CHEESE MARKET NEWY

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

Like us on Facebook and
Sollow us on Twitter!

4+ DFA reports $13.5 hillion
in 2016 annual sales.
For details, see page 5.

<+ In the Spotlight:
International Pizza Expo.
For details, see page 8.

<+ CDFA to hold April 4
meeting on California

FMMO decision.
For details, see page 20.

4+ Cheese in cold storage
sets February record.

For details, see page 23.

PIZZA 4 u u &
PERSPECTIVES:

ANY WAY YOU SLICE IT

Pizza executives discuss pricing, use, marketing of cheese

MADISON, Wis. — Cost, fresh-
ness and consistency are just
some of the factors pizza makers
consider when sourcing cheese.
Whenit comesto akeyingredient
inone of America’s favorite foods,
what otherways can the dairy and
pizza industries collaborate to
make the best product possible?

In the debut of Cheese
Market News’ exclusive “Pizza
Perspectives: Any Way You Slice
It,” we survey executives from
an array of pizza operations

across the United States on

Provolone offers distinctive
flavor for various applications

Editor's Note: “Cheese of the Month” is Cheese Market News’
exclusive profile series exploring various cheese types. Each
month, CMN highlights a different cheese in this feature, giving
our readers a comprehensive look al production, marketing,
sales and in-depth aspects of each profiled cheese type. Please
read on to learn aboul this month’s featured cheese: Provolone.

By Stephanie Awe

MADISON, Wis. — Provolone, like Mozzarella, is a pasta filata— or
“spun curd” — style of cheese that originated from the Naples area
of southern Italy.

Pasta filata means that the cheese curd is partially melted and
stretched before it is molded, cooled and brined. Because the cheese
is partially melted, it is easy to form into shapes, says David McCoy,
managing director, Dairy Insights LLC, Muskego, Wisconsin.

When making Provolone in the United States, the vat typically is set
to about 95 degrees Fahrenheit with a mixed culture of Streptococcus
thermophilus and Lactobacillus, McCoy says. Calf or kid lipases may
be added to accelerate the cheese’s flavor development, and, following
a short ripening period, the coagulant is added and the vat is allowed
to set. After coagulation, the vat is cut and slowly cooked to 104 to
108 degrees Fahrenheit before the whey is drained from the curd and
allowed to continue acid development.

Tirn to PROVOLONE, page 10 =

these issues, as well as food
safety, menu labeling regula-
tions, packaging and use of
cheese in marketing.

We thank each of our par-
ticipants for taking time in
the midst of busy schedules to
provide responses.

“Pizza Perspectives” panel-
ists include:

¢ Donette Beattie, vice pres-
ident of supply chain, Toppers
Pizza, Whitewater, Wisconsin

e Dan Collier, president,
PizzaMan Dan’s, Ventura,
California

e Joe Fugere, founder and
CEO, Tutta Bella Neapolitan
Pizzeria, Seattle

eAdrian Kalambokidis,
owner, Adrianos Brick Oven,
Glenwood, Iowa

e Shahpour Nejad, founder
and CEQ, Pizza Guys, Cordova,
California

e Claes Petersson, chieffood
innovation officer, Pizza Hut
U.S.,asubsidiary of Yum Brands
Inc., Louisville, Kentucky

e Tony Troiano, president,
J.B.Alberto’s Pizza Inc., Chicago

Tell us a little bit about
your company ... how many
restaurants do you have and
what makes you unique?

Beattie: Capitalizing on the
booming better pizza category
and fueled by the passion of
Founder and President Scott
Gittrich and a team of expe-
rienced industry veterans,
Toppers Pizza has formulated
the perfect recipe to appeal
to both pizza enthusiasts and
savvyinvestors. Headquartered
in Wisconsin, Toppers is one
of the fastest-growing better-
pizza chains in the United
States. The brand has doubled
in size over the last three years
and completely sold out three
statesbased on growth spurred
by both existing franchisees
and established multi-unit
operators. Now with nearly 80
restaurants in 14 states and
with territories immediately
available across the country,
Toppers is on its way to be-
coming a nationwide brand.
Toppersis committed to quality
and consistency throughout the

system, and plans to maintain
corporate ownership of 25 per-
cent of all locations while the
brand expands to continuously
improve on best practices and
product development.

Collier: PizzaMan Dan’s has
eight restaurants in Ventura
County, California. Our menu
offerings are pizza, hot wings,
subs, calzones, appetizers and
desserts. Our pizza is consis-
tently voted the best in local
reader polls, and we sell more
hot wings than any other res-
taurant in Ventura County. Each
restaurant seats 80-120 people,
has a fresh salad bar, beer
and wine, and more TVs than
a sports bar. Our one-number
phone center and online order-
ing provide the highest level of
delivery service in the market.

Fugere: Tutta Bella Nea-
politan Pizzeria is a family of
five neighborhood restaurants
in and around Seattle. We also
operate D’Asporto, afood truck
created from a converted ship-
ping container, and outfitted

Tirn to PANEL, page 12 =

U.S. milk production totals
17 hillion pounds in Feh.

WASHINGTON — Milk production in the 23 major milk-producing
states during February totaled 15.65 billion pounds, down 1.0
percent from February 2016, according to data released this week
by USDA’s National Agricultural Statistics Service (NASS). (All
figures are rounded. Please see CMN’s Milk Production chart on
page 23.) However, production was 2.5 percent above last year

after adjusting for leap year.

January revised production, at 17.00 billion pounds, was up
2.7 percent from January 2016. The January revision represents
a decrease of 4 million pounds or less than 0.1 percent from last
month’s preliminary production estimate.

