced production of its 
less profi table ingredients and started 
channeling its whey solids into higher-
margin products such as demineralized 
whey, heat-stable whey protein concen-
trate and its Daritek M egg replacer. 

“We really worked to fi nd good mar-
kets in the infant formula marketplace. 
Producing demineralized whey utilized 
in infant formula and other nutritional-
type products was a very good way for us 
to have a strong presence internationally 
last year,” Behr says. 

“What allows us to produce these 
products is that we make lots of Italian-
style cheeses, and the white whey that 
is left over is most desirable for infant 
formula,” she adds. “Standards are quite 
strict, so not everyone can produce that 
type of product.”

Foremost Farms USA works one-
on-one with its customers and plans to 
continue to collaborate with them to 
help supply the cheese and ingredient 
products they need, Behr says. 

“We’re deepening the relationships 
with our customer base, keeping our 
fi nger on the pulse of what they see 

demanded by the marketplace and 
producing those products to meet that 
demand,” she says.

 

Lovejoy, COO; Alex Von Den Steinen, 
chief product & innovation offi cer, 
Glanbia Nutritionals; George Chappell, 
VP, cheese & whey operations; Niamh 
Kelly, sr. VP, strategy cheese & strate-
gic customers; Barney Krueger, sr. VP, 
technical services; Daragh Maccabee, 
sr. VP, procurement & dairy economics; 
John Mutchler, sr. VP, global supply; Eric 
Bastian, sr. VP, innovation

Cheese plants: Blackfoot, Idaho (40-
lb. block Cheddar, Monterey Jack, Pep-
per Jack, Parmesan, organic cheeses); 
Gooding, Idaho (barrel cheese); Twin 
Falls, Idaho (40-lb. block Cheddar, Col-
by, Colby Jack, Pepper Jack, Monterey 
Jack, reduced-fat Cheddar, reduced-fat 

Monterey Jack, Muenster, Asadero, 
Queso Quesadilla, organic Cheddar)

Cheese and ingredient-related joint 
venture: Southwest Cheese Co., Clovis, 
N.M. — JV cheese operation with the 
cooperative members of the Greater 
Southwest Agency (DFA, Select Milk 
Producers) (40- & 640-lb. block Ched-
dar, Colby, Monterey Jack, Pepper Jack, 
Muenster, Asadero, Queso Quesadilla, 
Colby Jack)

Estimated annual cheese produced: 
923 million lbs.

Estimated annual cheese marketed: 
922 million lbs.

Estimated 2015 sales: $1.8 billion

Protect
the quality moments.

8600 W. Bryn Mawr Avenue, Suite 800N
Chicago, Illinois 60631 T. +1 877 447 3539
www.coveris.com

• Our Halo®

®

When you protect your cheese with Coveris, you protect

your relationships with your customers.

™

For more information please visit www.coveris.com

Glanbia Foods Inc.
Twin Falls, Idaho

Parent company: Glanbia plc, 
Kilkenny, Ireland

Key executives: Wilf Costello, chief 
commercial officer, cheese; Steve 

http://www.coveris.com/
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Projected 2016 sales: $1.8 billion 
Percentage of sales from cheese: 89%
Market segments for cheese: 40% 

retail; 40% foodservice; 20% ingredients
Percentage of products exported: 5%
Website: www.glanbiausa.com
A look inside: Glanbia Foods Inc. 

now offers consumers direct access to its 
cheeses with the opening of a new Cheese 
Marketplace retail store last fall in Twin 
Falls, Idaho.

Cheese Marketplace features the com-
pany’s signature, award-winning cheeses 
as well as new, innovative fl avors and 
products, company offi cials say.

“This is really a great opportunity for 
us to make our cheese more accessible to 
the community and our employees,” says 
Wilf Costello, chief commercial offi cer, 
Glanbia Foods Inc. “We have award-
winning cheeses and new fl avors being 
developed all the time, and we want to be 
able to share them with the community.”

The new Cheese Marketplace’s prox-
imity to Glanbia Foods’ Cheese Innovation 
Center in Twin Falls allows the company to 
periodically showcase some of its specialty 
cheese ideas to consumers as well.

This past fall, Glanbia Foods’ innova-
tion was recognized by the International 
Dairy Foods Association at its Innovation 
Awards. Glanbia won the “Ingredients/
Flavoring” category award for its Blue 
J Cheese. The cheese also was selected 

among fi ve category winners as the At-
tendee Choice Winner during last fall’s 
International Dairy Show in Chicago.

To solve texture diffi culties and sig-
nifi cantly broaden the use of Blue cheese 
in food applications, Glanbia created the 
American-style Blue cheese that can be 
sliced, shredded or cut into chunks.

“This great example of developing 
an award-winning technology did not 
come as a customer request but was the 
brainchild of our team of scientists who 
work in the Cheese Innovation Center, 
including Dave Perty and Ram Kumar,” 
says Eric Bastian, senior vice president of 
innovation, Glanbia Foods. “Blue J Cheese 
is a nice solution for those wanting to 
add a blue-type cheese in slice format to 
a sandwich or in a 1-pound retail chunk 

suitable for shredding in a home kitchen.”
“Glanbia’s not only changed the way 

cheese is made, but how it tastes, its 
functionality and even its look and feel,” 
adds Whitney Beam, marketing manager 
for cheese, Glanbia Foods. “Glanbia’s 
innovative cheese marketing initiatives 
are built with both the consumer and 
cheese converter in mind using technol-
ogy, market research and experts to help 
ignite category growth.

In the midst of innovation, Glanbia 
Foods’ core products continue to receive 
industry recognition as well.

Glanbia Foods took home fi rst-place 
awards at last summer’s Idaho Milk Pro-
cessors Association Cheese Contest for 
its Current Cheddar, Medium Colored 
Cheddar, Chipotle Colored Cheddar and 
Monterey Jack.

Southwest Cheese Co., Clovis, New 
Mexico — a joint venture between 
Glanbia and the dairy cooperatives of 
the Greater Southwest Agency, including 
Dairy Farmers of America and Select Milk 
Producers — received fi rst-place awards 
for its Monterey Jack at last fall’s World 
Dairy Expo Championship Dairy Product 
Contest. The Monterey Jack also received 
a gold medal at last summer’s American 
Cheese Society competition, and South-
west Cheese’s Colby received a silver 
medal at the contest.

Southwest Cheese took home several 
medals from this spring’s World Champi-
onship Cheese Contest, including golds for 
its Asiago, Pepper Jack, Habanero Jack, 
Southwest Reserve and Habanero Ched-
dar; silvers for its Mild Cheddar, Asiago 
Southwest, Pepper Jack, Habanero Jack 
and Cranberry Mango Monterey Jack; and 
bronzes for its Asiago Southwest, Pepper 
Jack and Habanero Cheddar.

Cheeses made at Glanbia Foods’ plants 
in Blackfoot and Twin Falls, Idaho, also 
medaled in the contest, including Mild 
White Cheddar, Ghost Pepper Cheddar, 
Walnut Monterey Jack, Reduced Fat Mon-
terey Jack and Reduced Sodium Cheddar.

Glanbia in 2015 launched a “Pure 
Power of Cheese” campaign promoting 
the opportunity to better position Amer-
ican-style cheese not only as a natural, 
nutrient-dense food but as a powerful 
delivery system, Beam notes.

“With consumers seeking cleaner 
labels and minimal ingredients, we saw 
an opportunity to better promote protein 
and other health benefi ts to combat any 
negative health perceptions in cheese,” 
Beam says.

Glanbia Foods also continues to invest 
in its facilities and operations.

Glanbia last fall announced a $140 mil-
lion expansion at the Southwest Cheese 
plant. The expansion, which is expected 
to be completed in two years, will increase 
milk processing capacity by almost 30 
percent and create an additional 50 
jobs, company offi cials say. Southwest 
Cheese currently processes more than 
220 truckloads of milk per day.

Glanbia Foods last summer purchased 
a former WEL Companies building in 

For more information please visit www.fairwaydairy.com

• Cheese is our specialty
• LTL to multiple loads
• Specializing in “balancing”
your inventory
• We areYOUR marketing and
procurement partners

• Import/Export
• Table cheeses
• Industrial
• Foodservice
• Butter
• Dairy powders
• 90,000 sq. ft. of
manufacturing space
to meet your needs
• We can handle your
special projects
• Bring us your line and
we’ll do the rest

• Qualified, highly-trained staff
• Extensive Reclamation Center
• Cheese processing/
packaging
• Cut-n-wrap operation
• GMPs (Good Manufacturing
Practices)
• Cheese grading
• Offering extensive cheese
equipment background

Fairway Dairy & Ingredients
17725 Juniper Path

Lakeville, MN 55044

Phone: (952) 431-8400
Fax: (952) 431-8470

email: jbeatty@fairwaydairy.com • Website: www.fairwaydairy.com

Fairway Dairy & Ingredients
is positioned to take care of all of your
cheese processing and packaging needs.
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Gooding, Idaho, to serve as extended 
warehouse capacity for barrel cheese 
produced at Glanbia’s Gooding cheese 
facility.

In addition, an $85 million capital ex-
penditure program to increase production 
capacity of high-end dairy ingredients was 
completed in the last quarter of 2015. Ex-
pansion projects were completed at both 
the Twin Falls plant and at the Gooding 
site, according to John Dardis, U.S. cor-
porate affairs director, communications 
and public affairs, Glanbia Foods.

Dardis notes the company’s strategy 
is based on two global growth platforms: 
Global Ingredients, which includes Glan-
bia’s U.S. cheese and whey business, and 
Glanbia Performance Nutrition, which is 
the sports nutrition brand family.

Glanbia in November announced the 
acquisition of thinkThin LLC, a leading 
range of protein-enriched bars targeted 
at lifestyle consumers, positioning its 
Glanbia Performance Nutrition business 
in the fast-growing nutrition bar category, 
Dardis says.

In the year ahead, Dardis notes Glan-
bia’s strategy remains focused on the two 
global growth platforms. The company 
is targeting both organic and inorganic 
growth.

“A critical element in that growth is the 
innovation to drive new products and new 
value added,” he says. “With our recent 
capital expenditure now online, we have 
moved further up the value chain, whilst 
our Cheese Innovation Center continues 
to present new and exciting opportuni-
ties not just for the U.S. market but for 
exports, too. For 2016, we will continue 
to innovate in an effort to fi nd value in 
challenging dairy market conditions, and 
support our farmer suppliers in navigating 
market volatility.”

full service retail & foodservice packag-
ing operation); Heyburn, Idaho (Swiss, 
Baby Swiss, Muenster)

Aseptic milk plant: Logan, Utah 
(shelf-stable milk products)

Estimated annual cheese produced: 
58 million lbs.

Estimated annual cheese marketed: 
67 million lbs.

Estimated 2015 sales: $332 million 
Projected 2016 sales: $350 million 
Percentage of sales from cheese: 60%
Market segments for cheese: 40% 

retail; 50% foodservice; 10% ingredients
Percentage of products exported: 5%
Website: www.gossner.com
A look inside: Gossner Foods Inc. is 

increasing capacity at its cheese and 
aseptic milk plants in Logan, Utah, 
as demand for its products continues 
to grow across the United States and 
worldwide. 

In December, the company fi nished 
the fi rst part of a two-phase project 
that will increase its dry goods and 
cheese storage by 1,600 pallet spaces. 
The second phase of the project, which 
includes a larger refrigerated storage 
portion, is scheduled to be complete 
in August. Additionally, this spring the 
company installed a new cheese vat that 
will increase its Swiss capacity as well 
as new milk and whey separators and a 
whey clarifi er to handle the additional 
volume coming from the increased 
cheese production.

“It’s a fairly signifi cant remodel in 
our cheese plant to expand capacity for 
dry goods and cheese storage,” says Dave 
Larsen, director of cheese operations, 
Gossner Foods. “We’re continuing to 
grow and market our naturally-smoked 
cheeses, including Swiss and Provolone. 
This past year we did take on a new 
customer nationwide doing Provolone 
and smoked Cheddar.”

Larsen also notes that the company 
will have a new sliced line installed by 
this fall that will include more pack-
aging equipment and automation to 
increase its slicing capacity. 

“Our sliced business continues to 
grow, primarily Swiss cheese,” Larsen 
says, adding that Gossner Foods puts a 
lot of focus on its private label sliced 
Swiss.

Gossner’s Swiss was a standout at 
this past year’s Idaho Milk Processors 
Association cheese contest, sweeping 
all three places in the Swiss category. 
The company also won golds for its 
Smoked Swiss and three Cheddars: 6-12 
month, 12-24 month and 24+ month. Ad-
ditionally, the company’s 12-24 month 
Cheddar was named reserve grand 
champion at the contest.

On the aseptic side of the business, 
Gossner Foods also is expanding, hav-
ing installed a new high-speed filler 
for its 8-ounce carton size in November 
that increased capacity by 70 percent.

Kelly Luthi, director of aseptic 
operations, Gossner Foods, says the 
company’s private label business 
for aseptic products continues to 
increase, and school milk growth 
also has increased, particularly in 
overseas regions.

“We continue to grow school milk 
outside of the U.S. and in U.S. territories. 
It’s been a nice piece of our business,” 
Luthi says. “The two biggest areas are 
American Samoa and Guam.”

Luthi notes that the Chinese market 
has been challenging this year on the 
aseptic side with lower demand and the 
stronger U.S. dollar.

Dolores Wheeler, president and CEO 
of Gossner Foods, says strong domestic 
sales have made up some of what was 
lost in the last year’s tough milk export 
market.

“We just want to continue to grow and 
take care of our farmers,” Wheeler says. 
“A big concern is imports coming into 
the United States at lower prices than 
we can compete with, and exports are 
down because of the strong American 
dollar in comparison to other parts of 
the world. We’ve always tried to pay the 
best price we can and come out with 
bonuses for farmers when we could to 
help supplement their milk prices.”

Gossner Foods Inc.
Logan, Utah

Key executives: Dolores Wheeler, 
pres. & CEO; Greg Rowley, exec. VP; 
Drew Miller, CFO; Dave Larsen, general 
mgr., cheese operations; Clyde Johnson, 
production manager, cheese operations; 
Kelly Luthi, general mgr., aseptic opera-
tions; Jim Jessen, production mgr., UHT 
plant; Jason Simper, sales mgr., Gossner 
Foods; Jason Crafts, dir., quality assur-
ance; Brian Wilson/Clemente Russo, 
co-mgrs., Idaho Cheese Division 

Cheese plants: Logan, Utah (Swiss, 
Baby Swiss, naturally smoked cheese, 

CHEESE
• Swiss
• Muenster
• Cheddar & Colby
• Monterey &  

Mozzarella
• Provolone

MILK 
• UHT Milk 
• UHT FAQ

BUTTER

Gossner Foods 
1051 North 1000 West   |   Logan, UT  84321
435.713.6100   |   800.944.0454

www.gossner.com

Grände Cheese Co.
Fond du Lac, Wisconsin

Key executives: Wayne Matzke, 
pres. & CEO; Greg Singenthaler, VP, 
milk marketing & procurement; Paul 
Graham, VP, custom ingredients group; 
Dave Herrmann, VP, information 
technology; Ryan Cropper, group VP, 
trademark products; Jeffrey Kondo, VP, 
cheese technology & corporate quality 
assurance; Todd Koss, CFO; Michael 
Magers, VP, marketing; Larry Turner, 
VP, manufacturing, Maureen Toshner, 
VP, human resources

Cheese plants: Brownsville, Wis. 
(Mozzarella, Fior di Latte); Rolling 
Meadows, Fond du Lac, Wis. (dicing & 
shredding, cut & wrap, aging); Lomira, 
Wis. (distribution); Friendship, Wis. 
(value-added custom ingredients); 
Juda, Wis. (Mozzarella, Ricotta); 
Rubicon, Wis. (Cheddar, Parmesan, 
Provolone, Romano); Wyocena, Wis. 
(Mozzarella, Provolone)

Market segments for cheese: Largely 
foodservice

http://www.gossner.com/
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Website: www.grande.com
A look inside: Grände Cheese Co. 

this year is fi nishing up its new home 
offi ce and research center in Fond du 
Lac, Wisconsin, and recently completed 
a new warehouse and distribution facil-
ity in Lomira, Wisconsin.

“This is a big deal for us. It con-
solidates the shipping of our products, 
and we believe it will give us more 
effi ciency,” says Grände Cheese Co. 
President and CEO Wayne Matzke of the 
new warehouse, which was completed 
in May 2016. 

Previously the company had been 

operating warehouses in multiple 
locations, and this new facility brings 
everything under one roof and allows 
for additional capacity as it is needed 
in the future.

The fi rst phase of Grände’s new home 
offi ce and research center is scheduled 
to be complete early this summer. At 
87,000 square feet, it will be signifi cantly 
larger than the previous headquarters, 
Matzke notes.

“There will be some measure of 
growth designed into it for the future 
as well,” he says. 

 Future phases will include a manu-
facturing research pilot plant and a 
comprehensive landscaping plan featur-
ing an expanded orchard and vineyards, 
vegetable gardens and a greenhouse. 

The company will seek Leadership 
in Energy and Environmental Design 
(LEED) Gold Environmental Certifi ca-
tion for the facility.

Grände Cheese, which specializes in 
providing cheeses for the foodservice 
industry in addition to custom ingre-
dients and milk marketing, this spring 
launched new Sliced Provo•Nello. Al-
ready available in loaf and shred form, 
Provo•Nello is one of Grände’s styles of 
Provolone that is smaller and slightly 
less aged than other Provolones. 

“We already make Provo•Nello, and 
now it’s in a sliced format,” Matzke 
says. “People are looking for that in 
foodservice. There’s a demand for that 
type of product.”

Business has been fairly strong over 
Great Lakes Cheese Co. Inc.

Hiram, Ohio

Key executives: Dan Zagzebski, 
pres. & CEO; Heidi Eller, chairman of 
the board; Hans Epprecht, founder & 
board member; John Epprecht, VP, 
co-manufacturing; Suresh Babu, VP, 
supply chain & information technology; 
Mark Anderson, VP, brand building & 
accounting; Kurt Epprecht, VP, procure-
ment; Russ Mullins, VP, fi nance; Bill 
Andrews, VP, sales & foodservice; Mary 
Jo Toumert, VP, human resources; Craig 
Filkouski, VP, operations

Cheese plants: Adams, N.Y. (aged 
Cheddar, whey); Cuba, N.Y. (Mozzarella, 
Provolone, String cheese, shreds & 
foodservice, whey); Hiram, Ohio (pri-
mary distribution hub — chunks, slices, 
shreds, deli cuts); Manchester, Tenn. 
(packaging & distribution — retail & 
foodservice); Fillmore, Utah (packaging 
& distribution — retail & foodservice); 
La Crosse, Wis. (process American-style 
— retail & foodservice); Plymouth, Wis. 
(cut & wrap, distribution); Seymour, 
Wis. (Blue); Wausau, Wis. (deli trays, 
chunks, vacuum slices, cups, packaging 
& distribution)

Estimated annual cheese marketed: 
1.3 billion lbs.

Estimated sales: $2.8 billion
Market segments for cheese: 65% 

retail; 30% foodservice; 5% ingredients
Website: www.greatlakescheese.com
A look inside: Founded in 1958 by 

Swiss immigrant Hans Epprecht as a 
small business that delivered cheese 
to local neighborhoods in Cleveland, 
Great Lakes Cheese Co. Inc. today 
manufactures and distributes pro-
cessed, natural and imported cheeses 
to retailers and foodservice operations 
nationally through nine plants across 
the United States.

Great Lakes Cheese is under the new 
leadership of CEO Dan Zagzebski who 
took the helm of the company in May 
2015 after the retirement of Gary Vanic, 
who had served as CEO since 1999. 
Zagzebski has been with the company 
since 2003. Prior to joining Great Lakes 
Cheese, he co-owned Lemke Cheese and 
Packaging Co., which was acquired by 
Great Lakes Cheese in 2003.

For more information please visit www.greatlakescheese.com

the last year, Matzke says.
“All of our products have had good 

success and growth over the previous 
year. Our products have performed 
well,” he notes. “Our goal is the con-
tinuance of a focus on our business, 
our customer, the Grände brand and 
its growth.”

http://www.greatlakescheese.com/
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The company’s former CEO, Vanic, 
was awarded the National Cheese In-
stitute’s (NCI) highest honor, the NCI 
Laureate Award, in January. Company 
founder Epprecht is a previous recipi-
ent of the award as well. Meanwhile, 
Epprecht this spring was awarded a 
Cheese Industry Champion Award by the 
Wisconsin Cheese Makers Association. 
This award honors people who have 
devoted their careers to growing the 
U.S. dairy industry.

Under the leadership of Zagzebski, 
Great Lakes Cheese will continue to 
reinvest in technology and plant acquisi-
tions as well as partner with leaders in 
the industry.

“We are very proud to be the largest 
cheese packager in the country. It’s 
extremely important that as a leader 
now we take that responsibility to make 
sure that we continue to innovate for 
all customers in their own unique way 
and be as nimble as we possibly can,” 
Zagzebski says.

“The cheese industry needs some-
one to lead, both short term and long 
term. We’ve been that company and we 
will continue to be that company. As a 
result, it will benefi t our employees, 
our vendors, but most importantly, our 
customers,” he adds.

Great Lakes Cheese this spring cel-
ebrated its fi rst anniversary of operating 
its new facility in Manchester, Tennes-
see. The company began production in 
the new 330,000-square-foot manufac-
turing facility in March 2015 and says 
the new facility, Great Lakes Cheese’s 
fi rst plant in the Southeast, serves as 
a packaging plant for both retail and 
foodservice. Cheeses are chunked, 
sliced, shredded and packaged for 
distribution throughout the Southeast.

Great Lakes Cheese had one of its 
best showings ever at the biennial World 
Championship Cheese Contest this 
spring. Cheese made at the company’s 
Cuba, New York, plant swept the top 
three spots in the contest’s Smoked Pro-
volone class. The plant also produced 
the contest’s gold and bronze medalists 
in the Aged Provolone class.

Great Lakes Cheese’s Adams, New 
York, plant, known for its premium 
cheese, produced the silver medalist 
in the Cheddar Aged Two Years or More 
class in the same competition. In ad-
dition, the Adams, New York, facility 
produced the bronze medalist in the 
contest’s Medium Cheddar class. 

Gorgonzola made at the company’s 
Seymour, Wisconsin, plant placed 
third in its class at the contest, while 
a 16-ounce Parmesan Matchstick Pack-
age packaged at the company’s Plym-
outh, Wisconsin, plant placed second in 
its class at the contest. In addition, a 
hard sheep’s milk cheese and a mixed 
milk cheese, both produced for Great 
Lakes Cheese, also placed second and 
third, respectively, in the contest.

The company continues to invest in 

its facilities and people. Chris Hall was 
recently promoted to plant manager 
of the La Crosse, Wisconsin, facility, 
replacing a 21-year retired Great Lakes 
Cheese veteran. Ken MacLeish was 
recently hired to take the helm as plant 
manager at the Hiram, Ohio, facility. 

Great Lakes Cheese has remod-
eled its La Crosse, Wisconsin, facility 
to include additional state-of-the-art 
equipment and has hired additional per-
sonnel to better service its customers.

These changes further solidify Great 
Lakes Cheese’s position as a leader in 
the individually-wrapped slice category, 
says John Epprecht, vice president, co-
manufacturing. Great Lakes Cheese’s 
recent product additions include new 
value-added family-size packages to 
follow the retailer trends of having a 
“bulk” program in store to prevent sales 
leakage to club stores. The company’s 
portfolio of “bulk” products includes 
2-pound rigid, 2-pound shreds, 2-pound 
chunks, 2/1.5-pound stand-up pouches 
and 2/2.5-pound stand-up pouches. 
Great Lakes Cheese has a variety of 
stand-up pouch sizes. The company 
says that by the end of 2016, all retail 
customers will be converted to stand-up 
pouch versus the traditional pillow-pack 
shred bag.

Great Lakes Cheese also is working 
to expand its successful cracker cut 
line. Great Lakes Cheese currently 
offers 9-ounce and 10-ounce packages 
that feature small cheese slices in a re-
closeable, rigid container that also can 
act as a serving tray. This package uses 
easy-open/easy-close technology with 
an audible click sealing in freshness. 
In 2016, Great Lakes Cheese will work 
to launch its successful Cracker Cuts 
in 1- and 2-pound value-size packages 
with peel/reseal technology. 

In addition, Great Lakes Cheese 
continues to innovate with flavors 
including Hatch Pepper, Chipotle and 
Habanero Cheddar. Other company 
offerings include Gouda and Havarti.