Production per cow in the 23 major states averaged 1,801
pounds for February, 32 pounds below February 2016 (not ad-
justed for leap year). The number of milk cows on farms in the

Tisrn to NASS, page 23 =

Demand for ‘clean’

Iahe_ls spreads
to pizza sector

By Alyssa Mitchell

MADISON, Wis. — As
consumer demand for clean
labels, natural ingredients
and transparency in food
manufacturing continues
to grow, pizza and cheese
companies are seeing in-
creased demand for these
preferences in the ingredi-
ents they use to create an
American favorite.
Tirn to CLEAN, page 18 =
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MARKET INDICATORS

Chicago Mercantile Exchange
Cash prices for the week ended March 24, 2017

Monday | Tuesday |(Wednesday | Thursday | Friday
March 20 | March 21 | March 22 | March 23 | March 24

Cheese Barrels

Price $1.3600 $1.3900 $1.4100 $1.4100 $1.3900

Change -172 +3 +2 NC -2
Cheese 40-1h. Blocks

Price $1.4025 $1.4300 $1.4500 $1.4400 $1.4400

Change +1/4 +2 3/4 +2 -1 NC

Weekly average (March 20-24): Barrels: $1.3920(+.0140); 40-1b. Blocks: $1.4325(+.0610).
Weekly ave. one year ago (March 21-24, 2016): Barrels: $1.4656; 40-1b. Blocks: $1.4900.

Grade A NDM
Price $0.8050 $0.8050 $0.8225 $0.8450 $0.8200
Change NC NC +13/4 +2 1/4 21/2
Weekly average (March 20-24): Grade A: $0.8195(+.0180).
Grade AA Butter
Price $2.1300 $2.1200 $2.1200 $2.1000 $2.0975
Change NC -1 NC -2 -1/4

Weekly average (March 20-24): Grade AA: $2.1135(-.0330).
Class II Cream (Major Northeast Cities): $2.2538(-.0221)—$2.5758(-.0252).

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

Weekly Gold Storage Holdings March 20, 2017
On hand Week Change since March 1 Last Year
Monday Change Pounds Percent Pounds Change

Butter 24,483 +142 +4,328 +21 22,977  +1,506

Cheese 94,300 +5,366 +7,401 +9 95,672 -1,372

(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.)

CLASS Il PRICE

(Dollars per hundredweight, 3.5% hutterfat test)

YEAR JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC
2011 13.48 17.00 19.40 16.87 16.52 19.11 21.39 21.67 19.07 18.03 19.07 18.77
2012 17.05 16.06 15.72 15.72 15.23 15.63 16.68 17.73 19.00 21.02 20.83 18.66
2013 18.14 17.25 16.93 17.59 18.52 18.02 17.38 17.91 18.14 18.22 18.83 18.95
2014 21.15 23.35 23.33 2431 2257 21.36 21.60 22.25 24.60 23.82 21.94 17.82
2015 16.18 15.46 1556 1581 16.19 16.72 16.33 16.27 15.82 15.46 15.30 14.44
2016 13.72 13.80 13.74 13.63 12.76 13.22 15.24 16.91 16.39 14.82 16.76 17.40
2017 16.77 16.88
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GCHEESE FUTURES tor the week ending March 23, 2017

(Listings for each day by month, settling price and open interest)

Fri., March 17| Mon., March 20 | Tues., March 21 | Wed., March 22 | Thurs., March 23
MAR17 1551 3,364 1557 3435 1557 3,445 1.657 3,450 1557 3,458
APR17 1520 4,010 1.509 4,054 1.545 4,126 1.529 4,247 1.502 4,208
MAY17 1556 3,729 1543 3,800 1.600 3,827 1595 3,850 1562 3,843
JUN17 1.612 3514 1.606 3,565 1.642 3,589 1.649 3,629 1.616 3,614
JULL7 1.686 2,958 1671 2,968 L701 2,975 L7138 2,985 1692 3,017
AUG17 1729 2,638 1712 2,665 L730 2,676 1733 2,694 1728 2,699
SEP17 1730 2478 1721 2479 1.740 2475 1735 2478 1731 2478
0CT17 L717T 1,796 1710 1,800 L717 1,805 1723 1,806 1723 1812
NOV17 1708 2,124 1702 2,132 1708 2,103 1711 2,118 1707 2,134
DEC17 1705 2,017 1.697 2,044 1699 2,043 1705 2,154 1705 2,164
JAN18 1702 459 1702 481 1702 483 1707 494 1708 519
FEB18 1715 337 1715 350 L7100 362 L710 377 L7110 389
MARI8 L1715 220 1715 22 L7156 227 L720 232 L7115 232
APR18 1.702 194 1.702 199 1.702 200 L1702 200 1.702 200
MAY18 1720 200 1720 205 1720 206 L725 210 1725 210
JUN18 L715 191 1720 196 L1720 197 L1720 197 1.720 197
Total Contracts Traded/
Open Interest  935/30,229 840/30,598 494/30,739 854/31,121 431/31,174

Daily market prices are available by visiting CME’s online statistics sites at http://www.cmegroup.com.

DRY WHEY FUTURES"™ for the week ended March 23, 2017

(Listings for each day by month, settling price and open interest)

Fri., March 17 | Mon., March 20 | Tues., March 21 | Wed., March 22 | Thurs., March 23
MARI17 51.400 855 51.500 856 51.500 856 51.725 857 51.975 849
APRIT7 49.000 871 48.750 876 48.650 868 49.100 867 49.100 868
MAY17 45.250 850 43.750 858 43.850 855 44.750 860 45.475 861
JUN17 42.025 847 40.250 848 40.300 837 41.250 825 42.250 822
JUL17 39.125 592 38.000 598 38.375 601 39.060 597 40.875 628
AUGLT7 39.000 545 37500 547 37.500 548 38.075 550 39.800 570
SEP17 38.525 551 36.725 5b4 37.025 555 37.200 556 39.950 578
0CT17 38.000 379 36.000 383 36.500 383 37.550 386 38.875 387
NOV17 37.250 370 35.100 370 35.600 371 36.450 374 37.950 376
DEC17 36.250 363 35.000 366 35.250 366 35.500 370 37.350 371
JAN18 37.000 57 35475 58 35.000 74 35.400 80 35.400 80
FEB18 37.000 32 36.775 33 35.000 55 35.000 56 36.000 57
MAR18 37.000 46 36.250 47 35.000 62 35.000 63 35.050 63
APR18 37.000 27 37.000 28 35.000 35 35.000 35 35.000 35
MAY18 38.000 31 37.775 32 31775 37 37.775 37 37.775 37
Total Contracts Traded/
Open Interest 51/6,478 92/6,517 211/6,577 119/6,587 131/6,656
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.
Dry Products: March 24, 2017
NONFAT DRY MILK
Central & East: low/medium heat $.7900(-1)-$.9600(-1/2);
mostly $.8000(-3)-$.8600(-2).
high heat $.9550(-3 1/2)-$1.1000(-5).
West: low/medium heat $.7500(+1)-$.9000(-2 3/4);

mostly $.8100(+1)-$.8650(-1 1/2).
high heat $.9500(-4)-$1.0725(-4 1/4).