“2016 is an exciting year for Great 
Lakes Cheese as we continue to build 
our innovation portfolio,” says Lisa 
Schechterman, director of marketing. 
“We are already working diligently to 
map out 2017 and are proud to share 
that a lot of exciting things are coming.” 

ers cheese deli slicing loaves); Sugar-
creek, Ohio (200-lb. block premium 
Swiss, 200-lb. block Baby Swiss, Baby 
Swiss deli slicing loaves, Swiss Lace 
deli slicing loaves, 200-lb. traditional 
Swiss wheels, cut & wrap, evaporated 
whey concentrate); Deutsch Käse 
Haus plant, Middlebury, Ind. (horns of 
Cheddar, Colby, Marble, Monterey Jack, 
Pepper Jack, Marble Pepper cheese, 
Bruschetta Jack, cheese with yogurt 
cultures, Garden Vegetable cheese, 
Amish Creamery cheese, Farmers 
cheese, Smoked Gouda, Lacey Swiss)

Estimated annual cheese produced: 
32 million lbs.

Estimated annual cheese marketed: 
33 million lbs.

Estimated 2015 sales: $87 million
Projected 2016 sales: $90 million
Percentage of sales from cheese: 90%
Market segments for cheese: 80% 

retail; 15% foodservice; 5% ingredients
Website: www.babyswiss.com
A look inside: Guggisberg Cheese 

Inc. continues to work on its multiyear 
plant expansion in Sugarcreek, Ohio, 
which it hopes to complete and have 
fully operational by the end of 2016. 
The project includes new brine and 
packaging areas and increased cheese 
production.

“We will be able to accommodate 
the increased demand for our products 
while achieving higher levels of product 
consistency and effi ciency,” says Ursula 
Guggisberg-Bennett, marketing coordi-
nator, Guggisberg Cheese Inc.

Since Guggisberg Cheese was 
crowned overall champion at last 
spring’s U.S. Championship Cheese 
Contest, the company has focused much 
of its advertising over the past year on 
the win, Guggisberg-Bennett notes. The 
company’s marketing programs for its 
products include signage, promotional 
materials, store sampling at various 
local events, and radio, newsprint and 
magazine publications, she adds.

Guggisberg Cheese’s Champion 
200-pound Swiss block also earned 
a best of class award at this spring’s 
World Championship Cheese Contest 
with a score of 99.55. The company’s 
Nutty Swiss also received a silver medal 
in the same class, Rindless Swiss Style 
Cheese, at the competition.

At last summer’s American Cheese 
Society competition, Guggisberg Cheese 
swept the top three spots in the Emmen-
tal-Style with Eye Formation — Made 
from Cow’s Milk class, and the company 
earned a gold medal in the reduced-fat 

For more information please visit www.babyswiss.com

Guggisberg Cheese Inc.
Millersburg, Ohio

Key executives: Richard Guggisberg, 
pres.; Diane Mellor, VP; Ray Kohl, pres., 
sales; Shawn Shertzer, controller; Dick 
Bylsma, dir., sales, Indiana division

Cheese plants: Doughty Valley plant, 
Millersburg, Ohio (Original Baby Swiss 
wheels & deli slicing loaves, Amish 
Butter cheese wheels & deli slicing 
loaves, Lucerne cheese wheels, Farm-

http://www.babyswiss.com/
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class for its Reduced Fat Swiss Wheel as 
well as a gold medal for its Colby in the 
American Originals Colby class.

Guggisberg Cheese for the fi fth year 
in a row was named Grand Champion 
Cheesemaker at the Ohio Swiss Festi-
val’s cheese competition last fall.

formerly chief operating offi cer, who 
succeeded John Jeter as president and 
CEO after 31 years.

As new CEO, Ahlem, the son of Chuck 
Ahlem, a Hilmar founding farmer, will 
continue investing in Hilmar’s em-
ployees and striving to make Hilmar’s 
customers more successful.

Founded in 1984, Hilmar Cheese 
Co. employs 930 people at its original 
Hilmar, California, plant and 400 at 
its newly-expanded plant in Dalhart, 
Texas. The company also added 40-
some employees with the December 
2015 opening of its milk powder plant 
in Turlock, California.

Building on its strong dairy heritage, 
Hilmar Cheese Co.’s ingredients divi-
sion, Hilmar Ingredients, is launching a 
line of premium milk powders produced 
at the new manufacturing facility in 
Turlock.

The Turlock, California, plant, which 
broke ground in 2014, is a modern 
facility built for growth and is highly 
automated to streamline operations and 
reduce handling, company offi cials say. 
The plant has four levels of hygienic zon-
ing to eliminate cross contamination. 
Dryers with indirect burners result in 
no residual nitrite.

According to Hilmar, all of these 
extra steps are key to success in the 
demanding international market, a 
target market for Hilmar Ingredients.

Hilmar Ingredients in 2015 launched 
Hilmar 9020, a new whey protein isolate 
(WPI) with superior nutritional value, 
clarity in liquid systems, and heat and 
acid stability.

Hilmar 9020 is ideal for fortifi ca-
tion of popular healthy drinks such 
as juice and isotonics, the company 
says. Hilmar Ingredients’ applications 
team has developed a range of concept 
beverages with the WPI, including a 

chocolate-fl avored coconut water, and 
has produced them in a commercial 
facility to prove out the formulation.

Hilmar Cheese Co. is committed to 
continuous improvement, innovation 
and sustainability and strives to make 
products that benefi t all involved from 
the company’s customers and suppliers 
to its employees and communities, the 
company notes in its 2015 Sustainability 
Report.

Hilmar Cheese reviews sustainabil-
ity programs of key production material 
suppliers and this year is looking to 
implement an updated supplier audit 
system. At its own facilities, Hilmar 
Cheese this past year worked to reduce 
employee vehicle miles with a Commute 
Connection program and plans to evalu-
ate and implement options to reduce 
impacts of transportation.

In the year ahead, Hilmar Cheese 
Co. will continue to implement safety 
programs and emphasize safe work 
practices, as well as grow its tuition 
program to further develop talent for 
the cheese and dairy industry.

Hilmar Cheese notes its team of 
dairy farmers, employees and company 
overall have worked together to create 
a LEADS (Leadership in Environmental 
and Dairy Stewardship) Program. The 
program was spurred by the belief that 
sustainability is a daily commitment 
to caring for people, communities 
and natural resources, while never 
forgetting the importance of providing 
affordable, nutritious dairy foods for 
consumers around the world.

Hilmar Cheese was recognized 
in 2015 with an Outstanding Dairy 
Processing & Manufacturing Sustain-
ability Award by the Innovation Center 
for U.S. Dairy. Though Hilmar Cheese 
makes about 2 million pounds of cheese 
each day, the Innovation Center for 

U.S. Dairy says the company is able to 
recover almost 100 percent of water 
from incoming milk. The water is then 
treated at the plant and used up to 
three times for processes such as crop 
irrigation and landscaping.

In addition, Hilmar Cheese Co.’s 
new headquarters and innovation 
center in Hilmar, California — which 
was completed in 2013 — was the 
fi rst dairy building in the nation to 
receive Leadership in Energy and En-
vironmental Design (LEED) platinum 
certifi cation, the Innovation Center for 
U.S. Dairy notes.

Meanwhile, this past year the Ameri-
can Dairy Products Institute (ADPI) 
honored Hilmar Cheese Co.’s former 
senior vice president of growth and 
development, Rick Kaepernick, with 
the 2015 ADPI Award of Merit. Before 
joining Hilmar in 1991, Kaepernick 
worked for Borden Dairy for 17 years. 
He retired in June 2015.

ADPI says Kaepernick was key in 
helping Hilmar Cheese Co. stake out 
new territory, coordinating construction 
of the company’s third production site 
and entry into the milk powder business.

Hilmar Cheese Co.
Hilmar, California

Key executives: David Ahlem, pres. 
& CEO; Kevin Vogt, CFO; Kyle Jensen, 
VP, cheese sales & distribution; Tony 
Pallios, VP & general mgr., Hilmar 
Ingredients; Tedd Struckmeyer, VP, 
engineering & business development; 
Jeremy Travis, VP, quality assurance 
& operations; Frank Fierro, VP, human 
resources

Dairy plants: Hilmar, Calif. (40-lb. 
& 640-lb. block Cheddar, Monterey 
Jack, Pepper Jack, Colby, Colby Jack, 
WPC, WPI, WPH, lactose); Dalhart, 
Texas (40-lb. & 640-lb. block Cheddar, 
Monterey Jack, Pepper Jack, Colby, 
Colby Jack; WPC, WPI); Turlock, Calif. 
(milk powder)

Estimated 2015 sales: $2.1 billion
Website: www.hilmarcheese.com
A look inside: Hilmar Cheese Co. 

continues to focus on creating sustain-
able value, increasing productivity and 
developing people.

At the helm of this endeavor is 
new CEO and President David Ahlem, 

For more information please visit www.foodtools.com

Jasper Hill Farm
Greensboro, Vermont

Key executives: Andy & Mateo 
Kehler, owners

Cheese plant: Greensboro, Vt. (Mo-
ses Sleeper, Harbison, Winniemere, 
Bailey Hazen); Hardwick, Vt. (Alpha 
Tolman, Harbison, Willoughby)

Estimated annual cheese produced: 
400,000 lbs.

Estimated annual cheese marketed: 
1 million lbs.

Estimated 2015 sales: $10 million 
Projected 2016 sales: $10 million
Percentage of sales from cheese: 100%
Market segments for cheese: 80% 

retail; 20% foodservice
Percentage of products exported: 5%
Website: www.jasperhillfarm.com
A look inside: Jasper Hill Farm is 

a working dairy farm with an on-site 
creamery in Greensboro, Vermont. An 
underground aging facility maximizes 
the potential of cheeses made by the 
creamery, as well as those made by 
other local producers. Leftover whey 
from the cheesemaking process is fed 
to swine.

Jasper Hill Farm was purchased in 
1998, and the company purchased An-
dersonville Farm, West Glover, Vermont, 
in 2014, for milk production. Jasper Hill 
says its mission is to make the highest 
possible quality products in a way that 
supports Vermont’s working landscape. 

http://www.foodtools.com/
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“We are driven to be the standard 
bearer of quality and innovation in the 
artisan cheese industry while promot-
ing our regional taste of place,” the 
company says.

Quality has become more than a 
standard for Jasper Hill Farm; it’s an 
obsession, says Molly Browne, sales and 
marketing, Jasper Hill. The company 
jumped at the chance to ensure quality 
when making its Alpha Tolman, a raw 
cow’s milk Alpine-style cheese aged 
8-12 months.

“We’re so obsessed with quality that 
when we started buying milk to make 
Alpha Tolman, we ended up buying the 
whole farm so we could have full control 
over how the milk is produced,” Browne 
says. “We also have an on-site lab to 
study compositionals and microbes in 
our milk and cheese, in order to further 
understand our own terroir.”

The company received a bronze 
medal at the 2015 American Cheese 
Society Judging & Competition for its 
Harbison, a soft-ripened pasteurized 
cow’s milk Brie aged 6-13 weeks, which 
also was named Best American Cheese 
at the 2015 World Cheese Awards.

At the 2016 World Championship 
Cheese Contest, Jasper Hill received 
a gold medal for its Moses Sleeper, a 
pasteurized cow’s milk French Brie 
aged 6-12 weeks; a silver medal for its 
Harbison; and a gold medal for its Win-
niemere, a raw winter cow’s milk cheese 
aged 60 days, which also placed in the 
top 16 overall.

“We’re excited to have received this 
honor, especially to be placed amongst 
so many other amazing cheeses,” 
Browne says.

In February, Jasper Hill’s fi rst pal-
let of cheese landed in Europe. The 
company is planning to export cheese 
more often. Even though its cheeses are 
twice as expensive as many others, they 
are well received, Browne says.

“It’s an honor to be considered at 
the quality of European standards,” 
she says. 

This year, Jasper Hill will focus on 
infrastructure and expanding produc-
tion of its current cheeses. 

“We are looking into how to open 
new markets on our existing lines,” 
Browne says.

traditional & fl avored Feta, Greek yo-
gurt, Havarti, Muenster, yogurt-based 
dips, reduced-fat sour cream, spreads)

Estimated annual cheese produced: 
33 million lbs.

Estimated 2015 sales: $85 million 
Percentage of sales from cheese: 90%
Market segments for cheese: 15% 

retail; 80% foodservice; 5% ingredients
Website: www.klondikecheese.com
A look inside: Klondike Cheese Co. in 

November completed a 22,000-square-
foot addition to its packaging and brine 
space and started using it in January 
2016. Last spring, the company success-
fully launched redesigned Feta packag-
ing with great response from consumers. 
The company also is in the process of a 
new redesign for its retail Odyssey Greek 

Yogurt packaging, expected to be out in 
the second quarter of 2016.

The company recently combined its 
fl agship Feta and Greek Yogurt special-
ties to introduce new Feta and Greek 
Yogurt spreads. Two fl avors currently 
are available: Mediterranean Herb and 
Kalamata Olive. Having worked on these 
spreads for the past two years, Klondike 
now is starting to put additional market-
ing efforts behind the product. 

“It’s a healthy combination using 
Odyssey Greek Yogurt in place of a cream 
cheese-based spread which will give you 
twice the protein and less fat than other 
spreads,” says Teena Buholzer, market-
ing director, Klondike Cheese Co. “In 
combination with Odyssey Feta Cheese, 
it gives the spread a bit of fl avor that is 

perfect to use with crackers, crostinis, 
fruits and vegetables.”

For the coming year, Klondike 
Cheese Co. plans to continue building 
its Odyssey brand in all segments of its 
business, reaching out to more retailers 
with both its Feta and Greek Yogurt 
products and expanding markets for its 
Reduced Fat Greek Sour Cream, dips 
and spreads.

The company’s cheeses and cultured 
products won several awards at state, 
national and international contests 
this past year. At the American Cheese 
Society competition, Klondike earned 
fi rst-place awards for its Peppercorn 
Feta and Plain Greek Yogurt; second-
place awards for its Tomato and Basil 

Jim Demeter, 
Steve Buholzer, 
Adam Buholzer,  

Dave Buholzer 
& Ron Buholzer 

(from left)

Share in our Award-Winning  Excellence and Dedication
Whether it is our chunk, crumbled or chunk in brine Feta or  
our Greek Yogurt, you can always trust our superior quality and taste.

• Family Owned Since 1925
• Award-Winning Cheese & Yogurt
• Dedication to Consistent Quality
• Progressive People & Ideas

Feta:
• Made From the Freshest  

Cow’s Milk
• Firm & Crumbly Texture
• Tangy & Salty to the Taste
• Steep in Greek Tradition 
• Retail & Foodservice 

Greek Yogurt :
• Authentic Mediterranean Taste 
• Lowfat and Nonfat Varieties
• 2X the Protein
• Thick, Rich & Creamy
• Flavored or Plain
• Retail, Foodservice & Industrial

608.325.3021   •   www.klondikecheese.comWISCONSIN MADE 
BY MASTER  

CHEESEMAKERS

2016 World Championship Cheese Contest 
1st Place: Havarti, Flavored (Dill)
3rd Place: Flavored, High Protein Yogurt, Cow’s Milk  

(Odyssey Peach)
4th Place: Feta, Flavored (Peppercorn)
4th Place: Lowfat Yogurt, Cow’s Milk (Odyssey Greek)
4th Place: Flavored Lowfat Yogurt, Cow’s Milk  

(Odyssey Greek Vanilla)

2015 United States Championship Cheese Contest
1st Place: High Protein — Cow’s Milk Yogurt  

10% Odyssey® Greek Yogurt
1st Place & 2nd Place: Flavored Feta 

Mediterranean Herb (1st), Tomato & Basil (2nd)

2015 American Cheese Society Cheese Contest
1st Place: Feta with Flavor
1st Place: Greek Style Yogurt
2nd Place: American Originals (Brick)

“When we come in first, 
you know exactly  
where we stand.”

Klondike Cheese Co.
Monroe, Wisconsin

Key executives: Ron Buholzer, pres.; 
Steve Buholzer, VP; Dave Buholzer, 
secretary/treasurer; Adam Buholzer, VP, 
production; Luke Buholzer, VP, sales; 
Matt Eardley, VP, engineering; Teena 
Buholzer, dir., marketing

Dairy plant: Monroe, Wis. (Brick, 

http://www.klondikecheese.com/


© 2016 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)

44     CHEESE MARKET NEWS® —  June 3, 2016

For more information please visit www.wagcheese.com

Our Exclusive Annual Profile of Who’s Who in the Cheese Business

KEY PLAYERS
Continued from page 43

Turn to KEY PLAYERS, page 45 a

Feta, Brick and Muenster entries; and 
third-place awards for its Reduced Fat 
Tomato and Basil Feta, Mediterranean 
Feta and Reduced Fat Sour Cream. At 
the 2015 Wisconsin State Fair, Klon-
dike’s Traditional Feta and Reduced 
Fat Mediterranean Herb Feta placed 
fi rst in their classes. At the 2016 World 
Championship Cheese Contest, the 
company’s Dill Havarti placed fi rst in 
its class, and its Peach Greek Yogurt 
placed third.

Cheese brands: Athenos Feta, 
Cracker Barrel Cheese, Kraft Natural 
Cheese, Kraft Singles, Philadelphia, 
Velveeta

2015 sales: Total company pro forma 
net sales for the 53 weeks ended Jan. 
3, 2016, are $27.447 billion; U.S. pro 
forma net sales for this period are 
$19.284 billion. 

Website: www.kraftheinzcompany.com
A look inside: The Kraft Heinz Co. 

in July 2015 successfully completed the 
merger between Kraft and Heinz. The 
merger resulted in the third-largest food 
and beverage company in North America 
and the fi fth-largest in the world.

Bernardo Hees was appointed CEO 
of the newly-merged company, and 
several other members of the senior 
leadership team were announced last 
summer, including Howard Friedman, 
who was appointed president of the U.S. 
Cheese & Dairy business.

Kraft Heinz reported strong gains in 
profi tability from improved operations 
and the ongoing integration of Kraft 
and Heinz in its 2015 full-year fi nancial 
results. 

“The important integration work and 
fi nancial results we delivered in 2015 
set a solid base on which we can drive 
sustainable growth across our global 

business,” Hees says. “We are working to 
implement proven management meth-
odologies, remove ineffi cient spending 
and streamline our organization, while 
investing in our brands and innovation 
to drive long-term profi table growth. We 
believe that all of this positions Kraft 
Heinz for a strong performance in 2016 
and beyond.”

As part of its streamlining efforts, 
Kraft Heinz last fall announced plans 
to close a number of its North American 
plants over a period of 12-24 months, 
including its cheese facility in Camp-
bell, New York. The company also is 
moving part of its cheese production 
from Champaign, Illinois, to other fac-
tories within its network to allow the 
Champaign plant to focus on dry and 
sauce production.

“Our decision to consolidate manu-
facturing across the Kraft Heinz North 
American network is a critical step in 
our plan to eliminate excess capacity 
and reduce operational redundancies 
for the new combined company,” says 
Michael Mullen, senior vice president, 
corporate and government affairs. “This 
will make Kraft Heinz more globally 
competitive and accelerate the com-
pany’s future growth.”

Kraft Heinz conducted a number 
of promotions this past year, including 
a tour of its Velveeta Shells & Cheese 
Liquid Gold Fountain accompanied by 
a social media contest. The 7-foot-tall 
fountain of cascading Velveeta cheese 
made appearances earlier this year at 
country music events, the NHL All-Star 
game and the New York Bridal Expo. 
Meanwhile, Velveeta fans were invited 
to post to their Twitter and Instagram 
accounts using the hashtags #Liquid-
GoldMyParty and #Contest to enter to 
win up to six hours with the Liquid Gold 
Fountain at their party.

Additionally, the company this year 
promoted the removal of artifi cial fl a-
vors, preservatives and dyes from Kraft 
Mac & Cheese. In March, Kraft Heinz 
launched a promotion featuring former 
Daily Show and Late, Late Show host 
Craig Kilborn to unveil “the world’s larg-
est blind taste test.” The brand surprised 
consumers with thank you gifts and fans 
were encouraged to share on Twitter 
with the hashtag #didntnotice or on 
the Kraft Mac & Cheese Facebook page.

Kraft Mac & Cheese also got in on 
the “Star Wars” frenzy last year with 
the Star Wars Macaroni & Cheese cam-
paign, which included four collectible 
character boxes with Star Wars-shaped 
noodles, as well as an interactive web-
site with rare Star Wars memorabilia, 
including limited-edition Macaroni & 
Cheese boxes and collectible character 
posters.

The Kraft Heinz Cracker Barrel 
Cheese brand in April launched a new 
product, Cracker Barrel Macaroni & 
Cheese, available in Sharp Cheddar, 
Sharp White Cheddar, Cheddar Havarti 
and Sharp Cheddar & Bacon varieties. A 
creative campaign called “Award Win-

ning” was launched using TV, digital, 
social and in-store avenues to promote 
the new Cracker Barrel Macaroni & 
Cheese products. The campaign used 
the Cheddar brand’s 60-year award-
winning history to focus on the idea that 
Cracker Barrel cheese outranks other 
awards — from dog shows to spelling 
bees — showing the most important 
award is an “award worth eating.”

“Cracker Barrel has such a rich 
history of cheesemaking, known and 
loved for its smooth creaminess and 
bold sharpness,” says Johnni Rodg-
ers, brand manager of meal solutions, 
Kraft Heinz. “A natural next step was 
to combine our award-winning Cheddar 
with macaroni — bringing a premium 
and authentic offering to the boxed 
dinner aisle.”

Adding to the brand’s awards, 
Cracker Barrel Reduced Fat Extra Sharp 
Cheddar won a third-place award at the 
2015 American Cheese Society contest. 
Kraft Heinz also won second place at 
the 2016 World Championship Cheese 
Contest for its Philadelphia Chive & 
Onion Soft Cream Cheese Spread.

Last summer, the Philadelphia 
brand partnered with celebrity chef Art 
Smith to raise awareness for the No Kid 
Hungry campaign to help end childhood 
hunger. Philadelphia shared Smith’s 
famous Hummingbird cake, which 
includes Philadelphia Cream Cheese 
in its icing, on the brand’s Facebook 
page and Twitter channel and made a 
$150,000 donation to No Kid Hungry. 
Philadelphia Cream Cheese has sup-
ported No Kid Hungry since 2013 and 
to date has donated a total of $350,000 
to the organization.

WAG is your custom sourcing specialist  
for procuring Quality Cheddar Cheese to meet 

 
 

 

 

We Are Your Cheese House For Bringing 
Consistent and Repeated Sales!
Aging Cheddar Programs: 
40# White & Colored; 640# Colored
• Flavor & Functionality Profiling –  

Mild, Medium, Sharp, X-Sharp & Beyond
• Monitored Set Aside Programs –  

40# & 640# Cheddar

Cheddar Spot Sales: Fresh to 11 Years Old
• Grading – FIVE Licensed Wisconsin Cheese  

Graders; 2nd & 3rd Generations
• LTL & Full Truck Load Capabilities
• Warehousing & Financing Available  

Throughout Wisconsin

3051 Progress Way, Suite 206 • Kaukauna, WI 54130 • PH: 920.759.1534 • Fax: 920.759.1529
Ken Neumeier, ken@wagcheese.com • Kate Neumeier Clarke, kate@wagcheese.com

Ron Schmid, ron.schmid@wagcheese.com

Visit us on the web at www.wagcheese.com.

Kraft Heinz Co.
Pittsburgh and Chicago

Key executives: Bernardo Hess, CEO; 
Howard Friedman, exec. VP & pres., 
Cheese & Dairy

Cheese plants: Tulare, Calif.; Cham-
paign, Ill.; Albany, Minn.; New Ulm, 
Minn.; Springfi eld, Mo.; Campbell, N.Y.; 
Lowville, N.Y.; Walton, N.Y.; Beaver Dam, 
Wis.; Wausau, Wis.; Ingleside, Ontario; 
Mount Royal, Québec

LaClare Farms
Malone, Wisconsin

Key executives: Clara Hedrich, 
owner; Larry Hedrich, general mgr.; 
Greg Hedrich, business mgr.; Katie 
(Hedrich) Fuhrmann, cheesemaker & 
marketing mgr. 

Dairy plants: Malone (Pipe), Wis. 
(Evalon, Evalon with Fenugreek, Evalon 
with Cumin, Martone, Chandoka, Raw 
Goat Cheddar, Goat Cheddar, Fondy 
Jack, Fondy Jack with Tomato Basil, 
Fondy Pepper Jack, goat yogurt); fl uid 
goat’s milk bottling at Lamers Dairy, 
Appleton, Wis. (half gallons of whole 
milk, quarts of whole milk & lowfat milk)

Percentage of sales from cheese: 80%
Market segments for cheese: 60% 

retail; 35% foodservice; 5% ingredients
Website: www.laclarefarms.com

http://www.wagcheese.com/
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A look inside: As LaClare Farms has 
settled into its new plant in Malone, 
Wisconsin, construction of which was 
completed at the end of 2013, the goat’s 
milk cheese company has been able 
to turn its attention to maximizing 
cheese production and meeting national 
demand.