Calif. manufacturing plants: extra grade/grade A weighted ave. $0.8425(+.0088)
based on 18,747,522 Ibs.

WHOLE MILK POWDER (National): $1.4000-$1.4300(-12).

EDIBLE LACTOSE
(FOB)Central and West: $.2400-$.5800; mostly $.3500(+1)-$.4200(+1).
WHEY POWDER
Central: nonhygroscopic $.3800(-5 1/4)-$.5900(+3 1/2);
mostly $.4600-$.5000(-1).
West: nonhygroscopic $.4300-$.5900(+2);
mostly $.4500-$.5300.
(FOB) Northeast: extra grade/grade A $.4300-$.5550(+1 1/2).
ANIMAL FEED WHEY (Central): Whey spray milk replacer $.3375-$.4800.

WHEY PROTEIN CONCENTRATE (34 percent): $.7800(-4)-$1.2350(+5);
mostly $.8500(-5)-$1.0525.

DRY BUTTERMILK
(FOB)Central & East: $.3300-$1.0000.
(FOB) West: $.8200-$1.0000(-5); mostly $.8500(-3)-$.9700(-3).

CASEIN: Rennet $2.8500(+10)-$3.2125(+11 1/4); Acid $3.4500-$3.7500.

*Source: USDA’s Dairy Market News

DISCLAIMER: Cheese Market News® has made every effort to provide accurate current as well as historical market information. However, we do not guarantee the accuracy of these data and do not assume liability for errors or omissions.
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NEWS/BUSINESS

GME FUTURES r1or the week ended March 23, 2017

Class Il Milk*

company supplying equipment, ingre-
dients, services, etc., who is enrolled
full-time in a program of study toward
any degree, with an emphasis given to

Advanced Prices and Pricing Factors cchA offers schOIarShln onnortunltv
MARSHFIELD, Wis. — The Central students pursuing a degree in dairy sci-
April 2017 March 2017 Wisconsin Cheesemakers and But-  ence, food science or a related degree.
Base Class I Price: $16.05/cwt. $16.90/cwt. termakers Association (CWCBA) has Financial need will be considered in
Base Skim Milk Price for Class I: $7.75/cwt. $8.65/cw. established anendowmentfundthrough ~ awarding the scholarship, and an appli-
Advanced Class III Skim Milk Pricing Factor:  $7.75/cwt. $8.65/cwt. the Marshfield AreaCommunityFounda-  cant cannot receive the scholarship for
Advanced Class IV Skim Milk Pricing Factor:  $6.08/cwt. $7.30/cwt. tion (MACF). In 2017, two $1,000 schol- ~ more than two consecutive years.
Advanced Butterfat Pricing Factor: $2.4483/1b. $2.4428/Ib. arships will be awarded to encourage To apply, applicants must fill out and
Class II Skim Milk Price: $6.78/cw. $8.00/cwt. educational growth. submit the scholarship applicationinits
Class II Nonfat Solids Price: $0.7533/1b. $0.8889/1b. One scholarship will be awarded to a entirety, and additional information may
Two-week Product Price Averages: student where the applicant must be a be attached if desired. The application
Butter: $2.1932/1b. $2.1887/1b. member of a cheese or butter manufac- also must include two letters of refer-
Nonfat Dry Milk: $0.8506/Ib. $0.9875/Ib, turing plant and enrolled full-timeina  ence and a recent photo to be used for
Cheese: $1.5793/Ib. $1.6889/Ib. program of studytoward anydegree,with ~ recognition at the MACF Scholarship
Dry Whey: $0.5235/Ib. $0.4876/1b. emphasis given to students pursuing a  Award Ceremony.
Note: The Class I price equals the Class I skim milk price times 0.965 plus the degree in dairy science, food science or The application should be mailed
Class I butterfat price times 3.5, rounded to the nearest cent. arelated degree. by March 31, 2017, to Marshfield Area
Data provided by USDA The second scholarship will be Community Foundation, P.O. Box 456,
awarded to a student from a member

Marshfield, Wisconsin, 54449.

Before the scholarship check is
awarded, the recipient must sub-
mit proof of his or her enrollment
to the college of their choice. CMN

Fri., March 17 | Mon., March 20 | Tues., March 21 | Wed., March 22 | Thurs., March 23
MARIL7 15.73 4,894 1572 4,824 15.76 4,824 15.74 4,840 15.80 4,832 H H
APRI17 15.28 4,616 15.10 4,680 1546 4,762 1541 4,908 15.05 4,908 Nallonal Dalrv Prnd“cls sales Renort
MAY17 1540 4278 15.20 4,386 15.73 4425 15.73 4,415 15.41 4,420 .
JULLT 16.37 3,119 16.10 8,124 1650 3,134 16.52 3,173 16.33 3,208 Cheese 40-Ib. Blocks:
AUG17 16.64 2,588 16.43 2,589 16.68 2,597 16.72 2,590 16.63 2,592 ~iB. .
SEPIT 1675 2581 | 1653 2599 | 1679 2609 | 1681 2620 | 1671 2,624 Average price' $1.5441  *$1.5049 #§16372  *$16727
OCTI7T 1657 2,090 | 1636 2007 | 1656 2105 | 1659 2,110 1651 2,118 Sales volume? 12,850,775  *13,031,307  *13,071,484 *11,424,979
NOVI7T 1642 1,863 1625 1878 | 1640 1865 1643 1,867 1639 1,882 Cheese 500-1b. Barrels:
DECI7 1633 1,786 16.13 1,827 1631 1,830 16.32 1,858 16.28 1,902 s al 1.6058 #$1.6758 1.7432 $1.7698
JANIS 1630 552 | 1610 559 | 1620 563 | 1625 568 | 1625 569 Average price’ 5 L5269 *$1 5 L. $1.6803
FEBIS 1625 503 | 1612 505 | 1620 510 | 1624 525 | 1624 526 Adj. price to 38% moisture $1.526 . $1.503 $1.6560 '
MARIS 1625 386 | 1612 392 | 1625 402 | 1625 402 | 1625 403 Sales volume? 14,797,151  *13,466413 13,242,921 10,926,824
APRIS 1635 282 1621 282 | 1625 289 1625 289 1625 289 Moisture content 34.77 34.78 34.74 34.70
MAY18 16.42 255 16.30 255 16.30 262 16.30 262 16.30 262 Butter:
Total Contracts Traded/ Average price! $2.1969 *$2.1897 $2.1560 $2.1383
Open Interest 1,454/34,654 1,508/34,931 1,764/35,214 1,740/35,483 1,065/35,635 Sales volume? 3,964,704  *4,237967  *5796555 7,462,129
Sl * Nonfat Dry Milk:
. Class IV Milk Average price! S0.8517 08492 509276 $0.9554
Fri., March 17 | Mon., March 20 | Tues., March 21 | Wed., March 22 | Thurs., March 23 Sales volume? 27,008,835 #22,966,289  *13,964,086 11,786,350
MARI17 1441 405 1441 405 1441 405 1441 405 1441 405 Dry Whey:
APR17 1413 457 1410 457 1410 457 1416 457 1415 457 Average price! $0.5263 *$0.5202 $0.5125 $0.5052
MAY17 14.19 492 14.19 492 14.28 492 14.33 492 14.41 492 9 % 4
JUNIT 1446 474 | 1446 474 | 1454 474 | w62 4m 1466 474 Sales volume 74681 6,466,904 5,368,029  T,585,89
JULLT 1483 409 1481 409 1489 414 | 1501 434 1501 434 o , , L
AUGLT 1515 416 1515 420 1518 420 1523 497 1523 497 /Revised. '/Prices weighted by volumes reported. %/Sales as reported by participating manufacturers.
SEP17 1543 329 1543 330 15643 330 15650 330 1550 330 Reported in pounds. More information is available by calling AMS at 202-720-4392.
OCT17 15.60 391 15.59 391 15.62 391 15.69 391 15.69 391
NOV17 15.69 334 15.69 335 15.69 335 15.76 335 15.76 335
DEC17 15.75 354 15.71 355 15.71 355 15.72 355 15.65 347
JAN18 15.55 143 15.55 143 15.55 143 15.59 142 15.54 130 -
Total Contracts Traded/ ro I I l t e rl n e O r
Open Interest 6/4,788 63/4,795 14/4,800 43/4,826 28/4,806
* Tower to the Pallet
Cash-Settied NDM
Fri., March 17 | Mon., March 20 | Tues., March 21 | Wed., March 22 | Thurs., March 23 . .
Automation Solutions
MARI7 85250 948 85.300 948 85.250 944 85.250 947 85.300 947
APRI7 82725 841 82750 835 83975 825 | 84500 814 86.575 808 Robotic Cells
MAY17  83.950 844 84.000 841 85.000 841 86.250 843 88.800 840
JUNIT 85275 989 86.000 985 87375 982 | 88500 977 90275 996 Vision Systems
JULLI7T  88.000 802 88.150 814 89.775 832 91.050 855 92.625 861
AUGIT ~ 91.000 804 91.225 806 92475 804 | 93525 809 94500 811 3 Engineering &
SEP17 93225 544 94.000 538 94875 547 | 95700 556 96.750 557 i Design Services
OCT17 95250 337 95.975 317 96.550 328 97.350 331 97.650 336 5
NOVI7T  97.000 407 97.650 394 98.000 412 98.825 409 99.000 406
Total Contracts Traded/
Open Interest 62/7,465 169/7,436 237/7,483 219/7,502 2883/7 485 » Complete Automated Cheese Packaging
Lines Including Equipment & System
- * Integration from the Brine or Tower to
casn se“|8d Bu“er the Pallet — We Provide it All!
Fri., March 17 | Mon., March 20 | Tues., March 21 | Wed., March 22 | Thurs., March 23 - Complete Line or
MARI7T 218425 918 218.250 918 217975 918 217975 918 217.000 915 Individual Components
MAY17  217.000 820 216.200 824 216200 842 215,500 844 212.000 837 . Affordable Soluti
JUNIT 218750 734 | 217.000 741 | 217.900 760 | 216950 765 | 214500 774 bl Ly
JULLT  222.000 605 220.250 603 220.500 658 220.250 663 217.250 675 * Built to Last
AUGL7 223500 494 222,500 494 223.000 425 222.000 557 219.000 575 + Right the First Time, On Time.
SEP17  225.000 442 224.000 451 224.000 470 223.750 482 221.450 508
OCTI7 226050 349 | 225000 354 | 225025 856 | 224500 351 [ 221150 363 Chetact bs!
NOV17 225775 255 223.750 268 224.250 268 224.000 271 221.025 281 A great place to work with people Phone: 920-662-1682
DEC17  222.000 227 221.000 227 221.000 231 220.000 237 220.000 245 committed to excellence, creating positive Toll E o 877-ZEPNICK
memorable experiences by providing 0 _ree' T,
Total Contracts Traded/ “Personalized Automation Solutions.” solutions@zepnick.com
Open Interest  121/5,745 254/5,786 314/5,934 193/6,001 302/6,069

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.