Larry Hedrich, general manager, 
LaClare Farms, says he has been able 
to work with a number of producers 
to increase their dairy goat milk pro-
duction, allowing the company to feel 
confi dent in revisiting old conversations 
from a time when the company didn’t 
have enough supply to meet demand. 
Pursuing customers is an option for the 
fi rst time in a long time.

“We’re more able to be comfortable 
with a national presence now,” he says.

LaClare Farms uses milk from its 
own goats as well as from Quality Dairy 
Goat Producers’ Cooperative of Wiscon-
sin, (QDGPC), which Hedrich manages. 
Currently 10 farms are supplying the 
company with goat’s milk and many of 
these have converted from dairy cow 
farming, Hedrich says, noting that the 
scale of dairy goat farming is increasing.

In addition to making cheese, 
LaClare Farms now is rolling out its 
goat’s milk yogurt. After some delays 
that pushed back the expected launch, 
LaClare Farms launched the new prod-
uct line in May.

Katie (Hedrich) Fuhrmann, chee-
semaker and marketing manager for 
the company, says the road to making 
the goat’s milk yogurt was a long one, 
with the biggest pieces of the puzzle 
being developing the correct recipes 
and competitive packaging. 

“People are looking for goat’s milk 
yogurt but all of that up front work takes 
time,” she says.

Fuhrmann believes the company 
is ready for a successful launch of its 
yogurt, and the new line is available in 
several store chains throughout the Mid-
west including Schnuck’s, Whole Foods, 
Hy-Vee, Festival Foods and Woodman’s. 
The yogurt is available in 5.3-ounce 
single serve containers in plain, vanilla, 
blueberry and strawberry fl avors. It also 
is available in 24-ounce containers in 
the plain and vanilla fl avors. The blue-
berry fl avored yogurt won second place 
in its class at the World Championship 
Cheese Contest this spring.

LaClare Farms quickly rose to na-
tional fame in 2011 when Fuhrmann, 
with her team, became only the second 
woman U.S. cheesemaker to win the 
U.S. Championship Cheese Contest. Her 
award-winning cheese, Evalon, also was 
only the second goat’s milk cheese to 
win the contest’s top award.

The company continues to do well 
in national competitions. In addition to 
the second place award for its blueberry 
yogurt at this year’s World Champion-
ship Cheese Contest, this past summer 

Standard Market Cave Aged Chandoka 
made by Fuhrmann won fi rst in its class 
and then went on to tie for fi rst runner-
up overall at the American Cheese 
Society competition.

Standard Market Cave Aged Chan-
doka is a mixed cow’s milk and goat’s 
milk cheese made through a unique 
partnership between LaClare Farms 
and Standard Market of Chicago, where 
the clothbound Cheddar is aged for 
more than 10 months in an aging cave. 
Fuhrmann says the cheese that is aged 
by Standard Market is completely dif-
ferent from LaClare Farms’ Chandoka. 
While both use the same recipe, the 
differences in the shape of the cheese 
and the aging process result in two dif-
ferent cheeses.

“We make it in 40-pound blocks for 
us and wheels for them, and they have 
completely different fl avor profi les. It’s 
really interesting,” Fuhrmann says, not-
ing the demand for the award-winning 
cheese is exploding.

With more milk available, LaClare 
Farms also has successfully made its 
Martone mixed-milk cheese available 
nationwide. The cow- and goat-milk 
surface-ripened cheese was produced 
in limited availability in 2014. It is avail-
able in both consumer packs with six to 
a case and packaged in an Amish wooden 
crate, and in chef six-packs without the 
wooden packaging.

In addition, LaClare Farms con-
tinues to work with Lamer’s Dairy in 
Appleton, Wisconsin, which bottles 

goat milk for LaClare in quarts and 
half-gallons. At some point, Hedrich 
says LaClare Farms would like to move 
that processing in house.

Hedrich also says a big part of what 
LaClare Farms does at its cheesemak-
ing facility and farm is offer people an 
opportunity to learn about the company 
through tours and sampling its cheeses. 
The company also offers a cafe and retail 
outlet that are open seven days a week. 

“The educational aspect is very 
important to what we do. Many consum-
ers are so far removed from the farm. 
We have an area where they can watch 
goats being milked, and they can see a 
video or look through the windows to 
see cheese being made,” Hedrich says. 

PRODUCT
LINE

Our

is growing!

For more information on Private Label 
& Custom Processing contact Larry:

LaClare Farms
W2994 Cty Rd HH | Malone, WI 53049

PH: 920-670-0051 or info@laclarefarms.com
www.laclarefarms.com

- Custom processing for Cheese,
Cultured products & milk bottling

- Cow, Goat & Sheep Milk

GOAT MILK YOGURT 
AVAILABLE NOW!

  

STRAWBERRY | BLUEBERRY
VANILLA | ORIGINAL

Goat Milk Cheese: 
Evalon™ • Evalon™ Select • Evalon™ with Fenugreek

Evalon™ with Cumin • Fresh Chevre • Fondy Jack 
Raw Cheddar • Pasteurized Cheddar

Mixed (Goat/Cow) Milk Cheese: 
Chandoka • Martone

Other Products: 
Bottled Goat Milk • Goat Milk Yogurt

For more information please visit www.laclarefarms.com

http://www.laclarefarms.com/
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Land O’Lakes Inc.
Arden Hills, Minnesota

Key executives: Chris Policinski, 
pres. & CEO; Beth Ford, group exec. VP 
& chief operating offi cer, food & feed; 
Peter Janzen, chief administrative offi cer 
& general counsel; John Ellenberger, sr. 
VP, U.S. dairy foods

Dairy plants: Orland, Calif.; Tulare, 
Calif.; Pine Island, Minn.; Kent, Ohio; 
Carlisle, Pa.; Kiel, Wis.; Spencer, Wis.

Cheese and ingredient-related joint 
venture: Advanced Food Products, Clear 
Lakes, Wis. — JV partner Savencia From-
age & Dairy

2015 net sales: $13 billion
2015 dairy foods net sales: $4 billion
Website: www.landolakesinc.com
A look inside: Land O’Lakes Inc. in 

January acquired the assets of butter 
producer Hillsboro Riverview Dairy in 
Hillsboro, Wisconsin. The co-op says the 
acquisition strategically supports Land 
O’Lakes’ present and future growth and 
geographically expands its manufacturing 
footprint for butter.

Last summer, the cooperative intro-
duced new Land O’Lakes European Style 
Butter, a super premium butter made 
with sweet cream. The new butter has 
an 82-percent fat content, compared to 
80-percent fat in traditional U.S. butters, 
giving it a rich fl avor and extra-creamy tex-
ture. Land O’Lakes European Style Butter 
is available either salted or unsalted, in 
half-pound boxes with two convenient 
4-ounce sticks, each individually wrapped 
in a FlavorProtect Wrapper. 

On the cheese side, Land O’Lakes in 
2015 launched “I Am Deli American,” 
a campaign that helped consumers to 
remember they are buying Land O’Lakes 
American cheese for reasons other than 
price, and that its quality is second to 

none, according to John Ellenberger, 
senior vice president, U.S. dairy foods. 
In 2016, the cooperative plans to com-
municate to consumers the benefi ts of 
Land O’Lakes’ deli cheese and other dairy 
product brands with advertising agency 
partner, The Martin Agency.

In March, Land O’Lakes announced it 
had a strong fi nancial year in 2015, with 
its strongest balance sheet in its 94-year 
history. Cash returned to members in 
2015 totaled $161 million, the seventh 
consecutive year that cash returned to 
members exceeded $100 million.

Land O’Lakes’ dairy foods segment 
reported net sales of $4 billion in 2015, 
down from 2014. Pretax earnings for dairy 
foods totaled $83.1 million in 2015, up from 
$39.7 million in 2014. These earnings re-
fl ected a one-time gain on the sale of Land 
O’Lakes’ 35-percent interest in Advanced 
Food Products LLC, a joint venture it had 
with Savencia Fromage & Dairy.

Land O’Lakes’ dairy foods business 
in 2015 saw growth in butter, branded 
cheese, foodservice and refrigerated 
desserts and successfully managed the 
downside in milk powder and overall 
commodity markets. 

“Delivering record earnings in the cur-
rent market environment underscores the 
strength of Land O’Lakes’ core business 
strategy,” says Chris Policinski, president 
and CEO, Land O’Lakes Inc. “This was a 
record earnings year for Land O’Lakes in 
spite of challenging commodity markets, 
declining on-farm income and increasing 
industry consolidation.”

Land O’Lakes cheese had a successful 
year at contests as well. Its Mild Ched-
dar placed fi rst at the 2015 Wisconsin 
State Fair Cheese & Butter Contest, and 
its Medium Cheddar placed fi rst at the 
2015 National Milk Producers Federation 
Championship Cheese Contest, among 
several other awards at these contests.

At the 2016 World Championship 
Cheese Contest, Land O’Lakes won best 
of class in Cheddar aged 1-2 years, second 
for its Swiss American cheese, and third 
for Cheddar aged 2 years or longer and 
Sharp American sliced cheese.

Land O’Lakes member farm Dorrich 
Dairy in Glenwood, Minnesota, received a 
2015 U.S. Dairy Sustainability Award from 
the Innovation Center for U.S. Dairy for 
Outstanding Dairy Farm Sustainability. 
The program recognizes outstanding 
dairy farms, businesses and partner-
ships for practices that not only focus on 
the environment but add up to promote 
the health and well-being of consumers, 
communities, cows, employees, the planet 
and business. 

This past year, Land O’Lakes has con-
tinued to support agricultural education 
and studies. In September 2015, the coop-
erative announced that the Land O’Lakes 
Foundation will support the development 
of the Wisconsin Agricultural Education 
Center with a gift of $1 million. The pro-
posed facility will provide an interactive 
experience, highlighting sustainable and 
responsible farming practices. The gift 
underscores Land O’Lakes’ ongoing com-
mitment to help American agriculture tell 
the story of where food comes from and 
to connect visitors with the great growth 
needs and opportunities in agriculture.

“Today less than 2 percent of the 
United States population is involved in 
production agriculture,” Policinski says. 
“It’s vital that we tell the great productivity 
and sustainability story of the American 
food and agriculture industry. Helping 
people understand that story is vital to 
our future need of producing enough food 
using fewer resources so we can feed a 
hungry planet.”

In October, Land O’Lakes awarded 10 
college students fellowships to address 
global hunger. The cooperative created 
the Global Food Challenge Emerging 
Leaders for Food Security fellowship 
in 2014 to engage future leaders in the 
challenges and opportunities facing ag-
riculture in the coming decades. 

Throughout the academic year, the 
fellowship recipients work with their 
university professors, in key Land O’Lakes 
Inc. locations across the country, in Wash-
ington with policymakers and agricultural 
experts, and in Africa to visit smallholder 
farmers in rural communities. They ad-
dress issues such as sustainability, global 
supply chains, ensuring broader access 
to new developments in agriculture, and 
empowering change in communities 
around the world.

technical services; Mike Reidy, sr. VP, 
corporate affairs; Jason Eckert, sr. VP, 
global quality, R&D; Barbara Kallay, sr. 
VP, human resources

Cheese plants: Lemoore, Calif. (2) 
(Mozzarella, WPC-34, WPC-80 [regular 
& instantized], lactose); Tracy, Calif. 
(Mozzarella, WPC-34, lactose); Fort 
Morgan, Colo. (Mozzarella, String, 
WPC-80, lactose); Greeley, Colo. 
(Mozzarella, WPC-80, WPI, lactose, 
NDM); Allendale, Mich. (Mozzarella, 
sweet whey); Remus, Mich. (String); 
Roswell, N.M. (Mozzarella, WPC-34, 
lactose); Waverly, N.Y. (Mozzarella, 
sweet whey); Llangefni, Wales (JV with 
Glanbia plc — Mozzarella,condensed 
whey); Magheralin, Northern Ireland 
(JV with Glanbia plc — Mozzarella, 
WPC, permeate)

Website: www.leprinofoods.com
A look inside: This past year has been 

a year of staying the course for Leprino 
Foods, says Mike Reidy, senior vice 
president, corporate affairs. The com-
pany has completed numerous facility 
and product expansions in recent years.

“Now it’s a matter of running and 
executing our model every day,” Reidy 
says. “We have ongoing efforts in all 
the plants to continuously improve our 
operations.”

As one of the largest Mozzarella 
producers in the world, Leprino Foods 
is a supplier to local, national and in-
ternational pizza chains and supplies 
nine of the top 10 frozen pizza/entrée 
market leaders. 

Leprino Foods also is a top producer 
of lactose, whey protein and sweet whey. 
Employing approximately 4,000 people 
around the world, sales of Leprino Foods 
products currently reach more than 40 
countries around the globe.

Although Leprino Foods has grown 
its international presence, Reidy says 
this is a challenging time for U.S. dairy 
in exports. 

“We are not unlike a lot of U.S. dairy 
fi rms,” he says. “Our goal has been to 
manage our operations in the midst 
of some challenging economic times 
domestically and internationally. We 
continue to focus attention on the ex-
port opportunities we have developed 
in the past and ones we would like to 
continue to develop in the future.”

Leprino Foods’ goals for the coming 
year are to maintain its highest level of 
product quality, food safety and exem-
plary customer service. 

“These are the core values that have 
allowed us to grow and develop our 
business,” Reidy says.

Leprino Foods continues to play a 
leadership role in U.S. dairy food safety 
through its involvement with the Food 
Safety Operating Committee of the In-
novation Center for U.S. Dairy. Reidy 
says a particular highlight this past 
year was the issuance of “Control of 
Listeria Monocytogenes — Guidance 
for the U.S. Dairy Industry,” and Edith 
Wilkin, vice president, Leprino Foods, 
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Leprino Foods Co.
Denver

Key executives: James Leprino, 
chairman; Mike Durkin, pres.; Lance 
FitzSimmons, sr. VP & CFO; Kevin 
Burke, sr. VP, global business develop-
ment; Tom Hegarty, sr. VP, production 
operations; Terry Anderson, sr. VP, 
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Masters Gallery Foods Inc. 
Plymouth, Wisconsin

Key executives: Jeff Giffi n, pres. & 
CEO; Jeffrey Gentine, exec. VP & co-
owner; Jim Jirschele, VP, foodservice; 
Dan MacPhee, VP, retail sales; Dennis 
Kasuboski, VP, industrial sales; Jodi 
Schoerner, VP, fi nance; Andy Pfi ster, dir., 
procurement/risk management; Mark 
Grasse, VP, manufacturing operations; 
Tammy Flora, VP, human resources; 
Sandy Toney, VP, corporate quality & 
development; Tom Cain, dir., industrial 
sales; Brad Wackett, dir., food ingredi-
ent sales; Scott Brown, dir., information 
technology; Neal Moegenburg, dir., 
manufacturing; Vance Watson, dir., 
business development; Sara Willett, dir., 
quality assurance; Libby Rentmeester, 
dir., product development; Tim Lenz, 
dir., technical services

Cheese plant: Plymouth, Wis. (of-
fering complete programs for: retail 
— gusset or pillow pack shreds, natural 
slices, chunks, snack sticks; foodser-
vice — 5-lb. to 15-lb. shreds, cubes, 
dice, custom blends, restricted melt 
application; industrial — bulk 20-lb. 
to 640-lb. American styles, hard & soft 
Italian styles, aging programs, raw 
material ingredients for food ingredient 
applications)

Percentage of sales from cheese: 100%
Market segments for cheese: 30% 

retail; 30% foodservice; 40% industrial
Percentage of products exported: 2%
Website: www.mastersgalleryfoods.com
A look inside: It’s been another 

strong year at Masters Gallery Foods 
Inc., where the company continues to 
see strong growth in all segments of its 
business, particularly with its retail and 
foodservice packaged goods. As a result, 
the company has invested in both its 
employee base and in new packaging 
equipment to help meet demand.

According to Jeff Gentine, execu-
tive vice president and co-owner of 
Masters Gallery, in the last year the 
company has added more high-speed 
slicing equipment for retail and food-
service, a second snack stick line and 
another gusset-capable shred line 
for retail.

Masters Gallery sees continued 
emphasis on gusseted pouches as both 
consumer and retailer preference for 
this packaging style remains strong, 
Gentine notes. In fact, the company 
has recently introduced shaved hard 
Italian-style cheeses in gusseted 
pouches to offer consumers a new 
packaging option for a product typi-
cally found only in deli cups. 

“Shaved cheese seems to resonate 

with today’s consumers, and we’d like 
that product to find a place within 
the dairy case,” Gentine says. “By 
merchandising shaved product right 
next to the shredded Parmesan they 
already enjoy, we think we can in-
crease sales with consumers who may 
not routinely shop the deli.” 

Shredded Parmesan began to grow 
in popularity alongside its traditional 
format of grated and wedge variet-
ies about 10-15 years ago, and the 
company foresees similar growth for 
shaved cheeses in gusseted pouches, 
Gentine adds.

Masters Gallery also offers a variety 
of rBST-free and organic options for 
both retail and foodservice, including 
shreds, bars, slices and snack sticks. 

“As consumer demand for hor-
mone-free and organic cheese con-
tinues to grow, we’ve been able to 
stay ahead of the curve by aligning 
ourselves with key suppliers,” Gen-
tine says.

Jeff Giffin, president and CEO, 
Masters Gallery Foods, states that 
the company is seeing growth in its 
industrial and food ingredients seg-
ment as well. 

“Ingredients is a newer area for 
us, but the demand for flavorful 
dairy products has been surprisingly 
strong, outpacing other areas of the 
company,” he says. “We will continue 
to focus on this as an opportunity for 
future growth.”

was a signifi cant contributor to the 
publication.

In addition, Leprino Foods has 
received a number of awards this past 
year, including PH Asia supplier of the 
year; PH South Pacifi c supplier of the 
year; Domino’s Asia supplier of the 
year; Regional Air Quality Council and 
Colorado Motor Carriers Association: 
Green Shipper award; and Colorado 
Environmental Leadership Program: 
2014-2015 Silver Partner.

Sometimes you need more
than world-class cheese
Award-winning, delicious cheese. What more could you want?  

Partnering with Masters Gallery Foods gives you the cheese type, 

 

 

You get the best cheese . . . and more.

Masters Gallery Foods, Inc.   |   Plymouth, WI   |   mastersgalleryfoods.com   |   800.236.8431

Because the Right Cheese Matters
Another EXTRAORDINARY  

Cheese from Wisconsin                  

Custom programs for retail, foodservice, and industrial sales

http://www.mastersgalleryfoods.com/
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With its expansion in processing 
lines and product variety, Masters 
Gallery Foods has hired additional 
staff — in fact the company has ex-
panded its employee base in excess 
of 20-percent growth in the past year 
alone. 

In 2015, for the second time in 
three years the company was named 
a Wisconsin Manufacturer of the Year. 
The program, sponsored by Baker 
Tilly, Michael Best and Friedrich 
LLP, and Wisconsin Manufacturers 
& Commerce, recognizes Wisconsin 
companies that demonstrate a com-
mitment to business excellence. 
Masters Gallery Foods was one of six 
companies recognized and received 
the “Company Culture” Award for 
demonstrating a deep commitment 
and investment in its employees and 
their families.

Also in 2015, for the 13th straight 
year, the company was again listed in 
the Deloitte Wisconsin 75, an annual 
ranking and recognition of the largest 
privately held companies headquar-
tered in Wisconsin. Masters Gallery 
Foods has consistently moved forward 
in its standing, ranking 20 out of 75 
in 2015. Most recently, the company 
also was honored by the Plymouth 
Chamber of Commerce with the 2015 
Large Business of the Year award. 

Meanwhile, the company has 
received recognition for its envi-
ronmental stewardship, an area of 
increasing importance to not only 
its customers, but also its employ-
ees. Masters Gallery Foods received 
the 2015 Wisconsin Business Friend 
of the Environment Sustainability 

Award in the medium-sized business 
category from Wisconsin Manufactur-
ers & Commerce, which consists of 
the state chamber of commerce, the 
state manufacturers’ association and 
the state safety council. In addition, 
Masters Gallery also received an En-
ergy Efficiency Improvement Award 
from Plymouth Utilities for more than 
1 million kilowatt hours saved with 
energy improvements. 

“One hundred percent of our 
waste generated at the plant is now 
recycled,” Giffin notes.

At this spring’s World Champion-
ship Cheese Contest, Masters Gallery 
received best of class for its Shredded 
Mozzarella-Provolone Blend and third 
place for its Shredded Colby Jack in 
the Open Class Shredded category. 
In the Aged Cheddar categories, the 
company earned best of class honors 
for its Cheddar Aged One to Two Years, 
and third place for its Cheddar Aged 
Two Years or Longer. At last fall’s 
World Dairy Expo Championship Dairy 
Product Contest, Masters Gallery 
Foods earned gold and silver medals 
for its Aged Cheddar.

In the year ahead, Masters Gallery 
Foods expects to expand its manu-
facturing capacity and capabilities 
in both retail and foodservice while 
continuing to look for new ways to grow 
the business, whether that’s growing 
in current channels or expanding into 
new ones, Gentine says. 

To that end, Masters Gallery sees 
exporting as a key area for future 
growth. Last year the company be-
gan selling packaged goods into the 
Chinese market under its Wisconsin 
Premium brand, including retail 
shreds and bars. The company will 
add snack sticks and slices later this 
year. Gentine and other Masters Gal-

lery executives traveled to China this 
spring to meet customers and assist 
its distributor with penetration of its 
products into the Chinese market.

“The interest in dairy products 
from the United States — due to our 
reputation for safe, high quality foods 
— continues to grow in China, and with 
that we have been building a platform 
for growth with our own products. The 
opportunity for U.S.-made dairy prod-
ucts in China and throughout Asia is 
immense,” Gentine says.

pumpkin promotions in October and 
November. This links our cheeses with 
the rest of the store,” Solandt says. 

About half of the company’s prod-
ucts are sold under the MontChevré 
brand, with the other half sold under 
private label. The company offers 
between 60-70 SKUs, with products 
including fresh goat cheese, aged goat 
cheese and organic varieties.

“MontChevré products can be found 
at major retailers and high-end spe-
cialty stores across the United States,” 
says Jean Rossard, vice president and 
plant manager. 

Due to growing demand, the com-
pany has expanded its Belmont plant 
several times, growing to 110,000 
square feet today. The company has 
about 200 employees in Belmont, and 
Solandt also heads up a sales offi ce in 
Rolling Hills Estates, California.

The company annually processes 
more than 100 million pounds of goat’s 
milk that is supplied by a network of 
local independent family farms located 
in Wisconsin, Iowa, Missouri, Minne-
sota and Illinois. So far in 2016, the 
company has added 40 farms, bringing 
its supplier total to 375.

As of April, MontChevré’s milk sup-
ply is up more than 15 percent from 
2015. Solandt expects that number to 
climb to 20 percent this year.

“What sets us apart in the industry 
is the milk supply network we have put 
together,” Solandt says. “We are pretty 
much self suffi cient in milk production. 
We’ve been focusing on and enjoying 
a very good growth on our fresh milk 
supply. We focus on quality, so we bring 
in new farmers but we give them techni-
cal support to produce quality milk.”

To allow the company to continue 
to grow, several years ago MontChevré 
built a transfer station in Washington, 
Iowa, so it could more efficiently 
move milk from producers located 
longer distances from the plant. The 
company owns seven milk trucks and 
runs its own routes, including organic 
routes in northeast Iowa and southeast 
Minnesota.

While the MontChevré plant is 
somewhat landlocked, the company 
has invested in technology to allow 
it to handle more milk as it becomes 
available. This included building a 
water treatment facility fi ve years ago 
that features an anaerobic digester.

“You can keep growing, but at some 
point you have to deal with the waste,” 
Rossard says. 

Earlier this year, MontChevré fi nal-
ized the design for its new logo.

“We wanted to refresh it and make it 
more current and iconic,” Solandt says. 

At the 2016 World Championship 
Cheese Contest, the company was 
awarded best of class for its 4-ounce 
Sundried Tomatoes and Basil Goat 
Cheese and its Rondin Honey, and silver 
medals for its 2-pound Crumble Plain 
and Cranberry Cinnamon Goat Cheese.

For more information please visit www.dataspecialists.com

MontChevré-Betin Inc.
Rolling Hills Estates, 

California

Key executives: Arnaud Solandt, 
pres.; Jean Rossard, VP & plant mgr.; 
Anna Kyritsis, CFO

Cheese plant: Belmont, Wis. (Fresh 
Goat Cheese logs, Crumbled Goat 
Cheese, Spreadable Goat Cheese, Goat 
Cheese Medallions, Bucheron, Brie, 
Feta, Blue Cheese, Fresh Truffl e & Soft 
Ripened Truffl e Goat Cheese, Fresh 
Organic Goat Cheese, Foodservice 
Packaged Goat Cheese)

Estimated annual cheese produced: 
19 million lbs.