For more information please visit www.zepnick.com

DISCLAIMER: Cheese Market News® has made every effort to provide accurate current as well as historical market information. However, we do not guarantee the accuracy of these data and do not assume liability for errors or omissions.
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Eric
HighGround Dairy*, Chicago, a firm
which specializes in dairy hedging,
risk management
analysis services. He contributes
this column exclusively for Cheese
Market News®.

Perspective:
Dairy Markets

Meyer is president of

and market

For second year, pizza input costs
remain historically low. Ganitlast?

For those attending this year's Pizza
Expo in Las Vegas, there is reason to
celebrate for a second straight year. Food
ingredient costs to make a pizza are at
multi-year lows and based on short-term
(and some long-term) outlooks, it appears
commodity prices are poised to stay at
relativelylowlevelsfor some time. Sowhile
you bask in sun this week, celebrate the
strength of the pizza industryand discover
innovative ways to bolster your menu and
market your operation, realize that these
good times were not so great just a few
short years ago. It was not in the distant
past that flour prices were twice what
they are now, California was in a years-
long drought impacting tomato and other
vegetable prices, and Chicago Mercantile
Exchange (CME) spot cheese prices got
within a stone’s throw of $2.50 per pound.

First, the good news. Reflecting in the
rear-view mirror can be a challenge in
today’s fast-paced environment, but it’s
always good to understand where prices
have been to demonstrate where they can

get to in the future. The extremely hard
part is timing when the tide will turn and
the market will change for the worse.
Flour prices have been in a four-plus-year
bear market as wheat prices peaked in
September 2012 and have trended lower
ever since. Today’s Chicago Board of Trade
wheat price islessthan half of where it was
four years ago though futures a year from
nowprojectanincrease of 17 percent—a
lot, but still more than 44 percent below
the 2012 highs.

[amno expert inthe produce markets,
but I would have to imagine that the wet
winter in California will go a long way to
help fruit and vegetable production this
coming year unless the rains do not stop.
According to USDA’s Economic Research
Service Food Price Outlook released
in January 2017, farm-level fruit prices
are down 4.7 percent from January 2016
and vegetable prices are off by nearly 40
percent from the prior year. Expectations
are for 2017 fruit and vegetable prices

Tivrn to MEYER, page 7 =
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Perspective:
Industry Issues

Anuja Miner is executive vice president
of the Council of State Restaurant
Associations. Previously, she served
vice president,
services, for National Milk Producers
Federation and as executive director
of the American Butter Institute. She
contributes this column exclusively for
Cheese Market News®.

membership

Ties that hind: Dairy and restaurants

When people think about enjoying
pizza, they often envision their favorite
pizzeria and the employees that greet
them to serve their deliciously cheesy
meal. Pizzerias are just one example of
the ties that bind the dairy and restaurant
industries. Our reciprocal relationship
allows both of our industries to succeed
and thrive to provide the best possible
products for our guests.

We are not only tied by our efforts
to produce the best dairy products and
best dining experiences, but also by the
myriad of public policy issues that affect
how our industries operate, provide for
consumers and foster the best work en-
vironment for our employees on a daily
basis. Restaurants employ 14.7 million
people making us the second largest
private sector employer. There are also
more than 1 million restaurant locations
across the country with projected sales
over $798 billion. Immigration, healthcare
and labor are all issues that are on the
minds of our employers and employees
across the country. When I took on the
role of executive vice president of the

Dairy Hedging Expertise

Dedicated to providing high-quality education, market analysis
& brokerage execution to buyers and sellers across the globe.

and hedging goals.

Learn about our high-touch approach to
client relationships and our commitment
to meeting and exceeding your business

Visit our website today and sign up for
a free trial of our comprehensive dairy
market intelligence package.

— k. Disclaimer: HighGround Dairy is a division of HighGround Trading LLC (“HTG”). HTG is registered as an Introducing Broker with the Commodity Futures Trading Commission and an NFA
o

management

needs

e HighGround Dairy is an Independent Introducing Brokerage
that allows clients to choose from a variety of clearing firms

e We adhere to the strictest confidentiality standards on
behalf of our customers

e More than 15 years of experience in dairy commodity risk

e Specializing in risk management education and developing
customized hedging strategies and programs to meet client

Member. Futures and options trading involves risk of loss and is not suitable for all individuals. PAST PERFORMANCE IS NOT NECESSARILY INDICATIVE OF FUTURE RESULTS.

Now Trading
NZX & EEX

A HIGHGROUND www.highgrounddairy.com

Dairy

0 o e"’ | (A
Derivatives “‘ R

Eric Meyer
President

Direct: 312-604-3080 | Toll Free: 877-206-4250

For more information please visit www. highgrounddairy.com

Council of State Restaurant Associations
(CSRA), my main goal and objective was
to strengthen the relationship between
the State Restaurant Associations (SRA),
CSRA and the National Restaurant As-
sociation (NRA). I am helping guide the
communicationstrategy, whichaddresses
the needs and concerns of the SRAs by
working closely with the state associa-
tions and national members to advocate
on behalf of the industry.

Prior to joining the Council of State
Restaurant Associations, I served in vari-
ousroleswith the National Milk Producers
Federationaswell asthe American Butter
Institute. The dairy industry has played
a pivotal role in my career, and the links
between the two industries are obvious.
Both industries have employers and em-
ployees who work tirelessly to provide the
best food and service to their customers.
Making the transition from working with
suppliersto operators has only exemplified
the obvious reciprocal relationship that
these two important industries have and
continue to maintain.

Cheese Market News’ pizza issue is a
great opportunity to lay out these ongo-
ing ties between our two industries. Our
annual “What’s Hot” survey placed artisan
cheese at No. 18 on the list of the top 20
food trends for 2017. MilkPEP estimates
that 15.1 percent of the total volume of
fluid milk and cheese sales move through
foodservice. Research from the Wisconsin
Milk Marketing Board (WMMB) shows that
restaurants continue to influence cheese
utilization within the foodservice market.
Cheese-centric menus at restaurants are
continuing to drive cheese sales.

“Four menu categories, in particular,
impact the new uses for natural, process,
and specialty cheeses: sandwiches, burg-
ers, pizza and salads,” according to Allen
Hendricks of WMMB. Eighty-four percent
of consumers prefer a sandwich with
cheese to one without,and Mozzarella tops
the list of most popular pizza toppings.

In 2013, the National Restaurant As-
sociation launched the Pizzeria Industry
Council to engage the operator commu-
nity and address the concerns and issues
specific to pizza operators. The group
is modeled after the NRA’'s Fast Casual
Industry Council formed in 2009. The
industry councils address priorityissues of
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DFA reports $13.5 hillion in annual sales at meeting; focuses on dairy pride for members

KANSAS CITY, Mo. — More than 1,500
members and guests gathered in Kan-
sas City this week for Dairy Farmers of
America’s (DFA) 19th annual meeting.
This year’s meeting emphasized what
sets the cooperative apart and the ideals
and values that matter most to members,
leaders and employees.

The meeting kicked off with the chair-
man’s report, delivered by Randy Mooney,
chairman of DFA’s board of directors, who
operates a dairy farm in Rogersville, Mis-
souri. Mooney, who also servesas chairman
ofthe National Milk Producers Federation
(NMPF), talked about the importance of
the dairy community working together as
well as the cooperative’s ongoing efforts
with trade negotiations and regulatory
issues impacting the dairy industry.

An overview of DFA’s business was
delivered by President and CEO Rick
Smith. His presentation highlighted DFA’s
financials for 2016 as well as how the coop-
erative strives to take advantage of positive
market trends, while also protecting its
membersfromunpredictable market risks.

DFA officials reported 2016 net income

of $131.8 million, compared to $94.1 million
of net income for 2015. The increase was
attributable to highersalesvolumes, overall
operating efficienciesand lower commodity
input costs. The record earnings also were
buoyed by the acquisition of the remaining
b0-percent equity interest in DairiCon-
cepts, a manufacturer of cheese, dairy
ingredients and dairy flavor systems with
eight facilities across the United States.

DFA’s net sales totaled $18.5 billion
for 2016, compared to $13.8 billion in
2015. This decrease is primarily aresult of
lower milk prices, the co-op says. The U.S.
annual average all-milk price was $16.24
per hundredweight in 2016 compared with
$17.12 per hundredweight in 2015.

“Being owned by dairy farmers, we are
always working to strengthen our milk
marketing business and to bring value to
our dairy-farmer members,” Smith says.
“While 2016 was a year of challenges for
many of our farmers, DFA itself continues
to growand remainsfocused on continuing
our investmentsinnewand existing plants,
as well as progressing on our strategic
initiatives.”

Continued from page 4

specific industry segments and underscore
the importance of collaboration within
the diverse restaurant industry to reach
common goals.

Changes in attitudes about food safety
and freshness aswell as clean and healthy
living have helped with the farm-to-table
movement, which promotes serving local
food at restaurants and at school cafete-
rias through direct acquisition from the
producer. And what better example of this
than dairy products, which are served all
across this country in every restaurant
you step into. Farm-to-table also means
knowing where your food comes from and
embracing sustainable agriculture, fair
trade and treatment of animals. Eating
habits and growing demand of today’s
consumers also have changed the way
restaurants list their menu items. New
restaurants with big blackboards listing
the day’s farm suppliers are popping up
around the country.

As I near my one-year mark at CSRA,
I continue to build, foster and promote
the best interests of the state restaurant
associations, providing a medium for the
exchange of experiences and opinion;
broadening the restaurant industry’s
understanding of the importance of state
restaurant associations; providing a net-
work of cooperation among restaurant
association executives; and establishing
and maintaining good working relation-
ships with professional and business
organizations and governmental officials
for the purpose of promoting our industry,
our member associations and the public
interest.

I am also working to ensure that
state restaurant associations continue
to benefit from cooperative and coordi-
nated efforts in membership, education,

governmental affairs and other services
and relationships with the NRA, the
National Restaurant Association Edu-
cational Foundation and their affiliated
organizations.

The dairy industry and the restaurant
industry have many differences, but also
many similarities. The most important
ones are being successful in the chang-
ing environment, growth of competition
in both industries, and the changing
appetites of a new generation. CMN

Theviews expressed by CMN's guest
columnists are their own opinions
and do not necessarily reflect those of
Cheese Market News®.

Smith also discussed how DFA re-
mains focused on growing its commer-

cial businesses in order to better serve
and provide value to members. CMN
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& Service

to Supply One of the
Largest Selections of
Aged Cheddar Cheese!

WAG is your custom sourcing specialist
for procuring Quality Cheddar Cheese to meet
your specific needs. Our 17 years in business
and our 154 years of combined experience in the
food industry guarantees hands-on experience
to get the job done right the first time. We put
our customers first so that your needs are met
on time and below budget.

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 12 Years Old

e Grading — FIVE Licensed Wisconsin Cheese
Graders; 2nd & 3rd Generations

e LTL & Full Truck Load Capabilities

* Warehousing & Financing Available
Throughout Wisconsin

WisconsinA in &Gradin
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incorporated

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

Visit us on the web at www.wagcheese.com.

For more information please visit www.wagcheese.com

THE CHEESE GUYS...
YOUR TOTAL
CHEESE SALES

& MARKETING
SUPPORT TEAM:

. B Brian Argersinger
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e Expert knowledge in all aspects and applications
of marketing cheese

» We represent quality manufacturers from all over the
U.S. and World

e Expertise in imported and specialty cheeses

* Broad knowledge of club stores and general
merchandising programs

Call one of the experts on
our team today...
B Patrick Spaulding

B Mike Feeney
B Nathan Gorang

B Michael Bauchman
B Rodney Butcher

B Jim Andresen

B Bryan Kuhn

B Suzanne Spaulding B Tyler VanWerden

B Jay Spaulding

THE CHEESE GUYS

(810) 229-4166 © FAX (810) 227-4218 ¢ Email: info@cheeseguys.com
Web: www.cheeseguys.com
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For more information please visit www.cheeseguys.com
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Perspective:
Dairy Marketing

Mark Todd is consulting chef for the
California Milk Advisory Board. He
contributes this column exclusively
for Cheese Market News®.