Percentage of sales from cheese: 100%
Market segments for cheese: 45% 

retail; 50% foodservice; 5% ingredients
Website: www.montchevre.com
A look inside: MontChevré-Betin 

Inc., which makes a large variety of 
goat’s milk cheeses at its plant in 
Belmont, Wisconsin, fi rst began mak-
ing cheese in the United States in the 
late 1980s, when a trade embargo kept 
European goat’s milk cheeses from 
making their way to the U.S. market. 

In the beginning, MontChevré 
produced three cheeses: Le Cabrie, 
Chèvre in Blue and Chevriotte — all 
of which are still in production today.

Over the years, the company has 
added a number of other cheeses 
and fl avored varieties to appeal to 
U.S. consumers. The company was 
one of the fi rst to commercially add a 
berry fl avor to its cheese in the early 
1990s, says Arnaud Solandt, president, 
MontChevré.

“At the time it was very innovative,” 
he says.

From Garlic and Herb to Blueberry 
Vanilla varieties, MontChevré now of-
fers more than a dozen fl avors that are 
a great way to introduce someone to 
goat cheese or to add fl are to a meal, 
Solandt says.

In the fall of 2015, the company 
introduced a new seasonal Pumpkin 
Spice goat cheese.

“A lot of stores and restaurants do 

http://www.dataspecialists.com/
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Norseland Inc.
Darien, Connecticut

Ownership: TINE SA, Oslo, Norway
Key executives: John Sullivan, pres. 

& CEO; Linda Karaffa, VP; Carter Califri, 
general mgr.

Cheese plants: Norseland primarily 
imports and markets specialty cheese 
and owns a U.S. facility to produce 
Jarlsberg brand cheese.

Market segments for cheese: 70% 
retail; 30% foodservice

Websites: www.jarlsbergusa.com, 
www.norseland.com

A look inside: Norseland Inc., a U.S. 
subsidiary of Norway-based TINE S.A., 
has had an exciting year, with two new 
partnerships underway.

Last summer, Norseland, the ex-
clusive importer of Jarlsberg cheese 
in the United States, announced it 
has entered into a partnership with 
Caves of Faribault, a subsidiary of 
Swiss Valley Farms and a producer of 
Blue, Gorgonzola and other specialty 
cheeses.

Together the companies will col-
laborate and expand sales outreach 
in the specialty food segment, with 
a stated goal of realizing accelerated 
growth and domain authority within 
this artisan category.

Norseland says its national sales 
force and national distribution network 
will facilitate the expansion of Caves of 
Faribault products to grocers, retailers 
and foodservice channels, and the al-
liance will allow both premium brands 
to collaborate and expand combined 
sales and marketing reach for the entire 
specialty foods industry, benefi ting both 
existing and future customers.

Last fall, Norseland Inc. announced 
it has formed a strategic alliance 
with Couturier North America LLC. 
Effective November 2015, all sales, 
marketing and distribution of Cou-
turier brands including Couturier, 
Merci Chef and Capra, along with 
logistical responsibilities, are handled 
by Norseland for all market segments. 
Couturier has joined Norseland’s group 
of premier specialty brands, namely 
Jarlsberg and Jarlsberg Lite as well 
as Snøfrisk, Ski Queen, Ilchester, Volpi 
American-crafted cured meats, García 
Baquero traditional Spanish cheeses, 
Lotito Gabriella Italian cheese,  Old 
Amsterdam Aged Gouda, and Caves 
of Faribault’s Amablu, Amagorg, St. 
Pete’s and St. Mary’s.

Couturier’s and Norseland’s portfo-
lios of brands, respectively, bring to the 
table a rich history of cheesemaking 
and specialty cheese linked to very 
specialized techniques and processes, 

Norseland says. The new alliance is 
expected to bolster Couturier’s share 
of the U.S. goat cheese market and 
will expand Couturier’s footprint in 
New York state.

Norseland also has grown a robust 
digital and active social media pres-
ence for its Jarlsberg brand cheese, the 
company notes.

“Our fans are very engaged in our 
social media platforms, including Face-
book, Twitter, Instagram and YouTube,” 
says Deborah Seife, general manager of 
marketing, Norseland.

She notes one of the company’s 
most successful campaigns in 2015 was 
its Jarlsberg international campaign, 
“Make a Sandwish,” which asked fans to 

create their own, unique take on their 
favorite meal transformed into a Jarls-
berg “Sandwish.” The company gave 
away a trip to any beach in the world.

Other successful campaigns this 
past year included the Summer Grill-
ing and the Grilled Cheese Challenge 
campaigns, both of which inspired fans 
to create new and exciting Jarlsberg 
side dishes.

“Looking forward in 2016, we expect 
to continue to tout Jarlsberg recipes 
and engage our fans via social media,” 
Seife says.

The company’s new additions to its 
Jarlsberg line include 5-ounce bars 
available in Jarlsberg and Jarlsberg lite. 
Smoked Jarlsberg also is now available 

in a shingle pack.
The company’s successful launch of 

Jarlsberg minis in 2014 resulted in a 
2016 Best Snack Award in Men’s Health
magazine as well as a packaging award 
from Packaging Strategies magazine.

Norseland also has recently launched 
Cheese Crisps, featuring the mild, mel-
low and nutty fl avor of Jarlsberg baked 
into crunchy snacks. The crisps are 
available in four varieties: Chipotle, 
Rosemary & Olive Oil, Garlic & Herb 
and Mediterranean Sea Salt.

In the coming months, Norseland 
says it will be launching new cheese 
items under Snøfrisk, Gabriella Italian 
cheeses and Volpi Foods.

http://www.norseland.com/
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Nuestro Queso LLC
Rosemont, Illinois

Key executives: Mark Braun, CEO; 
Jon Nilson, plant mgr.; Paul Esposito, 
VP, sales; Arturo Nava, marketing dir.

Cheese plant: Kent, Ill. (Ricotta & 
Mozzarella curds, Hispanic Grade A 
cream, Queso Fresco, Queso Quesa-
dilla, Cotija, Oaxaca, Panela, Blanco, 
Para Freir)

Estimated annual cheese produced: 
More than 8 million lbs.

Estimated annual cheese marketed: 
12 million lbs.

Estimated 2015 sales: More than 
$20 million 

Projected 2016 sales: More than 
$20 million

Percentage of sales from cheese: 83%
Market segments for cheese: 41% 

retail; 58% co-packing/private label; 
1% ingredients 

Website: www.nuestroqueso.com

A look inside: In an effort to become 
more recognizable and to communicate 
company ideals to a broader range of 
consumers, Nuestro Queso has unveiled 
a new logo and refreshed its brand. 
Both launched in Whole Foods stores 
followed by other retail chains in the 
Midwest, Atlanta and the East Coast 
in January. 

The new logo replaced the original 
that was created in 2009. Through 
consumer research, Arturo Nava, mar-
keting director, Nuestro Queso, says 
the company found its signature logo 
lacked  readability.

“We have the best quality product 
on the market, but we didn’t look like 
it,” Nava says. “We needed to make sure 

our name is front and center and at the 
same time keep our signature fl ower 
consumers remember us for.” 

The new logo shows a smaller fl ower, 
a larger company name and a green line 
symbolizing freshness. 

In 2015, Nuestro Queso expanded 
its production capabilities, developing 
new fl avored cheeses, new Ricotta and 
new Mozzarella curds, and also installed 
new processing equipment designed to 
provide co-pack and private label cus-
tomers with optional ingredient blends.

In the past year, Nuestro Queso also 
decided to use only rBST-free milk in 
the making of its products.

In addition, the company has intro-
duced the following in the past year: 
Oaxaca shredded strips in 8-ounce, 
24-ounce and 5-pound bags; Crema 
Natural, a 100 percent natural Mexican-
style sour cream, in a 16-ounce size; 
Queso Para Fundir (formerly Du-
ranguense), a quesadilla-style cheese 
available in a 10-ounce round instead of 
a square; Grated Cotija, a Mexican-style 
Parmesan, available in a 5-ounce cup; 
and a new line of Azteca Mexican-style 
cheeses and creams: Fresco, Panela, 
Cotija, Oaxaca, Quesadilla and Mexican 
style cream.

Nuestro Queso received a silver 
medal at the 2015 American Cheese 
Society competition for its Queso Para 
Fundir.

Meanwhile, Nuestro Queso’s SQF 
Level 2 certifi cation for its Kent, Illinois, 
plant was renewed over the past year.

“The SQF Level 2 certification 
validates our food safety program, reaf-
fi rming our commitment as a safe and 
trusted dairy manufacturer of premium 
quality cheese and dairy products,” says 
Mark Braun, CEO, Nuestro Queso. “It 
puts us on par with major dairy manu-
facturers.”

Nuestro Queso shifted to a marketing 
strategy designed for both its co-packing 
business and its branded consumer busi-
ness. This meant increasing business-
to-business marketing efforts to build 
the brand in the co-packing market.

“In our co-packing and private label 
business, our goal is to be known as 
the go-to Hispanic dairy company in 
America,” Nava says. “We plan to make 
this happen by continuing to deliver 
exceptional quality products and by 
spreading the word more about our 
capabilities and advantages.”

Another marketing accomplishment 
this past year includes the redesign of 
its website, which Nava says makes it 
far more informative, visually attractive 
and easier to navigate. 

“The new website does a much better 
job communicating what Nuestro Queso 
has to offer to co-packing clients and to 
consumers,” he says.

Nuestro Queso continues to grow 
its consumer engagement through the 
“Nuestra Cocina” (our kitchen) video 
series, which it shares on social media 
and TV shows. In the video series, the 

SIL
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http://www.nuestroqueso.com/


© 2016 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)

  June 3, 2016 — CHEESE MARKET NEWS®         51     

For more information please visit www.oldeuropecheese.com

Our Exclusive Annual Profile of Who’s Who in the Cheese Business

KEY PLAYERS
Continued from page 50

Turn to KEY PLAYERS, page 52 a

company’s Hispanic Chef Ambrocio 
Gonzalez cooks recipes with Nuestro 
Queso products. 

Another consumer initiative in 
2015 was the “Homenaje a Nuestras 
Madres” (tribute to our moms), which 
recognized Hispanic mothers for their 
contributions to their families.

In January, Nuestro Queso purchased 
BatchMaster enterprise resource plan-
ning (ERP) with SAP Business One as its 
comprehensive ERP solution to improve 
the company’s overall effi ciency and 
gain more effective reporting outputs. 

Baked Brie fl avor offerings available 
in 12-ounce and 15-ounce sizes: Apple 
Cinnamon and Olive Tapenade. The 
company also began offering its fl avored 
Baked Brie in 11-ounce packages in 
clear dome containers. 

“The new dome and lower price 
points have been well received among 
our customers,” Capt says. 

Old Europe Cheese also is developing 
a new Sriracha Triple Crème Layered 
Brie, which Capt says is launching this 
spring. The company continues to inno-
vate its Sliced Brie offerings by adding 
Herb Sliced Brie in April 2016.

Old Europe Cheese received two 
medals from the 2016 World Champi-
onship Cheese Contest: a gold for its 

Natural Smoked Gouda and a silver for 
its Camembert Traditionnel.

Reny Picot was recommended by 
Cook’s Illustrated in June 2015 as the 
highest-ranking domestic Brie made in 
the United States.

Looking at goals for the coming year, 
Balane says the adage of “make new 
friends, but keep the old; one is silver 
and the other’s gold” holds true in busi-
ness. The company is reaching out to 
its customers, asking for input on their 
needs and working with new customers 
to expand its Reny Picot brand of Brie 
in more outlets nationwide. 

“By fulfi lling these simple objectives, 
everyone grows stronger together,” 
Balane says. 

 

Organic Valley/CROPP 
Cooperative

La Farge, Wisconsin

Key executives: George Siemon, 
CEO; Mike Bedessem, CFO; Louise 
Hemstead, COO; Eric Newman, VP, 
sales; Jerry McGeorge, VP, cooperative 

Old Europe Cheese Inc.
Benton Harbor, Michigan

Ownership: Reny Picot ILAS, Ma-
drid, Spain

Key executives: Francois Capt, 
general mgr.; Michael Balane, national 
sales mgr.

Cheese plant: Benton Harbor, Mich.
(Brie, Baked Brie, Camembert, Cam-
embert Traditionnel, Gouda, natural 
smoked Gouda, Edam loaf, Edam balls, 
Fontina, Mantoro, American Morbier)

Estimated annual cheese produced: 
More than 6.5 million lbs.

Estimated 2015 sales: More than 
$26 million

Estimated 2016 sales: Less than 
$26 million due to lower milk prices 
worldwide

Percentage of sales from cheese: 
100%

Market segments for cheese: 45% 
retail; 45% foodservice; 10% ingredients

Percentage of products exported: 
30%

Website: www.oldeuropecheese.com
A look inside: Old Europe Cheese 

Inc. continues its marketing programs 
with an emphasis on new items to ex-
isting customers. Old Europe Cheese’s 
marketing programs are customer spe-
cifi c, so they do not follow a quarterly 
program set in stone. 

“We work with each customer to de-
velop marketing programs that fi t each 
customer’s specifi c requirements,” says 
Michael Balane, national sales manager, 
Old Europe Cheese. “A cookie cutter 
approach on marketing only benefi ts 
the supplier and not our customers or 
their patrons.”

In July 2015, Old Europe Cheese 
added automated packaging equipment 
for 8- and 16-ounce Brie. 

“The new equipment allowed Old 
Europe Cheese to increase packing ef-
fi ciency and improved the visual aspect 
of the product,” says Francois Capt, 
general manager, Old Europe Cheese.

Old Europe Cheese added two new 

Proudly Hand-Crafted by Old Europe Cheese
1330 East Empire Avenue • Benton Harbor, MI 49022 • 269.925.5003 • www.OldEuropeCheese.com

A Rich Tradition of Gourmet CheesesCamembert Traditionnel – SILVER

Natural Smoked Gouda – GOLD

Old Europe Cheese is proud to
announce the addition of Gold and

Silver medals to our vast collection of
awards from the prestigious World
Championship Cheese Contest. 

As with all of our cheeses, tradition,
flavor and quality come together to
create these 2016 winners. All of our
award-winning cheese are made under
the same strict guidelines:

• Using Only The Freshest Milk
• Carefully Hand-Crafted
• Made By Award-Winning Cheese Makers
• Delectable Flavors in a Variety of Sizes

Old Europe Cheese is nestled between the
pristine waters of Lake Michigan and the
rolling hills of the Michigan wine
country. Our esteemed cheese makers
have been hand-crafting specialty cheese
and baked Brie under the Reny Picot
brand since 1987. During this time, the
Reny Picot brand has grown from a
handful of cheeses to an ever expanding
line-up of specialty productions.

Gold and Silver 
Never Tasted 

So Good!

http://www.oldeuropecheese.com/
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affairs; Theresa Marquez, mission exec.; 
Lewis Goldstein, VP, brand marketing; 
Travis Forgues, VP, farmer affairs; 
Jim Wedeberg, pool director; Melissa 
Hughes, government affairs dir. & gen-
eral counsel

Cheese plants: Organic Valley part-
ners with 34 production and processing 
facilities located throughout Wisconsin, 
Minnesota, Illinois, California, Idaho, 
Ohio, Pennsylvania and South Dakota 
to produce organic cheeses to the com-
pany’s specifi cations. Organic Valley 
operates its own cheese cut and wrap 
facility in La Farge, Wisconsin, where it 
converts items. In addition, Organic Val-
ley imports organic cheddar from OMSCo 
organic dairy cooperative in England. 
The cheese is sent to La Farge for cutting 
and wrapping and marketed by Organic 
Valley under the Kingdom brand.

Estimated annual cheese produced: 
14.7 million lbs. hard dairy (cheese); 2.5 
million lbs. cream cheese; 3.3 million 
pounds cottage cheese

Estimated annual cheese marketed: 
12.1 million lbs. hard dairy (cheese) 
(shipped); 2.3 million lbs. cream cheese; 
3.1 million pounds cottage cheese

Estimated 2015 sales: $1.04 billion 
Projected 2016 sales: $1.02 billion 
Percentage of sales from cheese: 10%
Market segments for cheese: 72% 

retail; 2% foodservice; 26% ingredients
Percentage of products exported: 1% 
Website: www.organicvalley.coop
A look inside: In December, Organic 

Valley reached a milestone $1.04 billion 
in sales, a record for the cooperative 
that also makes it the fi rst billion-dollar, 
organic-only food company.

“As we move into 2016, Organic Val-

ley is stronger than ever; $1.04 billion 
in annual sales is phenomenal, and we 
should celebrate our part in the growth of 
organic agriculture,” says Arnie Trussoni, 
Organic Valley board president. 

This past year, Organic Valley de-
veloped a partnership with an organic 
cooperative in England, Organic Milk 
Suppliers Cooperative (OMSCo), to 
create and import three new cheeses 
under the Kingdom Cheddar brand. The 
cheeses are hand-cheddared and made 
with USDA-certifi ed organic milk from 10 
small farms in England, the birthplace of 
Cheddar. The cheeses then are sent to La 
Farge, Wisconsin, for cutting, wrapping 
and marketing by Organic Valley. They 
come in three varieties: Sharp Cheddar, 
Carmelized Onion and Cracked Black 
Pepper.

“It’s the only authentic and organic 
British Cheddar available in the U.S.,” 
says Andrew Westrich, brand manager, 
Organic Valley. “Like Organic Valley, 
(OMSCo is) a farmer-owned cooperative. 
And the way cooperatives work together 
is that they become members in each 
other’s co-op. We’re really excited about 
our growing line of quality cheeses like 
Kingdom.”

Last August, Organic Valley added 
to its line of Grassmilk fl uid products 
and Cheddar cheeses with the launch 
of new Grassmilk yogurt, an artisanal, 
small-batch, cup-set yogurt made from 
100-percent grass-fed organic milk.

“That means it’s made from the 
milk of cows that are never fed grain,” 
Westrich says. “This gives the yogurt a 
wonderful seasonal fl avor and a complex-
ity that’s being compared to the terroir 
of fi ne wine, coffee or cocoa. Grassmilk 
has also been shown to have higher lev-
els of omega-3 and CLA, the ‘good fats’ 
that come from organic, full-fat dairy. 
So that’s why consumers are seeking 

out more 100-percent grass-fed dairy.”
In February, Organic Valley launched 

Good to Go, a line of adult single-serve 
milk in lowfat white and chocolate variet-
ies. Westrich says this helps the coopera-
tive meet consumer demand for a more 
premium organic product in convenient 
packaging available in the grab-and-go 
coolers at gas stations and drug stores. 
This follows the same strategy as last 
year’s introduction of Organic Valley’s 
ready-to-eat cheese snacks for adults.

In April, the cooperative launched 
French Vanilla and Hazelnut Flavored 
Half & Half.

“All of these products are available 
in natural and mainstream grocery 
channels, and we’re growing distribu-
tion especially in convenience channels 
with the ready-to-eat and ready-to-drink 
lines,” Westrich notes.

This spring, Organic Valley launched 
a “Real Morning Report” campaign for 
its Organic Balance milk protein shake 
targeting active women who don’t have 
time for breakfast. This follows last 
year’s “Save the Bros” campaign for 
its Organic Fuel milk protein recovery 
shake. Westrich says the cooperative 
plans to give extra marketing support 
this coming year to its Snack Sticks and 
Grassmilk cheese line, where there is 
growing consumer interest.

Organic Valley’s Grassmilk raw Ched-
dar won awards this past year at the Los 
Angeles International Dairy Competition 
as well as at the World Cheese Awards 
in England. Among other awards high-
lights this past year were second-place 
awards at the 2015 American Cheese 
Society (ACS) contest for Organic Val-
ley’s Pasture Butter, Salted Butter and 
Kickapoo Blue Cheese, and third-place 
awards at the ACS contest for its Euro-
pean Cultured Butter and Pepper Jack 
Cheese. Organic Valley’s line of organic 

cheeses also won a 2016 Natural Choice 
Award in the Organic Food category from 
Whole Foods Magazine.

Westrich emphasizes that even 
though it is the fi rst all-organic brand to 
reach $1 billion in sales, Organic Valley’s 
mission always has been to serve small 
family farms and help sustain rural com-
munities. In 2015, the cooperative was 
able to pay its farmers the highest they’ve 
ever been paid for their organic milk.

“That’s because more than 80 percent 
of Americans see value in buying organic 
food that they can feel good about feeding 
their families,” Westrich says. “Organic 
is no longer a niche or a trend. It’s a 
real choice that Americans want at the 
grocery store, and our challenge will 
be to continue meeting that demand 
while trying to grow the organic supply 
sustainably and responsibly.”

Pacific Cheese is a leading provider of consolidation, import-export 
and manufacturing services. We blend a tradition of superior customer 
service, state-of-the-art technology and broad market access with 
extensive product availability. By providing a critical link between  
manufacturer, wholesaler and retailer, Pacific Cheese is a leader  
in custom product management.

Manufacturing  
& Processing
 Organic  Kosher  
 Custom Cheese Production

Contract Marketing
 Trading Programs  
 Support Services  
 Out-Sourcing

Packaging & Shredding
 Foodservice  Deli  

Importing &  
Exporting Services
 Container Sharing 
 Conversion

Consolidation &  
Logistical Support
 Customized 
 Complete

PACIFIC CHEESE COMPANY    21090 Cabot Boulevard  P.O. Box 56598 Hayward, CA 94545-6598 
Phone: (510) 784-8800 Fax: (510) 784-1053 Website: www.pacificcheese.com

Pacifi c Cheese Co. Inc.
Hayward, California

Key executives: Steve Gaddis, pres. & 
CEO; Dale Tate, CFO; Tony Ricker, pres., 
retail sales division; Bob Leonard, exec. 
VP, international sales division; Peter 
V. Ernster Jr., sr. VP, foodservice sales 
division, George Cornell, VP, industry 
relations 

Cheese plants: Hayward, Calif. (cor-
porate offi ce, distribution); Reno, Nev.; 
Amarillo, Texas (both include Cheddar, 
Monterey Jack, Mozzarella, blended 
shreds, loaves & chunks for foodservice 
& retail; Reno plant includes processed 
cheese)

Website: www.pacifi ccheese.com
A look inside: Pacifi c Cheese Co. 

Inc. continues to invest in its people, 
equipment and technology to expand 
its manufacturing capabilities and 
production capacity. 

State-of-the-art manufacturing ca-
pabilities and cutting-edge packaging 
innovations enable the company to 
deliver an exceptional variety of cheese 
for foodservice and retail environments, 
says Steve Gaddis, president and CEO, 
Pacifi c Cheese.

This year, Pacifi c Cheese continues 
to make signifi cant investments in its 
production facilities located in Reno, 
Nevada, and Amarillo, Texas, he says.

In Reno, Pacifi c Cheese added new, 
more effi cient shredding machines, 
which has doubled capacity for high-
speed cheese shredding for foodservice 
and bulk items for domestic and inter-
national sales, Gaddis says.

In Amarillo, Pacifi c Cheese added 
a new high-speed line for Parmesan 
shredding, deli cubes and dicing, he 
adds.

http://www.pacificcheese.com/
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Pacifi c Cheese offers a one-stop shop 
for top-quality cheeses at a great value, 
Gaddis notes. The company’s product 
line includes natural and processed 
commodity cheeses, specialty and ar-
tisan varieties, international imports 
and popular Hispanic-style cheeses.

Pacifi c Cheese also offers a complete 
range of cheese categories: fresh and 
soft-ripened cheeses such as Ricotta 
and Brie, blue-veined cheeses like tradi-
tional Blue and Gorgonzola, Pasta Filata 
cheeses like Mozzarella and Provolone, 
and semi-hard and hard cheeses such 
as Cheddar and Parmesan — all in a 
variety of cut styles.

Pacifi c Cheese last summer rolled 
out new 1-pound resealable stand-up 
packaging for its Cave-Aged Pacifi c 
Blue Crumbles, currently available 
throughout Texas at Costco.

In addition to conventional cheeses, 
Pacifi c Cheese offers organic, kosher 
and rBST-free cheese.

When it comes to quality, Pacifi c 
Cheese is committed to achieving the 
industry’s highest food safety standards, 
Gaddis notes. Pacifi c Cheese recently 
re-certifi ed SQF Level III in all of its 
manufacturing facilities.

brand and reaching out to customers 
interested in creating custom blends 
under a private label,” she says. 

Pine River Pre-Pack has introduced 
a new Pimento Spread, a sweet and 
tangy dip that pairs well with veg-
etables or chips, Lindemann says. The 
spread was highlighted at the 2015 PGA 
Championship in Kohler, Wisconsin, 
as a topping for the signature Pimento 
Hamburger, she adds.