Since 1958, excellence has been part of our
company'’s tradition. It’s something we never
stop striving to achieve.

-

customer satisfaction we earn every day.

and food service.

greatlakescheese.com | 800.677.7181

It's with this dedication to excellence that we offer consistent awgr‘ﬂ'-'winning
qual lty; distribution and complete service programs for dairy, deli, and food
service. As an award winning, premier manufacturer and packer of natural
and process bulk, shredded and sliced cheeses, our proudest award is the

We continue raising industry standards in manufacturing capabilities, plant
capacity, distribution and complete private-label programs for dairy, deli

CMN Exclusive!

What’s old is new again:
Flathread pizza’s star continues to rise

Flatbread is the backbone of virtually
every ancient culture’s cuisine. The tech-
nique of taking basic ground seed meal,
mixing with salt and water, and cooking on
a hot flat rock goes back well beyond re-
corded history. Naan, pita, tortilla, matzo,
lavashand countless otheriterations were
eaten every day — the very concept of
flatbread taps into our deep cultural food
memories. So, it seems almost inevitable
that this current trend in modern pizza
takes the dish back to its roots.

In a special Flatbread Pizza profile
prepared by Technomic for the Califor-
nia Milk Advisory Board from their 2016

N ;’ . ﬂ
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For more information please visit www.greatlakescheese.com

Pizza Consumer Trend Report, it was not
surprising to see that more than a quarter
of all consumers, and more importantly 37
percent of the coveted 18-35-year-old de-
mographic, would order a flatbread pizza.
Oneinfive believe theyare “higher quality”
and “taste better” than traditional pizza.

The one thing virtually all flatbreads
share? A distinct lack of flavor. That is
why humans have conventionally topped
their flatbread with flavorful and nutri-
tious items like meat, dairy products and
herbs. Dairy has played an integral part
in shaping these dishes for thousands of
years. In the Middle East, Labneh, Feta,
Halloumi and more have been featured.
In Europe, traditional melting cheeses,
aswell as creme fraiche, Mascarpone and
more were used as both a topping and a
sauce. A classic example is the French
Tarte Flambé, which features créme
fraiche as a creamy, mildly tart counter-
point for the densely sweet, earthy flavors
of caramelized onions and the satisfying
smoky/salty deliciousness that is bacon.

Inthe modernworld, pizzahasbecome
more than just a way to make flatbread
taste better. It has evolved into culinary
Velcro. Virtually anything edible can, and
probablyhasbeen, used asa topping. With
the explosion of ethnic and international
cuisines, BeefBulgogi, Thai Curry Chicken
and Smoked Salmon now sit comfortably
beside Pepperoni and Italian Sausage on
menus all over the world. Breakfast, lunch
and dinner. Appetizer, main and dessert.
Midnight snack. Every day, every time,
every bite, is the right time for pizza, and
flatbread is a rising star fueling growth
beyond traditional pizza operations.

The one commonality? They virtu-
ally ALL use dairy in some form. Why?
Consumer demand. People everywhere
consider dairy products an essential
ingredient for a great pizza.

The dramatic rise in the number of
new cheeses available to consumers and
operators has greatly increased the pos-
sibilities for innovation in pizza recipes
while sticking to a familiar and popular
basic format. California alone produces
more than 250 varieties and styles of
cheese, many unique and available no-
where else in the world. And this doesn’t
include other dairyproducts, which I'll get
to later. Innovation could be as simple as
adding one or two very flavorful cheeses
as options like Aged Provolone or Pepper
Jack. Monterey Jack is a perfect cheese
for menus because it melts and flows
better than almost any cheese and it
is now available in a myriad of flavors,
from Portabella Mushroom to Habanero
pepper. Jack even comes in an aged ver-
sion that is as nutty as any cheese on the
market and can challenge a Romano or
Parmesan for grating rights!

This proliferation of new specialty
cheeses combined with a wide variety
of quality ingredients on flatbread-style
crustand areally hot ovenare ingredients
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Continued from page 4

to decline by up to 8 and 12 percent, re-
spectively, versus 2016. Lean hog futures
also are 44 percent lower than their 2014
peak. Hogs briefly achieved a 14-year
low in October 2016 but have rebounded
dramatically over the past six months,
thoughstillwell belowlong-term averages.

Block cheddar prices (the price of
which pizza cheese varieties are based)
at the CME achieved a weekly high above
$2.40 per pound three timesin 2014 (twice
in March, once in September that year)
and achieved a record annual high of
$2.11 per pound. Since September 2014,
there have been 123 consecutive weeks
of sub-$1.93 averages, or nearly two and
a half years. This past week’s block aver-
age will likely come in somewhere close
to $1.40 per pound, or 44 percent below
the 2014 highs.

From a dairy perspective, the 2017
outlook remains murky. Ten consecutive
months of global milk production declines

TODD

Continued from page 6

in the success of one of the superstars of
the rapidly growing fast-casual segment,
Southern California’s Blaze Pizza.

Asa culinary staple, many times opera-
torshave more dairyin house than they offer
ontheirpies. Ifyou have Blue cheese or Feta
for salads, why not offer them on pizzas as

(June 2016-March 2017) helped drive
cheese prices higher during the fourth
quarterlastyear onlyto see them plummet
over the past month. A mild U.S. winter,
rebounding milk production across the
globe and lackluster domestic cheese
demand growth has helped push prices
close to 2016 lows. Milk remains abun-
dant in cheese-producing regions (the
Midwest and Southwest in particular) and
if demand does not reach expectations, it
could be along year for the nation’s dairy
farmers, keeping prices below the 5-year
average for much of the year.