Pine River Pre-Pack has a strong 
presence in the private label industry, 
Lindemann notes. The company offers 
a 7- and 8-ounce no label line of cold 
pack cheese spreads that are a great 
option for small and medium-sized 
customers that are looking to add their 
own identity to the reputable products 
made by Pine River, she says.

Pine River Pre-Pack continued to 
garner awards for its products this past 
year. At this spring’s World Champion-
ship Cheese Contest, Pine River swept 
the Cold Pack Cheese Foods class, 
earning gold, silver and bronze medals 
for its Swiss & Almond Cold Pack, Aged 
Asiago and Garlic & Herb cold pack 
cheese foods, respectively.

Pine River Pre-Pack also swept the 
Cold Pack Cheese Food and Cheese 
Spread class at last fall’s World Dairy 
Expo Championship Dairy Product 
Contest with its Port Wine, Swiss & 
Almond and Aged Asiago cold pack 
cheese foods.

At last summer’s American Cheese 
Society competition, Pine River’s Port 
Wine and Pepper Jack cold pack cheeses 
earned silver medals, and its Chunky 
Bleu Cold Pack Cheese Spread earned 
a bronze medal.

Pine River Pre-Pack also continues 
its focus on strengthening its food safety 
system and is seeking to achieve SQF 
Level 3 certifi cation, Lindemann says.

Year Aged Cheddar, Soba Ale Cheddar, 
Chocolate Stout Cheddar, Hopyard 
Cheddar, Organic La Di Da Lavender 
Cheddar, Cacow Belle Cheddar, Pistol 
Point Cheddar, Organic Cheddar curds, 
pesto curds, garlic curds, jalapeño 
curds, chipotle curds)

Estimated annual cheese produced: 
500,000 lbs.

Estimated annual cheese marketed: 
475,000 lbs.

Percentage of sales from cheese: 90%
Market segments for cheese: 60% 

retail; 40% foodservice
Percentage of products exported: 8% 
Website: www.roguecreamery.com
A look inside: With the purchase last 

year of a new dairy farm to increase its 
milk volume and fulfi ll its owners’ 15-
year dream of making all of its cheeses 
organic, Rogue Creamery is now transi-
tioning its production of several of its 
best-selling cheeses to USDA certifi ed 
organic, says Francis Plowman, director 
of marketing, Rogue Creamery.

Plowman notes Rogue Creamery 
this year is focusing on sales of its key 
items — including Oregon Blue, Smokey 
Blue and Caveman Blue — while manu-
facturing its other wide assortment of 
cheeses with a made-to-order approach. 
The creamery anticipates annual sales 

growth of 10 percent in 2016, he adds.
To keep up with increasing demand, 

Rogue Creamery last year started pro-
ducing milk at its own dairy, 75-acre 
Palace Dairy Farms, in Grants Pass, 
Oregon, about 25 miles north of the 
creamery’s location in Central Point, 
Oregon. Rogue Creamery is in the pro-
cess of a full conversion to organic at 
the new dairy, a process that will take 
about two years, Plowman says.

Rogue Creamery recently brought 
on a robotic milking system at the new 
dairy, Plowman notes. 

“AMS or Automatic Milking System 
has become quite a Southern Oregon 
tourist attraction in its own right,” 
Plowman says.

Plowman says in late 2015, Rogue 
Creamery opened a second cheese 
shop, known as the Farm Stand, at the 
dairy farm, so customers can fi nd all 
their favorite handmade cheeses at 
the original cheese plant location and 
at the dairy. 

Rogue Creamery also is working 
toward a goal to become self-sustainable 
energy-wise by 2021, Plowman notes. 
As part of this plan, the company is 
operating three separate solar power 
projects, two in Central Point and the 

Pine River Pre-Pack Inc.
Newton, Wisconsin

Key executives: Phil Lindemann, 
pres. & CEO; Barth Lindemann, trea-
surer; Ian Behm, operations mgr., qual-
ity assurance & SQF practitioner; Mary 
Lindemann, secretary & dir., marketing

Cheese plant: Newton, Wis. (cold 
pack cheese food)

Percentage of sales from cheese: 80%
Market segments for cheese: 94% 

retail; 1% foodservice; 5% ingredients
Website: www.pineriver.com
A look inside: Pine River Pre-Pack 

Inc. has recently rolled out new addi-
tions to its award-winning family of cold 
pack cheese spreads.

Pine River’s new no preservative 
gourmet line of cheese spreads are 
crafted with Wisconsin Grade A Ched-
dar and debuted in March at the 2016 
Northwest Foodservice Show in Seattle. 
The product will be available for sale 
this summer.

Mary Lindemann, marketing direc-
tor, Pine River Pre-Pack Inc., notes 
that the company has expanded its 
distribution to the West Coast, which 
has been instrumental to recent growth 
for Pine River.

“Over the past year, Pine River 
exhibited at numerous food shows 
nationwide, promoting the Pine River 

• Four Generations of Experience
• Innovative Flavor Development
• SQF Level II Certified
• Award Winning Taste and Texture

Offering a Full Flavor Line:

• PRIVATE LABEL • RETAIL • FOOD SERVICE

Pine River Pre-Pack, Inc.
10134 Pine River Road  •  Newton,WI   53063

PH: 800 722 4217 • FAX: 800 927 5645
pineriver.com

• Aged Asiago
• Chunky Bleu
• Dairy Fudge
• Garden Vegetable
• Garlic & Herb
• Ghost Pepper
• Horseradish
• Hot Habanero
• Jalapeno

• Pepper Jack 
• Pimento
• Port Wine
• Sharp Cheddar
• Smokey Bacon
• Spicy Beer
• Swiss & Almond
• Toasted Onion

SWISS & ALMOND  
GOLD MEDAL

2016 World Champion

AGED ASIAGO  
SILVER MEDAL

2016 World Champion

GARLIC & HERB  
BRONZE MEDAL

2016 World Champion

pineriverprepack          @PRColdPack          PRColdPack 

For more information please visit www.pineriver.com

Rogue Creamery
Central Point, Oregon

Key executives: Cary Bryant, co-
owner & CEO; David Gremmels, co-
owner & pres.; Francis Plowman, dir., 
marketing; Craig Nelson, plant mgr.; 
Jason Garcia, lead cheesemaker; Tyler 
Bare, fi nancial controller 

Cheese plant: Central Point, Ore., 
including cut & wrap operation (aged 
& fl avored milled, handmade Cheddars, 
handmade Cheddar curds, TouVelles & 
Blues: Organic Oregon Blue, Organic 
Oregonzola, Organic Crater Lake Blue, 
Rogue River Blue, Echo Mountain Blue, 
Smokey Blue, Caveman Blue, Organic 
Flora Nelle Blue, Brutal Blue, Organic 
Tolman Blue, Blue Heaven Blue cheese 
powder, Organic Cheddar, Organic 1 

http://www.pineriver.com/


© 2016 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)

54     CHEESE MARKET NEWS® —  June 3, 2016

Our Exclusive Annual Profile of Who’s Who in the Cheese Business

KEY PLAYERS
Continued from page 53

Turn to KEY PLAYERS, page 55 a

newest one at the dairy. The solar voltaic 
panels currently provide approximately 
50 percent of the creamery’s energy.

Rogue Creamery continues with its 
Nellie Green Pedal Power Program, 
where team members get a monthly 
incentive if they bike, walk, carpool, 
use public transportation or use a 
vehicle getting 50 miles per gallon or 
greater. The required commitment is to 
commute to work 45 round trips (or 90 
one-way trips) during a one-year time 
period. The federal energy department 
set a standard of 45 commutes regard-
less of distance, so Rogue Creamery uses 
those guidelines also, Plowman notes. 
More than half of the creamery’s 43 
team members are Nellie Green Bike 
Commuters.

Rogue Creamery was recognized 
this past year as one of the “Best Green 
Companies” in Oregon. The creamery 
has been ranked by Oregon Business 
magazine in its list of 100 Best Green 
Companies for six years consecutively, 
Plowman says. In addition, the creamery 
was a key signer of the 2015 Oregon 
Business Climate Declaration.

“It was another exceptional year for 
us in terms of awards,” adds Plowman, 
noting that in addition to sustain-
ability recognition, Rogue Creamery 
performed well on the cheese contest 
circuit, winning fi rst-place awards at the 
2016 Good Food Awards. In addition, the 
creamery’s Smokey Blue received a gold 
medal and its Rogue River Blue received 
a silver medal in their respective classes 
at the American Cheese Society com-
petition last summer. Smokey Blue also 
received a silver medal at this spring’s 
World Championship Cheese Contest.

Rogue Creamery introduced two new 
cheeses this past year: Organic Tolman 
Blue and Brutal Blue. Organic Tolman 
Blue is available in a 1-pound wheel, and 
Brutal Blue is a particularly fl avorful 
and piquant blue that is available in 
limited quantities as a 5-pound wheel, 
Plowman says. 

Rogue Creamery this spring hosted 
the 12th annual Oregon Cheese Festival 
in March. The event featured classes, 
tastings and a special “Meet the Chee-
semakers and Winemakers” dinner. The 
dinner was held for the benefi t of the 
non-profi t Oregon Cheesemakers Guild. 
Each course spotlighted a cheese made 
by one of the festival’s artisans, paired 
with a local wine or beer.

Estimated annual cheese produced: 
11 million lbs.

Estimated annual cheese marketed: 
40 million lbs.

Percentage of sales from cheese: 80%
Market segments for cheese: 25% 

retail; 60% foodservice; 15% ingredients
Percentage of products exported: 4%
Website: www.rumianocheese.com
A look inside: This past year, Ru-

miano Cheese Co. built a lactose plant 
in Crescent City, California, to manufac-
ture dried edible lactose. Joby Rumiano, 
operations manager, Rumiano Cheese, 
says the company wanted to create 
marketable material with its byproduct.

The lactose plant uses the byproduct 
from the whey protein plant, which 
opened in Crescent City in 2011. 

“When we opened the whey protein 
plant, our next goal was to open the 
lactose plant,” Rumiano says. “We 
researched it intensely for four years.”

Also in 2015, Rumiano Cheese intro-
duced its Rumiano Family Organic Fon-
tina, Rumiano Family Organic Gouda, 
Rumiano Family Organic Provolone 
and Rumiano Family Organic Chipotle 
Cheddar in both an 8-ounce bar and a 
6-ounce slice pack. The products are 
available at local co-ops and health food 
stores, Natural Grocers, Whole Foods, 
Sprouts and Earth Fare.

Rumiano Cheese says it continues to 
market its products through social me-
dia and select media channels. In 2016, 
the company will focus marketing plans 
on growing the Rumiano Family Organic 
product line to include Rumiano Family 
Organic Butter and Rumiano Family 
Organic Shredded Cheese varieties. 

Rumiano Cheese also will continue 
to improve its facilities and create ef-
fi ciencies by investing in technology 
and its employees in the coming year.

“Sustainability is a goal of Rumiano 

Cheese, and we will continue to make 
improvements to utilize all of our re-
sources in ways to have minimal impact 
on the environment,” Rumiano says. 
“Using reverse osmosis has allowed 
Rumiano Cheese to create reusable 
water to use for cleaning purposes in its 
Crescent City facility. The goal is to cre-
ate all cleaning water through reverse 
osmosis and condensation return.”

The company received a gold medal 
at the 2015 American Cheese Society 
competition for its Organic Unsalted 
Butter and a bronze medal for its Dry 
Jack.

At the 2015 California State Fair, 
Rumiano received silver medals for its 
Rumiano Family Organic Colby, Dry 
Jack and Pepato Dry Jack and bronze 
medals for its Rumiano Family Organic 
Pepper Jack, Rumiano Family Organic 
Mild Cheddar and Rumiano Family 
Organic Smoked Mozzarella.

•
•

•

•

•
•

•

•

For more information please visit www.relco.net

Rumiano Cheese Co.
Willows, California

Key executives: Baird Rumiano, 
pres.; John Rumiano, VP

Cheese plants: Crescent City, Calif. 
(Cheddar, Colby, Monterey Jack, part 
skim Mozzarella, whole milk Mozzarella, 
Pepper Jack, Habanero Jack, Garlic 
Jack, Pesto Jack, Mediterranean Jack, 
Chipotle Cheddar, Fontina, Havarti, 
Provolone, Gouda, Asiago, Romano, 
Parmesan, Dry Jack, Pepato Dry Jack, 
European Style Butter, processing 
cream, WPC-80, dried edible lactose); 
Willows, California (cut & wrap, bulk, 
slicing, chunking, co-packing, private 
label)

Saputo Inc.
Saint-Léonard, Québec

Key executives: Emanuele (Lino) 
Saputo, chairman of the board; Lino 
A. Saputo Jr., CEO & vice chairman 
of the board; Louis-Philippe Carri-
ère, CFO; Dino Dello Sbarba, pres. & 
COO; Gaétane Wagner, chief human 
resources offi cer; Kai Bockmann, pres. 
& COO, Dairy Division (International); 
Terry Brockman, pres. & COO, Cheese 
Division (USA); Paul Corney, pres. & 
COO, Dairy Foods Division (USA); Carl 
Colizza, pres. & COO, Dairy Division 
(Canada)

Dairy plants: Cheese Division (USA) 
— South Gate, Calif.; Tulare, Calif. (3); 
Newman, Calif.; Big Stone City, S.D.; 
Almena, Wis.; Green Bay, Wis.; Fond 
du Lac, Wis.; Lancaster, Wis.; Lena, 
Wis.; Monroe, Wis.; Reedsburg, Wis.; 
Waupun, Wis.; Black Creek, Wis. (Moz-
zarella, Provolone, String, Parmesan, 
Romano, Asiago, Fontinella, Gorgon-
zola, Cheddar, Edam, Colby, Colby Jack, 
Fontina, Monterey Jack, Pepper Jack, 
Muenster, Lorraine, Fresh Frozen Moz-
zarella, snack sticks, goat cheese, WPC-
80 instant and non-instant, WPC-34, dry 
sweet whey, acid whey, deproteinized 
whey powder, lactose, supervised ko-
sher, shredding, cutting & packaging)

Dairy Foods Division (USA) — Gus-
tine, Calif.; Sulphur Springs, Texas; 
White Bear Lake, Minn.; Decatur, Ala; 
Murray, Ky.; Newington, Conn; Fred-
erick, Md.; Fraser, N.Y. (ice cream 
mix, specialty beverages, half & half, 
whipping cream, dairy creamer, aerosol 
whipped topping); Tulare, Calif; Friend-
ship, N.Y. (cottage cheese, sour cream, 
buttermilk, dry curd, Farmers cheese)

Dairy Division (Canada) — Abbots-
ford, British Columbia; Burnaby, British 
Columbia; Courtenay, British Columbia; 

http://www.relco.net/
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Calgary, Alberta; Edmonton, Alberta; 
Red Deer, Alberta; Saskatoon, Saskatch-
ewan; Brandon, Manitoba; Georgetown, 
Ontario; Orangeville, Ontario; Ottawa, 
Ontario; Tavistock, Ontario; Trenton, 
Ontario; Mont-Laurier, Quebec; Plessis-
ville, Quebec; Saint-Hyacinthe, Quebec; 
Saint-Léonard, Quebec; Saint-Raymond 
de Portneuf, Quebec; Saint John, New 
Brunswick; Dartmouth, Nova Scotia; 
Mount Pearl, Nova Scotia; Sydney, Nova 
Scotia (wide variety of cheeses includ-
ing Mozzarella & Cheddar, specialty 
cheeses such as Ricotta, Provolone, 
Parmesan, Feta & Havarti, fi ne cheeses, 
such as Brie & Camembert, other fi rm 
cheeses including Brick, Colby, Farmer, 
Muenster & Monterey Jack, goat cheese 
as well as fresh curd & processed chees-
es. Saputo also produces and markets 
fl uid milk, cream, yogurt, sour cream & 
cottage cheese. In addition, Saputo sells 
cheese products under private labels 
and produces butter, powdered milk 
& evaporated milk, ice cream mixes & 
a number of dairy ingredients derived 
from its cheese production, including 
whey powder, lactose & whey protein.) 

Dairy Division (Argentina) — (2) 
(wide variety of soft, semi-soft, hard & 
grated cheeses, as well as butter, cream, 
milk powder & dairy ingredients)

Total company sales (for fi scal year 
ended March 31, 2015): C$10.658 billion

Total U.S. sales (for fi scal year 
ended March 31, 2015): C$5.280 billion

Market segments: 50% retail; 38% 
foodservice; 12% industrial

Website: www.saputo.com
A look inside: Saputo Inc., a publicly-

traded company in Canada with signifi -
cant U.S. holdings, produces, markets 
and distributes a wide array of dairy 
products including cheese, fl uid milk, 
extended shelf-life milk and cream 
products, cultured products and dairy 
ingredients. It is one of the top 10 dairy 
processors in the world, as well as the 
largest cheese manufacturer and the 
leading fl uid milk and cream processor 
in Canada. In the United States it ranks 
among the top three cheese producers 
and is one of the largest extended shelf-
life and cultured products companies.

The company has grown over the last 
decade through numerous acquisitions.

Of note this past year was Saputo’s 
acquisition of Woolwich Dairy. The 
purchase price of C$80 million, on a 
debt-free basis, was paid in cash at 
closing this past fall.

Woolwich generates annual rev-
enues of approximately C$70 million, 
Saputo says. It produces, distributes, 
markets and sells goat cheese in Canada 
and the United States. Woolwich is a 
leading manufacturer of branded and 
private label goat cheese for the North 
American market. Its brands include 
Woolwich Dairy, Chevrai and Whole-
some Goat. 

GET ON 
 BOARD.

Every cheese has a story. However, no one else has a story quite like ours. 
Our award-winning cheeses are crafted by artisans, ensuring the highest 
quality that not only meets your expectations, but appeals to the changing 
tastes of your customers.

NEW 
items!

Visit us 
in booth 

#4615
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owned by Saputo Cheese USA Inc. Salemville®, Nikos®, Joan of Arc®, Organic Creamery®, King’s Choice® and 
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Embrace your inner artisan.
SAPUTOSPECIALTY.COM   |   1-800-824-3373

In May 2015, Warrnambool Cheese 
and Butter Factory Company Holdings 
Ltd. acquired the everyday cheese busi-
ness of Lion-Dairy & Drinks Pty Ltd. 
in Australia, which is consistent with 
Saputo’s stated strategy of investing in 
Warrnambool to accelerate its growth 
in Australia. Warrnambool and the 
fl uid milk operations of Scotsburn Co-
Operative Services Ltd., both acquired 
in 2014, benefi ted from integration with 
Saputo operations during the year.

The company has continued to 
strengthen its operations through a 
focus on effi ciencies, says Lino A. Saputo 
Jr., CEO and vice chairman of the board. 
This has been pursued in two ways: by 
fi nding and implementing effi ciencies 
for cost and time savings, and by mak-
ing strategic changes to operations for 
short- and long-term gains in production 
capability, product distribution and 
export capacity.

To that end, in March the company 
announced it is closing three of its 
facilities in Canada, in Sydney, Nova 
Scotia, Princeville, Quebec, and Ottawa, 
Ontario. The closures are scheduled in 
June 2016, August 2016 and December 
2017, respectively. The current pro-
duction will be integrated into other 
Saputo facilities. In all, approximately 
230 employees will be impacted. These 
employees will be provided with sever-
ance and outplacement support and 
some will be offered the possibility of 
transferring to other Saputo locations, 
the company says.

In relation to these changes, the 
company says it intends to add approxi-
mately C$32 million in new fi xed assets 
in other Saputo facilities over the course 
of the next two fi scal years as part of 
normal capital expenditure planning. 
Costs connected with the closures will 
be approximately C$23 million after 
taxes, which include an after tax fi xed 
assets write-down of approximately $19 
million. These costs will be recorded in 
the fourth quarter of fi scal 2016. Annual 
savings after taxes should commence in 
fi scal 2017 and gradually increase over 
the next two fi scal years, reaching ap-
proximately C$7 million in fi scal 2019, 
the company adds.

Saputo says that in its U.S. busi-
ness, depressed selling prices in the 
international dairy ingredient market 
are expected to put downward pres-
sure on margins, and the company will 
continue to focus on controlling costs 
and increasing effi ciencies.

The company will continue to focus 
on the implementation of its business 
model within the U.S. Dairy Foods Divi-
sion, including its philosophy of being a 
low-cost processor. The U.S. sector will 
continue to focus on possible synergies 
stemming from the company’s national 
manufacturing and distribution foot-
print. In addition, the sector intends 
to capitalize on investments made 
to its existing network in an effort to 
provide new capabilities and enable 
future growth. 

New products and sizes have in-
cluded Organic Creamery Organic Light 
String Cheese available in six 1-ounce 
individual portions in a 6-ounce bag 
and Great Midwest Cranberry Cheddar 
Cheese, a Wisconsin White Cheddar 
with dried cranberries, available in a 
two 5-pound loaf offering. 

Saputo Cheese USA also introduced 
Cheesemaker’s Reserve, a new line that 
contains a variety of both imported and 
domestic specialty cheese offerings. 

Operators who order Cheesemaker’s 
Reserve receive nine cheeses along with 
pairing ideas to assist them in building 
on-trend menu offerings. The cheeses 
are: Stella Asiago Cheese (Aged 12 
months); Great Midwest White Ched-
dar and Cranberry Cheese; Stella Gor-
gonzola Cheese (Aged 90 days); Great 
Midwest Morel and Leek Jack Cheese; 
Black Creek Aged Yellow Cheddar 
Cheese (Aged 3 years); Stella Fontinella 
Cheese (Aged 2 months); Chevrion Goat 
Cheese; Salemville Smokehaus Blue 
Cheese (Aged 60 days); and El Cortijo 
Manchego Cheese. 

Other newer products include 
Stella Fresh Mozzarella in 8-ounce and 
16-ounce logs, Salemville Vintage Blue, 
Great Midwest Applewood Smoked 
Gouda, Great Midwest Variety Cheese 

Tray and Joan of Arc Goat Cheddar 
slices and shreds.

The company has won many awards 
over the past year.

At the 2015 World Cheese Awards 
held in England, Saputo Specialty 
Cheese, based in Richfi eld, Wiscon-
sin, won a super gold for its Reserve 
Blue, silver medals for Colby Jack and 
Liederkranz, and bronze medals for 
Gorgonzola, Colby, Vintage Blue, Aged 
Asiago and Smokehaus Blue. Saputo 
Cheese USA, Lincolnshire, Illinois, also 
won a bronze for Stella Blue.

In addition, Saputo Specialty Cheese 
swept the top three awards in the Blue-
Veined Cheese class at the Wisconsin 
State Fair.

Saputo’s sweet whey powder and 
whey permeate were both fi rst-place 
winners for the company at the 2015 
World Dairy Expo competition, and the 
company’s whey protein concentrate 
(WPC)-34 percent and WPC 80-per-
cent instant received seconds in their 
classes.

Flavored cheeses did well for the 
company in the 2015 World Dairy Expo 
competition with Mediterranean Feta 
placing third in its class and Mango 
Fire Cheddar made for Saputo also 

http://www.saputospecialty.com/
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receiving a third-place award. Black 
Creek Cheddar Cheese with Parmesan 
Notes also placed second in its class and 
Black Creek Double Smoked Cheddar 
placed third.

At the American Cheese Society 
competition last summer, Saputo Dairy 
Products Canada G.P., Montreal, won a 
fi rst-place award for Smoked Cacioca-
vallo. Saputo’s Mozzarina Mediterraneo 
picked up a second-place award as did 
Great Midwest Habanero Jack. Black 
Creek Colby picked up a third-place 
award.

Additionally, Saputo says NikosFeta.
com received a platinum award at 
the 2016 AVA Digital Awards and the 
company’s Great Midwest brand was 
an award winner at the 2016 American 
Packaging Design Awards. Organic 
Creamery Goat Cheese also was a winner 
of a 2016 Clean Choice Award.

Saputo announced in April that next 
year the company will experience a 
management change. Dino Dello Sbarba, 
the company’s president and COO, will 
retire effective April 1, 2017, after 27 
years with the company. Kai Bockmann, 
currently president and COO of Saputo’s 
International Sector, will succeed Sbarba. 
Bockmann also will continue in his cur-
rent role in addition to his new role.

Sargento Foods Inc.
Plymouth, Wisconsin

Key executives: Louie Gentine, CEO; 
George Hoff, exec. VP & CFO; Mike 
McEvoy, exec. VP, operations; Karri 
Neils, exec. VP, human resources; Kristi 
Jankowski, exec. VP, new product in-
novation; Jeremy Behler, sr. VP, fi nance 
& strategy

Cheese plants: Plymouth, Wis. (cut & 
wrap; shredded, sliced & snack cheese); 
Kiel, Wis. (cut & wrap; shredded, sliced 

& snack cheese; battered & breaded 
cheese); Hilbert, Wis. (cheese sauces, 
dips & snacks)

Estimated 2015 sales: $1.3 billion
Percentage of sales from cheese: 100%
Website: www.sargento.com
A look inside: This past year, Sar-

gento Foods Inc. began construction on 
three major expansion projects.

In January 2015, the company an-
nounced its plans to add 80,000 square 
feet to its existing production facility in 
Kiel, Wisconsin. Construction began in 
2015 with occupancy expected by late 
2016. 

The Kiel plant opened in 1993 on a 
40-acre site. It was expanded by 40,000 
square feet in 2000 and 60,000 square 
feet in 2007. 

The latest expansion will include 
additional space for production, stor-
age and employee facilities, including 
a health and wellness center and an 
increased locker area to accommodate 
720 employees. The plant currently 
employs 540 people.

In March 2015, Sargento fi nalized 
its building design and moved into the 
construction phase for an expansion to 
its existing technical center in Elkhart 
Lake, Wisconsin. 

The Elkhart Lake site was one of 
Sargento’s fi rst facilities, purchased 
from Elkhart Lake Canning Co. in 1956. 
Sargento’s engineering, research and 
development and culinary departments 
now are at this location. 

When the project is completed later 
this year, the site will have capacity for 
140 employees and include additional 
offi ce space, parking, product develop-
ment laboratories and a relocated lobby 
area. Sixty people are assigned to the 
current building with another 20 people 
located at other Sargento facilities due 
to lack of space at the technical center. 
Planned employee growth from various 
Sargento departments is expected to 
fi ll the expanded Elkhart Lake facility 
in fi ve years.

In October 2015, Sargento an-
nounced its plan for a major expansion 
of 60,000 square feet adjacent to its 
Hilbert, Wisconsin facility. Construc-
tion began in late 2015 with occupancy 
expected by late 2016.

Sargento this past year was an 
Ernst and Young Entrepreneur of the 
Year National Finalist in the Family 
Business Category and was included 
in Milwaukee Journal Sentinel’s Top 
Workplaces, South East Wisconsin, for 
the sixth consecutive year.

With the launch of its Balanced 
Breaks in April 2015, Sargento has 
added to its range of cheese snacks 
and expanded its snack options beyond 
cheese for the fi rst time. The snack 
combines cheese, roasted nuts and 
dried fruits.

“Today’s health-conscious consum-
ers are looking for portable snacks that 
balance nutrition and great taste,” says 
Chris McCarthy, director of marketing, 

Introducing

Offer your customers 
authentic Italian taste in 
the most popular hard-
grated cheeses:

Assorted pack sizes including 3-, 8- and 16-oz 
jars and canisters, 2.25-lb jars, 5-lb tubs, 25- and 
50-pound bag in box plus custom sizes!

Call 920.735.4919
Appleton, Wisconsin USA

For dry-grated Parmesan, 
Romano, Asiago... 
no one does it better 
than Bella Pak!

—our new 
product line of authentic Italian tasting hard 
grated cheeses.

 Get consistent, 
high-quality products, personalized service 
and inventory management to help you reach 
your sales goals! Choose your private label or 
our Mondo Vecchio brand. 

www.bellapak.com

NET WT. 8oz (227g)NET WT. 8oz (227g)
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For more information please visit www.bellapak.com
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consumer products division, Sargento. 
Balanced Breaks are available in 

four varieties: Natural White Cheddar 
Cheese, sea-salted almonds and dried 
cranberries; Natural Sharp Cheddar 
Cheese, sea-salted cashews and cherry-
infused cranberries; Natural Pepper 
Jack Cheese, honey roasted peanuts 
and raisins; and Natural Sharp White 
Cheddar Cheese, sea-salted cashews 
and golden raisin medley.

Sargento also recently launched its 
Chipotle BBQ Cheddar Snack Bites in 
6-ounce bags and its Snack Bites, sticks 
of cheese with less than 20 calories 
per stick. 

“We know people are looking for bold 
new snacks,” McCarthy says.

Snack Bites are available in Gar-
lic and Herb Jack, Wisconsin Sharp 
Cheddar, Colby-Pepper Jack and Chi-
potle BBQ Cheddar. The new product 
is available in a resealable bag for a 
suggested retail price of $3.69 in dairy 
aisles nationwide.

Sartori Co.
Plymouth, Wisconsin

Key executives: Jim Sartori, CEO; 
Jeff Schwager, pres. 

Cheese plants: Sartori West Main 
Plant, Plymouth, Wis. (Parmesan, 
Asiago, Fontina, Romano, MontAmoré); 
Sartori Whey, Plymouth, Wis. (convert-
ing facility — Parmesan, Asiago, Fon-
tina, Romano, MontAmoré, SarVecchio, 
BellaVitano); Sartori Antigo Plant, 
Antigo, Wis. (SarVecchio, BellaVitano, 
Fontina, Romano, Asiago, Parmesan)

Percentage of sales from cheese: 
more than 95%

Website: www.sartoricheese.com
A look inside: Sartori Co.’s plants in 

Antigo and Plymouth, Wisconsin, both 
underwent major expansion and renova-
tion efforts this past year. After almost 
two years of planning the expansion of 
Sartori’s Antigo plant, milk entered the 
new vats on Aug. 24, 2015, and the entire 
project was completed last fall. The 
new equipment in Antigo is designed 
to give the company more fl exibility to 
create new cheeses while also improv-
ing ergonomics for the company’s team 
members. Updates at the Plymouth 
plant, expected to be completed later 
this year, include expanded retail pack-
aging capabilities as well as the ability 
to create differentiated products. 

The company plans to release a 
For more information please visit www.hadencustance.com

new fl avor to its BellaVitano family 
of cheeses this summer, following the 
success of its last introduction, Citrus 
Ginger BellaVitano.

This last year, Sartori Co. has won 
a number of awards in national and 
international competitions. At last 
year’s World Cheese Awards in England, 
the company’s Merlot BellaVitano, 
Balsamic BellaVitano and BellaVitano 
Gold all won gold medals. SarVecchio 
Parmesan won a gold and the “Best 
USA Cheese” title at the 2015 Global 
Cheese Awards, also in England. And in 
England’s International Cheese Awards, 
Sartori’s SarVecchio Parmesan, Merlot 
BellaVitano and Cognac BellaVitano all 
won golds.

In the United States, the company’s 
Pastorale Blend and Dolcina Gorgonzola 
won second-place awards and Espresso 
BellaVitano and Cognac BellaVitano 
won third-place awards in the American 
Cheese Society 2015 competition. In this 
spring’s World Championship Cheese 
Contest, Sartori won second for Reserve 
Chipotle BellaVitano and third place 
for Reserve Espresso BellaVitano and 
Reserve Rosemary & Olive Oil Asiago. 

In its marketing efforts, Sartori 
continues to interact and communicate 
with cheese enthusiasts via social media 
channels such as Facebook, Twitter and 
Instagram.

“Fans love to show off their cheese 
boards and share recipes,” says Lauren 
Schoch, assistant marketing manager, 
Sartori Co. “Social media is connecting 
fans with the products they love, and 
that’s really amazing to see.”

One way Sartori connected with its 
followers via social media this past year 
was by participating in #FoodieChats, a 
two-hour Twitter “hangout” where fans, 
enthusiasts, bloggers and cheese lovers 
could connect to ask and answer ques-
tions about Sartori. Another campaign 
was the annual “Season of Cheesin’” 
on Facebook. Fans of the Sartori 
Facebook page had the opportunity 
to be entered into a raffl e for prizes 
ranging from wedges of cheese to an 
entire cheeseboard-making kit. Entry 
to the raffl e was granted after fans 
answered holiday-inspired questions, 
which allowed them to start a conversa-
tion with both Sartori and each other.

Looking forward to the rest of 2016, 
Sartori Co. is continuing to engage with 
consumers and industry leaders to 
gain an understanding of their needs 
for unique, high-quality products and 
supply educational tools similar to 
its current web-based Cut & Wrap 
program.

“In 2016, Sartori hopes to continue 
to strive toward its vision — ‘great 
cheese on every plate,’” Schoch says. 
“By combining the plant expansions 
and the innovative talent of our Master 
Cheesemakers and the Sartori team, 
Sartori is hoping to help expand the 
artisan cheese market — and help put 
great cheese on every plate.”

In addition to producing innovative 

cheeses, Sartori Co. says it is honored 
to be in a position to give back to the 
community and to help others. The 
company has partnerships with both 
the Milwaukee Admirals hockey orga-
nization and the Milwaukee Brewers 
Radio Network to support the Midwest 
Athletes Against Childhood Cancer 
Fund, to which Sartori has donated 
more than $25,000. Additionally, the 
2015 NFL season was Sartori Co.’s 
fi fth year partnering with Green Bay 
Packers kicker Mason Crosby and the 
Packers Radio Network to support the 
Wisconsin Make-A-Wish Foundation. 
Between $1,000-$1,500 is donated to 
charity for each fi eld goal that Crosby 
makes. After this past Packers season, 
Sartori Co. pledged to donate $33,000 
to help grant wishes to children fi ght-
ing battles against life-threatening 
diseases.

“Our partnership with Mason 
Crosby, the Packers and Make-A-Wish 
has evolved into something truly spe-
cial,” says Jim Sartori, CEO, Sartori Co. 
“We are grateful for the opportunity to 
contribute to such a meaningful and 
worthwhile charity. On behalf of all our 
Sartori team members, it is our wish 
to provide strength, courage and hope 
to these children and their families.”

Schreiber Foods Inc.
Green Bay, Wisconsin

Key executives: Mike Haddad, pres. 
& CEO; Larry Ferguson, chairman of 
the board; Rob Byrne, VP, industry & 
regulatory affairs

Dairy plants: Tempe, Ariz.; Fuller-
ton, Calif.; Carthage, Mo. (2); Clinton, 
Mo. (2); Monett, Mo.; Mt. Vernon, 
Mo.; Shippensburg, Pa.; Stephenville, 
Texas; Logan, Utah; Smithfi eld, Utah; 
Green Bay, Wis.; Richland Center, Wis. 
(2); West Bend, Wis.; Austria; Brazil; 
Bulgaria; Czech Republic; Germany 
(2); India; Mexico; Portugal; Slovakia; 
Spain (3)

Estimated annual sales: $5 billion
Website: www.schreiberfoods.com
A look inside: Schreiber Foods Inc. 

— a global, employee-owned business 
headquartered in Green Bay, Wisconsin, 
with annual sales of more than $5 billion 
— is one of the largest dairy companies 
in the world. 

Schreiber sells its products — which 

http://www.hadencustance.com/
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include cream cheese, natural cheese, 
process cheese and yogurt — to leading 
retailers, restaurants, distributors and 
food manufacturers around the globe. 

Schreiber has more than 7,000 
employees, with manufacturing and 
distribution facilities in the United 
States, Austria, Brazil, Bulgaria, Czech 
Republic, Germany, India, Mexico, 
Portugal, Slovakia and Spain. 

In spring 2015, Schreiber added 
three more production facilities to its 
growing operations in Europe to support 
its fresh dairy business there, says Rob 
Byrne, vice president of industry and 

regulatory affairs, Schreiber Foods. 
Located in Noblejas and Talavera de 
la Reina, Spain, and Zvolen, Slovakia, 
the plants supply dairy desserts, fresh 
cheese and yogurt to the largest super-
market chain in Spain and other major 
retailers in Central Europe.

In December, the Schreiber Dynamix 
plant in Baramati, India, was honored 
for its outstanding performance in food 
safety and quality during an annual 
summit held by India’s premier business 
association, the Confederation of Indian 
Industry. The plant manufactures Ched-
dar, Mozzarella and process cheese, 
supplying products to customers in 
India and neighboring Asian countries.

Construction on Schreiber Foods’ 
new plant in León, Mexico, was com-

pleted in late 2015 with its fi rst pallet 
of cream cheese successfully shipped 
in February, Byrne says. The plant was 
built with sustainability in mind and 
incorporates wastewater treatment, 
solar panels and the potential to harness 
wind energy. A ribbon cutting ceremony 
was held in April.

Stateside, additional high-speed 
shred and slice lines were installed in 
Schreiber Foods’ Fairview plant located 
in Carthage, Missouri, to support Sch-
reiber’s natural cheese business.

Meanwhile, a new bottle line was 
added in Logan, Utah, to assist with 
production of protein drinks. Schreiber 
Foods also completed an expansion at 
its Richland Center West distribution 
center in Wisconsin.

In early 2016, Schreiber Foods’ home 
offi ce in Green Bay, Wisconsin, achieved 
Leadership in Energy & Environmental 
Design (LEED) certifi cation for its eco-
friendly design and “green” building 
practices, Byrne notes.

Schreiber Foods’ products were 
honored with medals at this spring’s 
World Championship Cheese Contest. 
The company’s Greek Nonfat Black 
Cherry yogurt received a gold medal in 
its class and its Aussie-style Blueberry 
Yogurt received a bronze.

In August, Schreiber received two 
fi rst-place trophies in the World Dairy 
Expo Championship Dairy Product 
Contest for its blueberry yogurt, and its 
peach-fl avored Greek yogurt received 
a second-place award. Schreiber also 
received a fi rst-place award in the 
blueberry yogurt category for its Aussie-
style product.

1-800-533-9594
www.shullsburgcreamery.com

Shullsburg Creamery
Shullsburg, Wisconsin

Ownership: Mid-West Dairymen’s 
Co., Rockford, Ill.

Key executives: Scott Stocker, CEO; 
Dennis Tonak, pres.; Andrew Luke, 
exec. VP

Cheese plant: Shullsburg, Wis. 
(Colby, Colby longhorn, Colby Jack, 
Colby Jack longhorn, Cheddar, Ched-
dar curd, Monterey Jack, Pepper Jack)

Estimated annual cheese marketed: 
12 million lbs.

Projected 2016 sales: $42 million
Percentage of sales from cheese: 98%
Market segments for cheese: 80% 

retail; 18% foodservice; 2% ingredients
Percentage of products exported: 

less than 1%
Website: www.shullsburgcreamery.com
A look inside: Shullsburg Creamery 

went online last August with a new 
8,700-square-foot cheese manufactur-
ing plant adjacent to its packaging 
facility.

The plant, which has the capacity to 
produce about 50,000 pounds of cheese 
weekly, features traditional equipment 
to produce small batch Cheddar, Colby, 
Colby Jack and curds. In the coming 
year, the company will be working to fi ll 
the make schedule to maximum volume, 
says Scott Stocker, CEO, Shullsburg 
Creamery. It also will begin to create 
unique cheese styles for its customers 
as requested.

While this foray into cheesemak-
ing is new, in many ways it is taking 
Shullsburg Creamery back to its roots. 
The company had previously exited 
cheese manufacturing because it wasn’t 
profi table, and instead had focused on 
its presence as a brand that provides 
quality Wisconsin cheese.

http://www.shullsburgcreamery.com/
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In addition to making cheese, the 
company continues to buy more than 
50 types of natural and processed 
cheese, largely from Wisconsin. The 
cheese is held for curing in the cream-
ery’s warehouse, then graded and 
marketed throughout the Midwest.

The financial backing of Rockford, 
Illinois-based Mid-West Dairymen’s 
Co., which purchased the bulk of the 
Shullsburg Creamery operations in 
2006, has allowed Shullsburg Cream-
ery to get back into the cheesemaking 
business. The 120 family farms that 
own Mid-West Dairymen provide the 
milk for the plant. 

One of the areas the company is 
specializing in is Colby. Historically, 
Colby was always Shullsburg Cream-
ery’s best-selling cheese.

“We hope to bring that volume back 
with the Colby made in this factory,” 
Stocker says. “We are not hurrying 
the make process, and we allow the 
cheese to tell us when it is ready to 
proceed to the next step.”

Over the last few months, Shulls-
burg Creamery has begun the process 
of ensuring “brand promise” — excep-
tional cheese at competitive prices 
— to its brand-loyal customers.

“We truly believe Shullsburg 
cheese is the best-tasting cheese in 
the world,” Stocker says. 

The company recently tweaked its 
logo and is updating its packaging so 
that products are marketed with a 
consistent color palette.

Shullsburg Creamery works closely 
with a number of small to larger retail 
grocery chains throughout the United 
States. The company sells products 
under Shullsburg-owned brands, in-
cluding Shullsburg Wisconsin Cheese, 
Shullsburg Creamery, Wisconsin 
Fresh Cut and Italia brand cheese, as 
well as under retailers’ own signature 
brands. 

Shullsburg Creamery also has 
developed proprietary packaging 
allowing its cheese curds to have a 
9-month shelf life, a necessity for 
long distribution chains, Stocker says. 
The company’s packaging division can 
supply cheese in wheels, chunks, bulk 
loaves, shreds and slices. The company 
naturally smokes 2,000-3,000 pounds 
of cheese weekly. It also carries im-
ported cheese and other food products 
including butter, breads and a full line 
of high-quality delicatessen meats.

“Overall, in the cheese category, 
Shullsburg Creamery has the ability 
to meet any retail and deli require-
ments, as well as those of foodservice,” 
Stocker says, adding that Shullsburg 
Creamery is SQF Level 3 certified. 

“Wisconsin” as a cheese brand by 
itself is quite powerful, Stocker notes, 
and Shullsburg Creamery has worked 
to assemble entire Wisconsin Cheese 
retail display cases creating a shop-

ping destination for the consumer 
looking for high-quality cheese.

Shullsburg Creamery entered 
the champion cheese in the Mild/
Medium Cheddar category at the Il-
linois State Fair. The company also 
received a number of blue ribbons in 
the competition.

Sonoma Creamery
Sonoma, California

Key executive: John Crean, CEO
Cheese plant: Sonoma, Calif. (So-

noma Jack, fl avored Sonoma Jacks, 
Cheddar, fl avored Cheddar, organic 
Jacks, Cheddar, Mozzarella, Feta, 
Ricotta, Parmesan Crisps & Mr. Cheese 
O’s all-natural crunchy cheese snacks)

Market segments for cheese: 95% 
retail

Website: www.sonomacreamery.com
A look inside: Sonoma Creamery 

continues to expand its distribution 
of Mr. Cheese-O’s, a gluten-free, low-
carb, protein-packed real cheese 
snack.

The product, featuring 10 grams of 
protein per 1-ounce bag, is made with 
100-percent natural cheese, organic 
quinoa and other ancient grains to 
provide a satisfying crunch along with 
the fl avor of real cheese.

Created to be a healthy snack al-
ternative, Mr. Cheese O’s borrow fl avor 
types from the chip category and are 
available in six varieties — Parmesan, 
Cheddar, Tuscan Herb and Sweet Chili 
and the newest additions, Barbeque 
and French Onion. All are available in 
1-ounce snack packs, and some of the 
fl avors also are available in 3.75-ounce 
family packs and 8-ounce club packs.

“Our goal was to take the goodness 
of cheese out of the confi nes of the 
refrigerated case and take it to the 
snack aisle,” says John Crean, CEO of 
Sonoma Creamery.

First unveiled in 2014 at Natural 
Foods Expo West, Mr. Cheese O’s 
are meeting with success, having 
launched nationally in numerous re-
tailers, as well as online at Amazon.
com, Crean says. 

In addition the company recently 
launched Sonoma Creamery Parmesan 
Crisps, which Crean describes as “an 
elegant and tasty snacking option with 
100-percent 10-month aged Parmesan 
cheese and organic quinoa.” A 10-ounce 
size of the product was rolled out earlier 
this year and a 2.5-ounce size is now 
being launched. 

Crean refers to competition in 
the specialty cheese case as “trench 
warfare — too many products for the 
space.” By innovating and developing a 
“better-for-you” snack, the company has 

been able to extend from those confi nes 
while retaining its brand image for 
healthy, natural products. Mr. Cheese 
O’s and Sonoma Creamery Parmesan 
Crisps are sold under the “Sonoma 
Creamery” brand.

Capitalizing on the ever-growing 
trend of consumer snacking, Sonoma 
Creamery also is expanding on its fl avors 
and product sizes in the dairy case.

“We really believe in the snack cat-
egory. We feel that’s where the growth 
in cheese is going to come from,” Crean 
says.

Sonoma Jack Nuggets — perfect as a 
salad and soup topper and the right size 
for a single quesadilla — are available 
in single-serve 1.5-ounce snack pack-
ages and contain 12 grams of protein 
and 30 percent of the recommended 
daily allowance for calcium. Available 
in Traditional Jack, Cheddar, Colby 
Jack and Hot Pepper fl avors, Sonoma 
Jack Nuggets are a perfect snack for all 
ages and occasions — school lunches, 
an afternoon boost or an everyday “on 
the go” snack, Crean says.

In addition, the company continues 
to develop its Sonoma Creamery Or-
ganics line launched in 2014. Sonoma 
offers its iconic Hot Pepper Jack fl avor, 
along with its best-selling Garlic Jack, 

Smoked Chili Jack, Traditional Jack and 
White Cheddar in the Organics line in 
random-weight sizes.

The company also has begun offering 
8-ounce packages of Organic Fresh Moz-
zarella and Organic Feta. The company 
also has introduced a 1-pound tub of 
Organic Ricotta under the Ricottali-
cious name.

In addition, Sonoma Creamery’s 
conventional all-rBST-free milk Sonoma 
Jack wedges continue to perform well, 
with multiple fl avors including Tradi-
tional Jack, Garlic Jack, Hot Pepper 
Jack, Pesto Jack, Habanero Jack, 
Sonoma Blue, Chipotle Cheddar and 
Cheddar.

Sonoma’s 12-ounce sliced cheese 
party trays also are best-sellers for the 
company, says Crean, who says Sonoma 
Creamery continues to focus on provid-
ing items that capitalize on consumers’ 
demand for convenience. The party 
trays include the Wine Country Party 
Tray, with four fl avors of mini-sliced 
cheese, and the Red Hot & Blue Tray, 
with three fl avors of mini-sliced cheese, 
as well as the brand-new Grilling Cheese 
Tray, which includes sandwich slices 
of Blue, Mild Cheddar and Traditional 
Sonoma Jack.

For more information please visit www.sonomacreamery.com

http://www.sonomacreamery.com/
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Swiss Valley Farms 
Cooperative

Davenport, Iowa

Key executives: Chris Hoeger, CEO; 
Brad Junker, CFO; Thomas Stontz, VP, 
administration; Don Desjarlai, VP/gen-
eral mgr., natural cheese; Jay Allison, 
VP, business development; Jeff Saforek, 
VP/general mgr., dairy ingredients & 
export; Jeff Jirik, VP, quality & product 
development

Cheese plants: Luana, Iowa (Swiss, 
Gouda, cream cheese, Neufchatel, whey 
powder); Mindoro, Wis. (Blue, Gor-
gonzola); Rochester Cheese, a wholly-
owned subsidiary of Swiss Valley Farms 
— Spring Valley/Rochester, Minn. (cold 
ground blend cheese, pasteurized pro-

cess cheese, enzyme-modifi ed cheese, 
cheese analogs, warehouse); Caves of 
Faribault, a wholly-owned subsidiary 
of Swiss Valley Farms (retail branded 
entity) — Faribault, Minn. (Blue, 
Gorgonzola; aging of Cheddar & Gouda) 

Joint venture: White Hill Cheese Co. 
LLC, a joint venture with Emmi Roth 
USA — Shullsburg, Wis. (No-Salt-Added 
Swiss, Baby Swiss, other varieties) 

Estimated annual cheese produced: 
78 million lbs.

Estimated annual cheese marketed: 
78 million lbs.

Estimated 2015 sales: $373 million 
Projected 2016 sales: $298 million 
Percentage of sales from cheese: 

47.2%
Market segments for cheese: 12% 

retail; 3% foodservice; 85% ingredients
Percentage of products exported: 

12% 
Websites: www.swissvalley.com, 

www.cavesoffaribault.com, www.
rochestercheese.com, www.cheese
cave.com

A look inside: Swiss Valley Farms is 
in the midst of the largest expansion 
project in the cooperative’s history. 
The cooperative held a groundbreaking 
ceremony in September 2015 for the 
project, which centers on the improve-

ment of its cheese manufacturing 
operating equipment at Luana, Iowa, 
its largest cheese facility. 

More than 65 people gathered for 
the September 2015 groundbreaking, 
including Swiss Valley Farms man-
agement, Luana plant employees, 
members of Swiss Valley Farms’ board 
of directors and several local offi cials 
and representatives. 

The 49,000-square-foot expansion 
will create room for new equipment 
and additional warehousing space, 
allowing for increased production of 
cream cheese and whey as well as the 
fl exibility to produce new products. The 
project is anticipated to be complete 
in late 2016 to early 2017.

“Once completed, this $20.6 million 
expansion will allow us to drive costs 
down and effi ciencies up, which in turn 
will allow us to explore the production 
of new cheese types and sizes,” says 
Chris Hoeger, CEO, Swiss Valley Farms

Last summer, Swiss Valley Farms’ 
subsidiary company, Caves of Faribault, 
announced a strategic alliance with 
Norseland Inc. to expand the sales 
and marketing reach of Blue cheese 
out of its Faribault, Minnesota, facil-
ity. The partnership with Norseland 
and its national network of sales and 

marketing professionals will grow the 
distribution of the Caves of Faribault 
brand among the specialty food seg-
ment, Hoeger notes.

Swiss Valley Farms also recently 
expanded its presence in DOT foods, 
the largest food re-distributor in the 
United States, allowing it to reach more 
of the foodservice segment.

“In 2016, we plan to introduce new 
varieties of cheese including Maasdam 
and a grass-fed product line, as well as 
update our Swiss Valley Farms branded 
packaging,” Hoeger says. “Our goal is 
to become the preferred supplier of 
Swiss and Blue cheese and be known 
for our quality among the industry.”

Several of the company’s cheeses 
won awards this past year in state, 
national and international contests. 
At the 2015 American Cheese Society 
competition, AmaGorg Gorgonzola, 
Verdant Grass Fed Blue Cheese and 
St. Mary’s Gouda received third-place 
awards. Swiss Valley Farms won best-
in-class honors for its Swiss and its 
AmaBlue — which also won the Chair-
man’s Plaque for “Best Italian” — at 
the National Milk Producers Federa-
tion Championship Cheese Contest. 
The company’s cream cheese, Swiss 
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Winona Foods Inc.
Green Bay, Wisconsin

Key executives: Terry Steinmann, 
pres.; David Meyer, VP; Carl Buchinger, 
CFO; Bob Starkey, VP business develop-
ment

Cheese plants: Green Bay, Wis. (shelf 
stable process cheese; process cheese 
sauces in cups, pouches & squeeze 
bottles; process cheese & cream cheese 
spreads portion control to bulk; natural 
cheese bulk, slices, shreds, cuts, cubes; 
cold pack; Winona Pure Oil line); 
Kaukauna, Wis. (shredding, cubing 
processed & natural cheeses)

Estimated annual cheese produced: 
220 million lbs.

Market segments for cheese: 10% 
retail; 55% foodservice; 45% ingredients

Percentage of products exported: 3%
Websites: www.winonafoods.com, 

www.winonapure.com
A look inside: This past year, Winona 

Foods Inc. has focused on identifying 
and maximizing the strengths of its core 
programs. Bob Starkey, vice president, 
business development, says the com-
pany took a hard look at its strengths, 
such as its one-stop-shop capabilities 
that consist of a complete redistribution 
program of all cheese categories in one 
facility and the company’s investment 
in its employees and systems. 

“Logistics plays a tremendous part 
of our customers’ product costs today,” 
Starkey says. “By centralizing our of-
ferings into one facility, we are able 
to leverage logistical savings through 
redistribution. The Winona Foods’ one 
stop shop advantage makes our custom-
ers more operationally effi cient as well. 
Our customers enjoy one order, one 
delivery, one invoice and one payable.”

When Winona Foods looks at data 
for product expansion, it focuses on 
convenience. Starkey says convenience 
is especially important for millennials 
who want on-the-go items and portion 
control, value-added and specialty 
products and vegan cheese.

Winona Foods continues to remain 
focused on its foodservice, industrial 
and retail business. While Starkey says 
retail is a small segment of Winona, it 
is by far the fastest growing with the 
company’s portion control sauces, dips, 

spreads and Winona Pure oils.
“Winona is still one of the best kept 

secrets in the dairy industry. We con-
tinue to fi nd new customers,” he says.

The company recently launched its 
line of Alejandro On The Go snack cups 
in Cheddar and Jalapeño in packs of 
three 1.5- and 8-ounce cups, as well as 
its Cheese Crafters Cheese Mac Sauce 
in 3-ounce packages. 

“Expanding our retail offerings 
continues to be a strong focus,” Starkey 
says. “Our Hispanic line is one pillar of 
our business that continues to grow. 
You don’t have to be a Hispanic-themed 
restaurant operator to use many of our 
products in the segment. From quick 
service to fi ne dining operators, all are 
calling for Hispanic/Mexican cheeses. 
EZ Melt loaf, Cotija crumbles/loaf and 
Queso Fresco crumbles/loaf are just a 
few examples of what Winona offers to 
its customers.”

In 2016, Winona Foods will expand 
its cold pack category. Starkey says the 
company has been working with more 
spreadable and cream cheese products.

Winona Foods was recognized with 
the U.S. Foods Grocery Vendor of the 
Year award for the second time in the 
last four years. 

“It gives credit to our focuses on great 
customer service, providing solutions 
for our customers, integrity and inno-
vation,” Starkey says. “It sheds light on 
our partnership that we’ve had with that 
organization and its many heritages.”

The company continues to focus 
marketing strategies on social media 
and both local and national print out-
lets. Starkey says it’s hard to reinvent 
cheese, but the company prides itself 
on providing customers with solutions. 

“That’s what separates us from 
the rest,” he says. “Our box does not 
have walls. Our team subscribes to an 
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and Neufchatel also won top awards at 
the Illinois State Fair and Iowa Quality 
Dairy Products Showcase. At the 2016 
World Championship Cheese Contest, 
Swiss Valley won second in its class for 
cream cheese.

entrepreneurial mindset. Dave and 
Terry champion all the employees to 
run the business like it’s their own, and 
that’s what breathes our success as an 

organization. You get the right people 
to put the right programs in place and 
grow sales.”

For more information please visit www.evapdryertech.com

For more information please visit www.winonafoods.com

http://www.evapdryertech.com/
http://www.winonafoods.com/


© 2016 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)

62     CHEESE MARKET NEWS® —  June 3, 2016

Our Exclusive Annual Profile of Who’s Who in the Cheese Business

KEY PLAYERS
Continued from page 61

Yancey’s Fancy Inc.
Corfu, New York

Key executives: Wayne Henry, pres. & 
CEO; Brian Bailey, VP, operations; Mike 
Wimble, exec. VP, sales & marketing

Cheese plants: 857 Main Road, Corfu, 
N.Y. (Cheddar, Bergenost, Chastinet, 
Gouda, Cheddar curds); 8818 Brick-
house Corners, Corfu, N.Y. (process 
Cheddars, Cheddar shreds, sliced 
process Cheddars, artisan samplers)

Estimated annual cheese produced: 
more than 10 million lbs.

Percentage of sales from cheese: 100%
Market segments for cheese: 80% 

retail; 10% foodservice; 10% ingredients
Website: www.yanceysfancy.com
A look inside: Yancey’s Fancy moved 

into a brand new 112,000-square-foot 
facility this January that allows it to 
almost triple production volume.

Corporate offi ces also moved to the 
new plant about three-quarters of a mile 

For more information please visit www.yanceysfancy.com

from the company’s original facility. 
The company also began an expan-

sion and renovation project at its origi-
nal facility. There, it will nearly triple its 
production of natural cheese, some of 
which is used in its fl avored Cheddars 
and Smoked Gouda products.

The expansion of the older facility is 
expected to be completed in late 2016/ 
early 2017, and the additions will allow 
Yancey’s Fancy to both expand produc-
tion and continue to innovate. 

“Expansion was vital … we were at 
capacity and couldn’t do more in our 
current plant,” says Brian Bailey, vice 
president, operations, Yancey’s Fancy.

The expansion allows the company, 
which always has been known for cre-
ativity, to continue to give customers 
what they expect in terms of new 
products.

“We’re way past Baskin Robbins,” 
Bailey says about the number of fl avors 
Yancey’s Fancy offers. 

The most recent introduction is 
Bacon Cheddar, and with the expansion, 
the company hopes to further develop 
its repertoire and include more cheeses 
such as blue-veined types.

“We don’t plan on doing something 
that someone else already has done,” 
Bailey adds. “It’s not in our DNA to 
duplicate something that someone else 

is doing. That would be boring.”
In addition to new products, Yancey’s 

Fancy will be adding exact weight 
natural cheese items and cubes, among 
other offerings that are sought by its 
customers.

“It’s another component of us being 
a solid partner with our customers,” 
says Wayne Henry, president and CEO, 
Yancey’s Fancy.

In February, Yancey’s Fancy signed 
a multiyear renewal of its presenting 
sponsorship of the Finger Lakes Wine 
Festival at Watkins Glen International.

In early 2015, Yancey’s Fancy, which 
has been a sponsor of the Buffalo 
Sabres hockey team, became the fi rst 
company to simultaneously partner 
with every sports team property under 
the Pegula Sports and Entertainment 

umbrella. The 5-year contract includes 
sponsorships of the Buffalo Bills football 
team, Buffalo Sabres and Rochester 
Americans hockey teams, and Buffalo 
Bandits lacrosse team.

As the Offi cial Cheese of the Buffalo 
Bills and the Buffalo Sabres, there is a 
“Say Cheese” smile cam at home games. 
Other parts of the agreement include 
signage where the games are played and 
contests where fans can submit photos 
and win prize packages.

The company also signed a contract 
with the Boston Bruins hockey team.

Yancey’s Fancy was awarded a 
gold medal at the New York State Fair 
for its Grilled Bacon Cheeseburger 
Cheddar and a silver medal at the 
World Championship Cheese Contest 
for its Wasabi Cheddar.       CMN

Sources for plant and sales information: company reports, prior media cover-
age, press releases, other publicly-available information and interviews. NOTE: 
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registered or trademark symbols after any of the product names referred to in these 
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weekly newspaper published by Quarne Publishing LLC. All rights reserved; no 
part of Key Players may be reproduced, stored in a retrieval system or transmitted 
in any form or by any means, mechanical, photocopying, electronic recording or 
otherwise, without the prior written permission of Quarne Publishing LLC. Cheese 
Market News does not endorse the products of any advertiser or assume liability 
for errors or omissions. © Copyright 2016 by Quarne Publishing LLC, P.O. Box 
628254, Middleton, WI 53562; Phone: (608) 831-6002; Fax: (608) 288-9093; email:     
squarne@cheesemarketnews.com; website: www.cheesemarketnews.com
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VERNON, Calif. — Nearly a year after 
the FDA mandated the removal of ar-
tifi cial trans fats from processed foods 
by 2018, Coast Packing Co. and Ipsos 
Research recently released a consumer 
survey that indicates many consumers 
remain confused about trans fats in the 
American diet.

According to Coast Packing Co., 
the results confi rm there is a lack of 
understanding about trans fats among 
almost two-thirds of American adults: 
64 percent either think all trans fats 
are unhealthy or don’t know about the 
health aspects of trans fats in foods 
at all.

Almost fi ve times as many respon-
dents know artifi cial trans fats in foods 
are unhealthy while natural trans fats 
are neutral to healthy (24 percent) 
compared to 5 percent who incor-
rectly think that natural trans fats are 
unhealthy and artifi cial trans fats are 
neutral to healthy. Coast Packing Co. 
says the majority aren’t aware there 
are different kinds of trans fats. 

While 24 percent of the sample over-
all recognized the distinction between 
artifi cial and natural trans fats, for mil-

Survey indicates confusion over trans fats
lennials that fi gure rose to 37 percent. 

Coast Packing Co. says the survey 
revealed a gap in awareness based on 
income: 40 percent of those with an-
nual incomes above $50,000 regarded 
all trans fats as off limits, while 30 
percent of those with incomes of less 
than $50,000 did. 

On a regional basis, 41 percent 
of those in the Northeast placed all 
trans fats on the do-not-consume list, 
compared to 33 percent of those in 
the South. 

By gender,10 percent of men overall 
saw no health issue with trans fats, 
compared to 4 percent of women.

Coast Packing Co. says families with 
children were marginally less likely 
to believe all trans fats are unhealthy 
and were more likely to know about 
the health aspects of trans fats in food. 

In addition, 43 percent of those with 
a college degree said all trans fats are 
unhealthy, while 30 percent of those 
without a degree held to that view. 

The study was fi elded Feb. 25-28. 
The survey consisted of a minimum of 
1,000 completes with adults 18 years or 
older in the United States.         CMN

http://www.yanceysfancy.com/
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For more information please visit www.powder-solutions.com

WASHINGTON — The structure of 
dairy farming has changed dramatically 
in the last two decades, with production 
shifting to much larger operations. 
This change results in a wide range of 
outcomes, complicating the design and 
application of dairy policy, notes a new 
study by USDA’s Economic Research 
Service (ERS).

U.S. dairy products also are chang-
ing, notes the study, “Changing Struc-
ture, Financial Risks and Government 
Policy for the U.S. Dairy Industry.” 

Beginning in the 1970s, milk use has 
shifted from beverage products toward 
cheese and other dairy products used in 
foodservice and food manufacturing, the 
study notes. International trade in dairy 
products — concentrated in nonfat dry 
milk (NDM), whey products, cheese and 
butter — now has greater prominence. 
Shifts in the dairy product mix alter the 
geography of milk production as well 
as the price risks facing dairy farmers, 
ERS says.

Structural change, in the form of 
production shifting to larger farms, has 
reduced industry-average production 
costs and contributed to an expansion 
of dairy product exports, the study 
notes. However, increased international 
exposure creates new sources of price 

ERS study examines structural changes in U.S. dairy sector, effect on price management
risks for U.S. farmers, and dairy policy 
has been redesigned in response to price 
risks and changing structure.

The study notes that milk produc-
tion continues to shift to larger farms. 
In 1987, half of all dairy cows were on 
farms with 80 or fewer cows. By 2012, 
that midpoint herd size was 900 cows, 
ERS says.

Costs are a driving force behind 
structural change. The largest farms 
earn substantially higher net returns 
per hundredweight of milk produced, 
and they have strong incentives to 
expand, ERS says. Average milk costs 
of production fall sharply as herd sizes 
increase, and the largest farms —  those 
with 2,000 head or more — realize costs, 
per hundredweight of production, that 
are 16 percent below farms with 1,000-
1,999 head and 24 percent below farms 
with 500-999 head, the study says.

The study notes that changes in the 
size structure of dairy farms reduced 
national-average milk production costs 
by nearly 19 percent between 1998 and 
2012. In turn, lower milk production 
costs reduced milk prices compared 
with what they would have been without 
structural change, ERS says.

Meanwhile, the United States has 
become a major exporter of dairy 
products, including NDM, skim milk 
powder, cheese, butter and whey, the 
study notes. Total U.S. dairy exports 
were $7.2 billion in 2014, up from $1.0 
billion in 2003. Expanded exports follow 
from growing international demand for 
dairy products (particularly from Asia 
and Latin America), improvements in 
U.S. dairy productivity, and changes in 
dairy and trade policies.

Dairy farmers face substantial 
fi nancial risks arising from wide fl uc-
tuations in milk and feed prices, ERS 

notes. Farm milk prices have been more 
volatile since 1995, and the volatility 
of feed prices increased sharply after 
2005. Specifi c features of dairy markets 
make them prone to price volatility. Milk 
supply varies little in response to price 
changes, the study adds.

In addition, dairy product demand 
responds only weakly to price changes. 
Consequently, shifts in the demand 
for dairy products require substantial 
changes in price in order to reset the 
supply-demand balance for farm milk, 
ERS notes.

The dairy industry faced a severe 
fi nancial setback in 2009 when milk 
prices fell sharply, due to declines in 
domestic and international demand, 
and feed prices remained high, ERS 
notes. The margin between milk and 
feed prices — which must cover all 
other dairy costs such as labor, utilities, 
equipment and structures — fell to 
unprecedented lows in 2009. Dairy farm-
ers lost $10 billion in equity — about 
$150,000 per farm on average — and 
took on more than $4 billion in new debt, 
largely to fi nance rather than expand 
operations, the study says.

A new price risk management tool 
— the Margin Protection Program for 
Dairy (MPP-Dairy), passed as part of the 
2014 Farm Bill — is designed to protect 
producers against adverse movements 
in milk/feed margins, ERS notes. Enroll-
ees may receive catastrophic coverage, 
for a $100 enrollment fee, providing pay-
ments when national-average margins 
fall below $4 (the average monthly mar-
gin was $8.30 in 2004-2013). Expanded 
coverage, which provides payments 
when national- average margins fall 
between $4 and $8, may be purchased 
for premiums.

ERS notes that almost 25,000 farms 

— 55 percent of licensed dairy opera-
tions, accounting for about 80 percent 
of 2014 U.S. milk production — enrolled 
in the program for 2015 coverage. Forty-
fi ve percent of enrollees, representing 
more than half of the historic milk 
production of enrolled farms, chose 
catastrophic coverage for a $100 ad-
ministrative fee, while 42 percent of 
enrollees chose to pay premiums for 
coverage of $6 and $6.50 margins, the 
study says.

MPP-Dairy provides farmers with the 
opportunity for greater fi nancial protec-
tion, under a variety of scenarios, than 
the programs that it replaced, ERS says. 
However, because farmers can change 
their coverage annually in anticipation 
of expected price changes, and thereby 
minimize the premiums that they pay, 
the program also carries the risk of sub-
stantial increases in government costs.

ERS notes a crucial issue for MPP-
Dairy concerns its effects on milk 
production. If the program leads to 
increases in milk production, it can 
lead to lower average milk prices. If 
projected indemnities cause farmers 
to reduce production less than they 
might have in response to lower milk/
feed margins, it can prolong periods of 
low margins, ERS adds.

Finally, while farmers can adjust 
coverage each year, these adjustments 
relate only to the share of a farm’s pro-
duction history and the margin that the 
farm has chosen to cover; under current 
rules, farmers cannot adjust production 
histories to account for large changes 
in herd size, the study notes. Much of 
the industry’s structural change has 
been accomplished via such changes, 
ERS notes.

To view the study, visit www.ers.
usda.gov.                               CMN

Wisconsin specialty 
cheese production 
hits record 722.1 
million pounds
MADISON, Wis. — Wisconsin main-
tained its ranking as the nation’s top 
cheese producing state in 2015, ac-
counting for 26 percent of the United 
States’ total cheese production. At a 
record-high 722.1 million pounds, spe-
cialty cheese accounted for 24 percent 
of Wisconsin’s total cheese production, 
an increase of 56.1 million pounds from 
2014.

“This shows the demand for milk and 
a use for it,” says Greg Bussler, state 
statistician, USDA National Agricultural 
Statistics Service (NASS). “It helps the 
dairy farmers in the state by creating a 
demand for the milk.”

Bussler says it wasn’t a surprise 
for Wisconsin’s 2015 speciality cheese 
production to be the highest of all time.

“Our milk production in the state 
continues to increase every year, so 
cheese production should keep pro-
portionally increasing as well,” he says.

Of Wisconsin’s 127 cheese plants 
(two more plants than 2014), 93 manu-
factured at least one type of specialty 
cheese in 2015, according to USDA. 

Blue, Feta, Havarti, Hispanic types, 
specialty Mozzarella, Parmesan wheel 
and specialty Provolone remain the 
most popular varieties. Hispanic cheese 
production in the state rose 8 percent 
over the previous year to 77.2 million 
pounds, while Feta production rose 6 
percent to 86.8 million pounds. CMN

http://www.powder-solutions.com/
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For more information please visit www.genmac.com

WASHINGTON — The U.S. organic 
industry posted new records in 2015, 
with total organic product sales hit-
ting a new benchmark of $43.3 billion, 
up 11 percent from the previous year’s 
record level and far outstripping the 
overall food market’s growth rate of 
3 percent, according to the Organic 
Trade Association’s (OTA) 2016 Organic 
Industry Survey.

The industry saw its largest annual 
dollar gain ever in 2015, adding $4.2 bil-
lion in sales, up from the $3.9 billion in 
new sales recorded in 2014. Of the $43.3 
billion in total organic sales, $39.7 billion 
were organic food sales, up 11 percent 
from the previous year, and non-food 
organic products accounted for $3.6 
billion, up 13 percent. Nearly 5 percent 
of all food sold in the U.S. is organic.

Despite the sales increases, chal-
lenges remain for the organic sector, 
including struggles to meet consumer 
demand for organic. However, OTA 
says the industry has come together 
to address the supply challenges, to 
improve and develop infrastructure 
and to advocate for policy to advance 
the sector.

“The industry joined in collaborative 
ways to invest in infrastructure and 

U.S. organic sales post new record of $43.3 billion; dairy accounts for $6 billion in sales
education, and individual companies 
invested in their own supply chains to 
ensure a dependable stream of organic 
products for the consumer,” says OTA’s 
CEO and Executive Director Laura 
Batcha.
• Produce, the gateway to organic

Organic produce retained its long-
standing spot as the largest of all the 
organic categories with sales of $14.4 
billion, up 10.6 percent. OTA notes 
produce continues to be a gateway to 
organic because it’s easy for shoppers 
to make the connection between agri-
cultural practices used in the fi eld and 
the fresh fruit or vegetables they bite 
into. Almost 13 percent of the produce 
sold in the United States is now organic, 
OTA says.

Dairy, the second biggest organic 
food category, accounted for $6.0 billion 
in sales, an increase of more than 10 
percent. Dairy accounts for 15 percent 
of total organic food sales.

“Farm fresh foods — produce 
and dairy — are driving the market. 
Together, they account for more than 
half of total organic food sales,” Batcha 
says. “The organic market looks like a 
healthy plate.” 

That said, Americans still like to 

snack, and more and more are snacking 
organically. Also seeing a big growth in 
sales in 2014 — and more than triple 
the level of just 10 years ago — was the 
organic snack food category, with sales 
of $2.3 billion, up almost 14 percent 
from 2014.

Consumers are not just eating or-
ganic, they are incorporating more into 
their total lifestyle. Organic non-food 
products continue to gain in popularity. 
Even though non-food products account 
for just 8.2 percent of overall organic 
sales, the almost 13-percent growth rate 
in the sales of organic non-food products 
outpaces the growth rate in organic 
food, as well as the overall growth of 
comparable products, primarily conven-
tional, which was up 2.8 percent, OTA 
says. Growth in the non-food category 
was led by organic fi ber, followed closely 
by organic supplements.
• More accessible, but challenges 
persist in supply chain

Increased consumer demand for 
organic products in 2015 also could be 
attributed to greater access to these 
products from mainstream retailers, 

OTA says. As supermarkets, big box 
stores, membership warehouse clubs 
and other outlets continue to up their 
organic offerings, organic options have 
become more available than ever before. 

The growth in the organic market, 
however, did not come without con-
tinued challenges to the supply chain. 
Dairy and grains were two areas where 
growth could have been even more ro-
bust in 2015 if greater supply had been 
available, OTA says. 

Despite strategic challenges, Batcha 
is confi dent about the industry’s future 
prospects.

“Organic is a bright spot in agricul-
ture and the economy of America. Our 
success will continue to be built on a 
solid foundation of stakeholder engage-
ment, transparency and meaningful 
organic standards that consumers trust 
in,” Batcha says.

OTA’s 2016 Organic Industry Survey 
was conducted and produced on behalf 
of OTA by Nutrition Business Journal. 
The survey was conducted from Jan. 
7-March 25, 2016. More than 200 com-
panies responded to the survey. CMN

SØNDERHØJ, Denmark — Arla Foods 
recently announced it is encouraging 
more farmers to convert to genetically-
modifi ed (GM)-free feed. 

The decision to incentivize the 
use of GM-free feed has been made by 
Arla’s board of directors following re-
cent developments in Germany, where 
retailers are increasingly demanding 
dairy products from cows which have 
been fed GM-free feed and are willing 
to pay a price premium, the company 
says, noting the trend is likely to spread 
to other markets and it wants to capture 
this opportunity immediately to add 
value to its farmers’ milk.

Åke Hantoft, chairman, says Arla is 
well-prepared to meet the growing de-
mand from the trans-European retailers 
for GM-free feed.

“We own the biggest organic milk 
pool in the world, for which the feed 
is by default GM-free,” Hantoft says. 
“Our Swedish farmers have always used 
GM-free feed. This means that around 
20 percent of Arla’s milk pool already 
meets this market demand. There is 
commercial potential in this that we 
can capture and build on immediately by 
attracting more farmers who are willing 
to convert to GM-free feed.”

Hantoft notes the decision is based 
on commercial opportunity and does not 
indicate that Arla’s owners are taking a 
new stand on the issue of GM-free feed.

“We welcome innovative solutions 
and new technology, which can improve 
farming and help feed the world’s grow-
ing population in a sustainable manner. 
We are not closing a door on GM and we 
will continue to monitor the scientifi c 
research into the pros and cons of GM 

Arla is encouraging farmers to convert to 
GM-free feed to capture market opportunity

going forward,” he says.
Converting to GM-free feed will 

be a cost for farmers, Arla says, not-
ing, however, that following the price 
premium retailers and consumers will 
be willing to pay, Arla will compensate 
farmers as they convert. This model 
driven by market demand also is used 
for organic milk, for which the farmers 
are already compensated for the extra 
feed cost, Arla adds.

“We expect to be able to pay an extra 
1 eurocent per kilogram of milk. The 
market-driven compensation will also 
be paid to all our Swedish farmers, who 
already use GM-free feed,” says Arla 
CEO Peder Tuborgh. “We do not know 
exactly from when, but we are working 
fast to unfold the details.”

Tuborgh notes that currently the 
demand comes from Germany, where 
Arla immediately will look into practical 
issues including logistics and separated 
production. 

“As the commercial opportunities 
arise in other markets, we will invite 
farmers to participate and gradually 
take on more farmers,” he says. “But 
we still need to explore exactly how we 
can make this happen and how fast.”

The genetically-modifi ed feed cur-
rently used is in most cases limited to 
soy, which on Arla farms covers between 
0-10 percent of the total feed volume, 
Arla notes. All soy currently used at 
Arla farms is covered by certifi cates 
to support responsible soy production. 
Despite the fact that the cows are fed 
with these limited amounts of genet-
ically-modifi ed soy feed, their milk is 
per defi nition GM-free as the GM can’t 
be traced to the milk, Arla says. CMN

http://www.genmac.com/
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Systems
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• Metering, Batching &  

Blending Systems
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Air Actuated Controls, Etc.

INCLUDING A COMPLETE 
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• Brushes & Brooms
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Tubing, Etc.
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Equipment, Parts,  
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• Repair/Parts for  
Gauges, Instrumentation, 
Gaskets, Valves

Celebrating Over 80 Years 
of Service to the Industry...

R. D. SMITH CO., INC. 
2703 Bauer Street | Eau Claire, WI  54701 | (715) 832-3479
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The Name You Can Trust 
And Rely On For Your 
Capital Equipment And 
Systems Investments

ST. FRANCIS, Wis. — In an effort to 
help industry partners better under-
stand consumer behavior, Wixon Inc., 
a manufacturer of seasonings, fl avors 
and technologies for the food and 
beverage industry, has researched data 
from sources to provide a 2016 High 
Impact Trend Report. The report is a 
broad overview of those trends that are 
impacting food and beverage purchases 
now and in the future.
•Water scarcity
      The United Nations indicates the 
world could face a 40 percent water 
shortage in 15 years. Natural resources 
will be strained as more groundwater 
will be required for farming, industry 
and personal consumption. Sixty-one 
percent of U.S. consumers prefer com-
panies work to improve their business 
to be green in their water practices.
• Population considerations
      The global population is expected 
to be 9 billion by 2050. Agriculture will 

Wixon Inc. publishes report on high-impact trends infl uencing food, beverage purchases
need to produce 60 percent more food 
globally to meet demands. 

With 57 million two-person house-
holds with no children and 31 mil-
lion single-person households, small 
households comprise one of the largest 
population groups in the United States. 
Wixon says they require “right-sized” 
food products and packaging.
      Ethnic diversity also will drive food 
trends. By 2020, the Hispanic population 
will comprise 34 percent of the popula-
tion. They have $1.5 trillion in buying 
power and cook more frequently than 
other population groups.
•Generational differences
      Baby boomers are the group with 
the highest disposable income and 
frequent restaurants the most, along 
with the matures (69 years old plus). 
Generation X (35-50 years old) are the 
largest number of adults in the work-
force with kids at home. Millennials 
(18-34 years old) will drive food trends. 

They have sophisticated palettes, like 
to try ethnic foods and embrace fresh 
products. Wixon says current teens and 
tweens like fresh, easy-to-assemble 
meals and are breakfast eaters along 
with matures.
•Free from everything
      More than 50 percent of consumers 
say they worry about potentially harmful 
ingredients in the foods they buy. They 
want to know their food ingredients 
and prefer “free-from” foods, such as 
non-GMO, organic, hormone free, gluten 
free, cage free and free from additives.
• Fresh and local
      Consumers are increasingly em-
bracing local farmers’ markets, the 
fresh produce aisle and gravitating to 
menu items that feature locally-sourced 
meats, seafood and produce.
•Alternative triumphs
      New ingredients replace the tradi-
tional. For example, alternative fl our 
(non-wheat) contains almond meal, 
coconut and tapioca; alternative oils are 
coconut and avocado; alternative greens 
or super greens include kelp, dulse and 
other seaweed and algae.
•Weight management
      The American diet is evolving with 
less interest in calories and more inter-

est in the purity and freshness of food, 
as well as an awareness of “good” and 
“bad” fats.
• Nutrition

Almost 40 percent of millennials, 
baby boomers and matures are con-
cerned about the content of their diet. 
Protein shakes, bars, energy drinks and 
functional food have signifi cant appeal 
to these consumers.
• Snacking is the new eating
      Americans eat on average 2.6 snacks 
per day and 41 percent of consumers 
snack three or more times per day. 
While healthy snacks are on the rise, 
33 percent of Americans say they most 
often snack to satisfy a craving, which 
highlights the important role taste and 
fl avor play on snacking behavior.
•Food waste

 Food makes up the largest per-
centage of waste going to the landfi lls. 
Manufacturers may need to make their 
brand more sustainable and develop 
an exit strategy to reduce food waste.
•E-grocery explosion

E-grocery sales will increase 21.1 per-
cent annually through 2018 versus 3.1 
percent for physical grocery stores. An 
Internet strategy for food marketers is 
becoming increasingly important. CMN

WASHINGTON — The Center for Sci-
ence in the Public Interest (CSPI) has 
released “Salt Assault: Brand-name 
Comparisons of Processed Foods,” 
which the organization says shows 
uneven results that point to a need for 
FDA guidance.

CSPI says a market basket survey 
of 451 packaged and restaurant foods 
posted a slight 4 percent reduction in 
sodium over a 10-year period, despite 
long-standing concern among public 
health offi cials and industry initiatives 
to cut back on salt. 

In 2005, CSPI began monitoring 
the sodium content of more than 500 
supermarket and restaurant foods. Of 
the 451 foods still on the market, sodium 
decreased in 248 foods, or 55 percent, 
and increased in 135, or 30 percent 
of foods. Sixty-eight products, or 15 
percent of those monitored, remained 
the same.

Center for Science in the Public Interest 
releases study on salt in processed foods

On average, the products monitored 
had an average decrease of 41 milligrams 
of sodium per 100 grams of the product. 
In 2005, CSPI says it petitioned FDA and 
USDA to set mandatory ceilings on sodium 
in different categories of packaged foods 
— a proposal backed by a 2010 Institute of 
Medicine report. After, FDA began work-
ing to develop voluntary sodium-reduction 
targets for industry to meet, but those 
targets have yet to be issued, CSPI says.

“For 40 years, the food industry 
has offered voluntary action to reduce 
sodium in packaged foods, and for 40 
years, the FDA has obediently observed 
from the sidelines,” says Michael F. 
Jacobson, president, CSPI. “This has 
resulted in an uneven playing fi eld 
for industry with some companies 
stepping up and others doing little. 
Excess sodium in our foods is prema-
turely disabling or killing tens of thou-
sands of Americans each year.” CMN

HELSINKI, Finland — Valio has devel-
oped a new milk salt innovation, Valio 
ValSa, which allows the salt content of 
foods to be signifi cantly reduced without 
compromising taste.

“Milk is an endless source of in-
novations,” says Tuomas Salusjärvi,  
executive vice president, Valio. “For 
years, we have been conducting product 
development with milk salt, and now 
we are introducing a unique solution 
to reducing salt.” 

In May, Valio will launch its new 
Valio Polar 15 cheese with less salt and 
the Valio Oivariini spread with less salt. 
The products have been manufactured 
by using the Valio ValSa milk salt in-
novation. 

“The core of the Valio ValSa innova-
tion is in the way milk salt and the taste 

Valio milk salt innovation helps reduce salt
of cheese are made to work perfectly 
together,” Salusjärvi  says. “In product 
development, we have tested different 
combinations of fermentation bacteria, 
different amounts of fat and different 
ways of preserving in salt.”

The company says the development 
work of the Valio ValSa innovation has 
taken 10 years. Originally, the aim was 
to develop a true health cheese, and 
the intention was to use milk salt only 
in this cheese.

“Soon we understood that if we 
only reduce the salt level in cheese, 
the impact on the total salt intake will 
still remain fairly small,” Salusjärvi 
says. “We started to think in broader 
terms. This is how we came up with 
the idea of also utilizing milk salt 
in spreads and bread.”         CMN

http://www.rdsmithco.com/
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PORTLAND, Ore. — This year marks 
100 years of business for Alpenrose 
Dairy, a 52-acre dairy farm and proces-
sor in Southwest Portland, Oregon. To 
celebrate the milestone, the company 
has held various social media and lo-
cal contests with giveaways, and also 
doubled the amount of gifts it handed 
out at its 54th Annual East Egg Hunt.

“We’re continuing to brainstorm 
other ideas, but also keeping the focus 
on enhancing the community events we 
offer year-round,” says Tracey Cadonau 
McKinnon, communications and events 
director, Alpenrose Dairy. “We are for-
tunate to have achieved this milestone.  
Not many companies can say they are 
100 years old and are still family owned 
and locally operated.”

The company offers a line of con-
ventional and organic milk products; 
cultured products such as buttermilk, 
cottage cheese and sour cream; and 
more than 40 fl avors of ice cream that it 
packages in 3-gallon tubs. All Alpenrose 

Alpenrose Dairy celebrates its 100-year anniversary with contests, community events
Dairy products are rBST-free. Alpenrose 
Dairy also packages conventional and 
organic orange juice.

Henry Cadonau founded Alpenrose 
Dairy in 1916. He used land near the 
dairy barns for baseball fi elds for his 
grandsons, which now is home to the 
Little League Softball World Series. 

Tracey Cadonau McKinnon is proud 
of the company’s long family history that 
continues into the business today with 
its 150 employees. Carl Cadonau Jr. 
runs the business with his cousin, Rob 
Birkland. Tracey Cadonau McKinnon’s 
brother, Carl Cadonau III, is in charge 
of pricing and ingredient ordering; 
her husband, Bryce McKinnon, is the 
dairy manager; and her cousin, Ryan 
Birkland, works in sales.

“It’s always wonderful to see other 
members of the family support and 
volunteer at the community events we 
put on throughout the year,” Tracey 
Cadonau McKinnon says. “This busi-
ness means so much to all of us, and 

we feel blessed to be able to carry on 
our family legacy.”

Alpenrose Dairy continues the tradi-
tion of hosting community and interna-
tional events. In 1967, Frans Pauwels of 
Kissler’s Cyclery, a Southwest Portland 
bicycle shop, approached Cadonau 
Sr. about building a race track on the 
dairy’s property. The track now is used 
for international outdoor racers and is 
operated by Oregon Bicycle Associa-
tion. Tracey Cadonau McKinnon says 
the track attracted more than 3,000 

racers last year. 
 She also says the keys to success 

are Alpenrose Dairy’s employees and 
its high-quality milk sourced from 
family-owned farms in the Oregon and 
Washington areas.  

“If it wasn’t for the tireless efforts 
these farmers put in to help us get our 
milk, we wouldn’t be in business,” she 
says. “While we might not have as many 
resources as larger dairy processors, 
we have to stay on top of everything 
or we will get left behind.”    CMN

CLEVELAND — A new kind of milk 
that is naturally higher in vitamins A 
and D and contains more protein than 
other conventional and organic milk is 
now available at Northeast Ohio grocery 
stores. The milk, produced by Origin 
Milk Co., comes from Guernsey cows 
on an organic Amish farm 90 minutes 
south of Cleveland.

“Origin milk stands out because it 
contains only the A2 protein made by a 
breed of Guernsey cows that are grass 
pastured,” the company says. “Origin 
A2 Guernsey milk harkens back to the 
way milk used to be — hence the name 
Origin. There’s no human intervention, 
no alteration, no over processing. It’s 
just as it was when it was delivered in 

Origin Milk Co. launches A2 Guernsey milk
a glass bottle to your front stoop.”

Origin says its A2 Guernsey milk’s 
benefi ts over conventional and organic 
milk include: 12 percent more protein, 
33 percent more vitamin D, 25 percent 
more vitamin A, 15 percent more cal-
cium and 30 percent more cream.

“I’m passionate about what my fam-
ily eats and drinks,’’ says Adrian Bota, 
who founded Origin Milk Co. in March 
2015. “I wanted to offer a fresh, creamy 
milk packed with vitamins that I feel 
good about giving my children.”

Origin A2 Guernsey milk prod-
ucts include whole milk, 2 percent, 
chocolate milk and heavy cream. 
Origin products soon will include 
butter and half-and-half.         CMN

MADISON, Wis. — A recent Univer-
sity of Wisconsin-Madison Science, 
Media and the Public Research Group 
study found raw milk is considered to 
be highly risky by 58 percent of survey 
respondents. Fourteen percent of the 
respondents viewed pasteurized milk 
as highly risky.

The survey was conducted from April 
to July 2015 and mailed to a random 
sample of 2,000 Wisconsin residents. 
Seventy-three percent of the respon-
dents say they frequently consume 
milk or dairy.

“Overall, the Wisconsin resident 
survey respondents paid high levels of 
attention to health and nutrition news 
and food-related entertainment media,” 
the study says. “A notable portion re-
ported GMO-free food was important, 
while most did not report frequently 
eating GMO foods.”

The vast majority of respondents 
(94 percent) indicated freshness was 
highly important to them when shop-
ping for food. Price was rated as highly 
important by more than half of the 
participants (57 percent).

UW-Madison study suggests Wisconsin 
consumers consider raw milk highly risky 

A majority of survey participants 
reported they have a fairly high under-
standing of food growth and production, 
with 35 percent rating their under-
standing as “good” and 34 percent as 
“very good.” Eleven percent rated their 
understanding as “excellent.”

The majority of organizations were 
not highly trusted by respondents with 
respect to health and nutrition issues. 
Twenty-six percent of the participants 
reported highly trusting industry sci-
entists, 37 percent regulatory agencies 
and 54 percent university scientists.

Compared to health and nutrition 
issues, more participants had higher 
trust in organizations to keep food 
safe. Fifty-one percent of the partici-
pants say they highly trusted farmers, 
44 percent school, 39 percent grocery 
stores and 35 percent restaurants. 
Forty-seven percent of the participants 
say they highly trusted regulatory agen-
cies, such as USDA and FDA. CMN

Egypt enacts new 
export requirements  
WASHINGTON — USDA’s Foreign Agri-
cultural Service recently announced an 
update on registration requirements for 
dairy and other retail products exported 
to Egypt.

Companies and trademark owners 
that export dairy products sold for 
retail in Egypt now must register their 
facilities with the Egyptian General 
Organization for Export and Import 
Control. “Milk and its products put up for 
retail sale,” along with other specifi ed 
imports, will be refused entry unless the 
manufacturing facility has completed 
the registration process. 

In addition to an application form, 
which can be submitted to Egypt’s 
import/export ministry online (http://
www.goeic.gov.eg/en/) or in-person, 
companies also must submit a cer-
tifi cate verifying the location and legal 
status of the production facility, a 
list of products manufactured at the 
facility, a list of trademarks owned 
by the company for products made at 
the facility, and a certifi cate demon-
strating that the facility has a quality 
control system in place.          CMN

http://www.ivarsoninc.com/
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Denali Ingredients 
unveils $5.5 million 
facility expansion
NEW BERLIN, Wis. — Denali Ingredi-
ents, a leading ingredients supplier to 
the food manufacturing industry, has 
unveiled a brand new look, expanded 
space and new capabilities at its loca-
tion in New Berlin, Wisconsin.

The New Berlin facility has served 
as the primary manufacturing facility 
for the company’s growing ice cream 
and food ingredients business since its 
purchase of the 40-year-old facility in 
2006. The $5.5 million buildout includes 
a complete re-facing of the exterior 
façade as well as interior renovations 
intended to support Denali’s growth.

Denali partnered with Oconomowoc, 
Wisconsin-based Oliver Construction 
Co. for what is the fi rst phase of a larger 
$12 million investment.

Phase one interior renovations 
include a new innovation center to 
foster research, development and cre-
ative fl avor collaboration with industry 
partners, as well as a state-of-the-art 
pilot lab where Denali can simulate full-
scale manufacturing of new concepts. 
Additionally, new production lines 
and capabilities have been added and 
administrative offi ce space has been 
expanded.

“We are in the enviable position of 
having an incredibly talented team of 
dairy and food industry veterans who are 
committed to hands-on collaboration 
and innovation with our customers,” 
says Neal Glaeser, president, Denali 
Ingredients. “Our vision is to become the 
go-to ingredients supplier for innovative 
products and solutions.”

Denali plans to invest another $6 
million in its second phase of expansion 
over the next 24 months, a move that 
will add new production capabilities and 
seed another 40-50 new jobs.

“It’s an opportunity for us to get 
closer to the consumer and to play 
a larger role in our customers’ own 
R&D efforts as true collaborators,” 
Glaeser says. “Ultimately, the entire 
industry benefi ts when these new fl a-
vors and concepts become mainstream 
trends in the grocery aisle.” CMN

CHICAGO — The Kraft Heinz Co. 
recently reported its fi rst quarter 2016 
fi nancial results that refl ected improved 
net sales performance and cost savings 
amid the ongoing integration of Kraft 
and Heinz.

“We’ve had a solid start to the year. 
Our savings are coming in faster than 
anticipated, and we’re performing 
better where it matters most, with our 
customers and consumers in the mar-
ketplace,” says Bernardo Hees, CEO, 
Kraft Heinz. “But we still have a lot of 
work ahead. Consumption trends in a 
number of our core categories remain 
challenging, and we’re entering a criti-
cal phase in our North American supply 

Kraft Heinz reports improved net sales amid ongoing integration in fi rst quarter results
chain integration. As we implement 
our plans, we will keep our focus on 
profi table growth while continuing to 
put our consumers fi rst.”

Net sales for the quarter were $6.6 
billion, down 3.8 percent versus pro 
forma net sales for the year-ago period, 
due to a negative 4.5 percentage point 
impact from currency and a negative 
0.4 percentage point impact from di-
vestitures. Organic net sales increased 
1.1 percent versus the year-ago period. 
Pricing increased 0.3 percentage points 
despite defl ation in key commodities 
in the United States and Canada, pri-
marily dairy and coffee. Volume/mix 
increased 0.8 percentage points due to 
strong growth in condiments and sauces 

globally, Lunchables and P3, and U.S. 
foodservice that was partially offset 
by lower shipments of ready-to-drink 
beverages in the United States.

Adjusted earnings before interest, 
taxes, depreciation and amortization 
(EBITDA) increased 21.3 percent 
over the year-ago period to $2.0 billion 
despite a negative 6.0 percentage point 
impact from currency, primarily due 
to gains from cost savings initiatives 
and favorable pricing net of commod-
ity costs. Adjusted earnings per share 
(EPS) increased 37.7 percent versus the 
year-ago period to $0.73, primarily re-
fl ecting the growth in adjusted EBITDA.

U.S. net sales were $4.7 billion, up 0.2 
percent versus pro forma net sales for 

the year-ago period. Pricing increased 
0.1 percent despite defl ation in key 
commodities, primarily dairy and cof-
fee. Volume/mix increased 0.1 percent, 
primarily refl ecting gains from innova-
tion in Lunchables and P3, whitespace 
expansion in foodservice and gains in 
coffee that were offset by lower ship-
ments of ready-to-drink beverages, 
bacon and frozen nutritional meals.

U.S. adjusted EBITDA increased 
32.9 percent versus the year-ago pe-
riod to $1.5 billion, driven by gains 
from cost savings initiatives and favor-
able pricing net of commodity costs 
that were partially offset by volume 
declines in ready-to-drink beverages 
and frozen nutritional meals. CMN
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are cleaner, smarter and more efficient.

Are You Really Cutting It?

Less waste

Better cut quality

Increased capacity

Impeccable hygiene

Assured employee safety

We cater to cheese processing companies that  

demand sanitary, durable, practical and efficient food 

cutting equipment. 

     Our advanced technology is designed to improve 

your processing and your bottom line. In addition to 

increased capacity, you get better cut quality, less waste, 

impeccable hygiene and assured employee safety,  

all while reducing your labor and maintenance costs. 

     Contact us for a consultation or demonstration 

with one of our product specialists to discuss how we 

can help you achieve your goals.

1.866.404.4545   www.devilletechnologies.com

For more information please visit www.devilletechnologies.com

ROCKVILLE, Md. — A new report by 
market research publisher Packaged 
Facts shows that Americans’ longstand-
ing love for cheese spurred growth in the 
natural and specialty cheese market to 
sales of $17 billion in 2015. 

According to the report, since 2011, 
this food industry segment has enjoyed a 
compound annual growth rate (CAGR) 
of 4 percent. America’s aforementioned 
love of cheese, combined with snacking 
trends and wider availability of quality 
cheese at more affordable prices, have 
been the primary catalysts for the uptick, 
according to the report, Cheese: Natural 
and Specialty Cheeses in the U.S. and 
Global Markets, 6th Edition.

U.S. retail cheese sales continue to boom due to cheese health halo, snacking trends
“The cheese market is appropriately 

ripe, and the impact of the recession 
on sales is still being felt, but there are 
real opportunities to grow sales,” says 
David Sprinkle, research director, Pack-
aged Facts. “Marketers are capitalizing, 
for instance, by positioning cheese as 
a kid-friendly snack and through the 
increased availability of indulgent 
gourmet and artisan cheese varieties.”

According to the report, nearly 100 
percent of U.S. consumers say they eat 
cheese, and 30 percent of adults — led by 
millennials and Gen Xers — are eating 
more than they were a few years ago. 

Consumption of natural cheese has 
increased over the last 10 years while 

processed cheese has declined, Pack-
aged Facts says. Adults and kids eat 
cheese by itself, on sandwiches, salads, 
pizzas, burgers, on tacos and numerous 
other food items, and they eat it at home, 
in restaurants and when they snack on-
the-go throughout the day.

Marketers have continued to pro-
mote cheese as fundamentally nutritious 
and good tasting, despite its fat content, 
Packaged Facts notes. Fat content as 
well as sodium are challenges to growth 
in the market, and marketers have been 
addressing consumer health and diet 
concerns with better tasting reduced-
salt and reduced-fat cheeses, as well as 
organic cheeses and cheeses made from 

quality milk. 
Organic cheese sales in particular 

continue to boom with sales estimated 
at $570 million in 2015, the report says. 
The segment grew by about 15 percent 
in 2015 and by a CAGR of 14.5 percent 
between 2012 and 2015. It should con-
tinue to outperform the market in the 
future, Packaged Facts says.

Meanwhile, cheese sales also con-
tinue to benefi t signifi cantly from the 
snacking trend, with parents in par-
ticular driving sales of convenient forms 
given to their kids, Packaged Facts says. 
Today’s busy consumers demand conve-
nience, and manufacturers continue to 
offer products and packaging that are 
easy to use and store, and are portable. 
Cheese manufacturers are capitalizing 
on snacking and on-the-go eating trends 
with a slew of new products in special 
cuts, sizes and packs. 

Further driving growth is the con-
tinued expansion of mass retailers’ own 
private label brands to include natural 
and specialty cheeses, the report says. In 
addition, fl avors continue to be bolder, 
artisanal and specialty products keep 
expanding, and authenticity is desired.

Private label store brands are a major 
market driver, accounting for more than 
40 percent of dollar sales, Packaged 
Facts says, noting many retailers also 
have upgraded their cheese depart-
ments to attract consumers who want 
cheese-shop quality products in the 
supermarket, supercenter or club store. 

Retail market product trends of-
ten start in foodservice, especially in 
restaurants, the report notes. Many 
menu items use cheese liberally as do 
shelf-stable or frozen/refrigerated meals 
and snacks. Cheese-fi lled breakfast 
sandwiches have been hot items as 
Americans increasingly skip cereal or 
eat on the go. Breakfast handheld items 
and restaurant breakfast sandwiches are 
booming, being consumed throughout 
the day and purchased everywhere 
including fast-food chains, convenience 
stores and the grocer’s refrigerated and 
freezer cases. 

Meanwhile, outside of the United 
States, overall demand for dairy prod-
ucts continues to grow, with most growth 
coming from developing countries where 
growing populations, rising incomes and 
expansion of the middle class, urbaniza-
tion and greater adoption of Western 
diets are driving consumption, Packaged 
Facts says. New product development 
around the world, similar to the United 
States, is focused on healthier cheese 
as well as more indulgent products that 
deliver more intense or unique fl avor 
experiences. Products for snacking 
remain important and messages promot-
ing cheese and dairy as good sources of 
nutrition resonate with consumers in 
developing, fast-growing markets like 
India and China.

F o r  m o r e  i n f o r m a t i o n  o n 
the report, visit www.packaged
facts.com/redirect.asp?progid=8
8687&productid=10037152. CMN
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