But it is very hard to fade Americans’
— or global consumers’ — growing ap-
petite for cheese. Low prices drive inno-
vation and the long-term demand growth
outlookremains healthy. Accordingto the
website worldometers.info, Asia’s total

population (including both China and
India) represents nearly 60 percent of
the world’s total. Yet per the Pizza Power
Report published by PMQ Magazine, the
Asia-Pacific region only represented 8.2
percent of the world pizza market (in
total sales) in 2016. The 2014-2016 pizza
sales growth rate in North America was
just more than 3 percent while the Asia
Pacific region was 17.7 percent higher.
That is an enormous demand growth op-
portunity unfolding right before our eyes.

Do not let the good times cloud your
judgment to prepare for when prices
turn higher. The next drought or flood
is right around the corner and let us
not forget that the emerging markets
in Asia have suddenly gotten quite the
appetite for pizza and dairy products.
The next bull market will be here in food

CMN Exclusive!

commodities before we know it. CMN

The views expressed by CMN's guest
colummists are their own opinions and
do not necessarily reflect those of Cheese
Market News®.

*Theseobservationsincludeinforma-
tion from sources believed to be reliable,
butnoindependentverification hasbeen
made and therefore their accuracy and
completeness cannot be guaranteed.
Opinions and recommendations ex-
pressed arethe opinion of the authors and
are subject to change without notice. The
risk of loss in trading futures contracts
or commodity options can be substantial,
and investors should carefully consider
the inherent risks of such an tnvestment
m light of their financial condition.

» Dedication to Consistent Quality
* Progressive People & Ideas

superior quality and taste.

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

FOUR GENERATIONS STRONG

w é’/zewemab}y with Fie Mastor Cheesemakers!!!

e Family Owned Since 1925
e Award-Winning Cheese & Yogurt

Jim Demeter, Steve Buholzer, Adam Buholzer,
Dave Buholzer & Ron Buholzer (from left)
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melted, some can be grated and others Ny N ol o Flavored (Odyssey Greek Yogurt Vanilla)
resist melting altogether and can be I =< . Ei’“";fﬁfi_oﬁiﬂ@ 2016 American Cheese Society
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salads or other dishes. B e = T e N 1st Place: Brick

. 1st Place: Odyssey Greek Yogurt French Onion Di
Because dairy is such an excellent fla- yssey g P

vor carrier, it can be used to deliver tastes
either savory or sweet, delicate or bold,
simple or complex. That gives operators
the opportunity to offer both a great main
course pizza, a salad pizza as an appetizer,
or a sweet pie for dessert! Flatbread with
Mascarpone, candied nuts, toasted coconut
and shaved dark chocolate are an incred-
ible taste and texture combination. All it
takes to cashin on this hot trend isto use a
little imagination, and the right dairy prod-
ucts, to offer your customers exactly what
they are looking for — flavorful, healthy
and satisfying flatbread pizzas. CMN

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)

iy gy nmunl“‘n‘
ILUTEN FREE . RBST FREE*

= NET WT 607 2270 ﬁ

WISCONSIN MADE
BY MASTER
CHEESEMAKERS

Greek Yogurt & Feta

608.325.3021
www.klondikecheese.com

Theviews expressed by CMN's guest
colummists are their own opinions
and do not necessarily reflect those of
Cheese Market News®. For more information please visit www.klondikecheese.com
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Spotlight:

IMAC products (cultures,
media, anti-caking agents etc.)
have zero complaints for the
past 35 years in the U.S. and
European dairy industry, and
we are proud of our technology,
company and our staff. We
extend our sincere appreciation
to our large customer base,
who always give us the

five star % % % % % rating for
consistency and reliability.

(International Media And Cultures)

® IMAC Anti-Caking agent products (made with either individual ingredients
or combinations of Potato Starch, Corn Starch, Flour, Cellulose, etc.) are produced
with zero allergens (hypoallerginized) and contaminants using our proprietary
Enzyme-Nano Spray drying technology. IMAC produces white, off-white and
colored Anti-Caking agents. Considering the recent awareness on cellulose
(wood pulp), we have cellulose-free, spray-dried Anti-Caking agents.

® IMAC is the leader and strongly believes and proved that the use of Bulk Starters
(both primary and secondary) curtail pathogens (a serious problem due to zero
tolerance) and costly product defects due to the presence of bacteriocins and other
pathogens inhibiting compounds. Bulk Starters also improve cheese yields and
customer desired cheese functionalities.

® IMAC Functional Cultures: Milk Silo Culture - Widely popular to inoculate
raw milk to reduce pathogens (Listeria & Salmonella) and psychrotrophs.
Brine Guard - To reduce the yeast, molds, coliforms and pathogens in Brine.
AP Culture - Widely popular in Hispanic cheeses to retard the pathogenic
bacteria (Listeria). MJF Culture — The most popular culture used as an adjunct
Direct Set Culture to reduce browning on mozzarella cheese on pizza.

® IMAC Flavor Starter Cultures (Parmesan, Romano, and Cotija)
are the all-time favorites in North America and elsewhere.

® IMAC provides top class consulting services and
popular and practical classes and seminars on
cheese and dairy product technology.

Please Inquire For Details.

* RETAIL « FOODSERVICE * INDUSTRIAL '_

Int tional
nternationa
IMAC’ Media And Cultures

W WORLD HEADQUARTERS

1280 S. Parker Rd., Ste. #203 ¢ Denver, CO 80231
(800) 783-4615 or (303) 337-4028 ext. 112 * Fax: 303-337-5140

Dr. Reddy’s cell: 303-944-5215 ¢ V.R. Mantha's cell: 303-994-2820 -
Email:mantha@askimac.com * Web: www.askimac.com

PIONEERS IN DAIRY, FOOD & BIO TECHNOLOGY

Visit us at the
Pizza Expo
Booth #855

For more information please visit www.askimac.com

CHEESE,
GRATED b3

International Pizza Expo  PILIAJIEXPO

Pizza Expo offers cheesemakers opportunity
to help restaurant owners differentiate menus

By Rena Archwamety

LAS VEGAS — The annual Interna-
tional Pizza Expo began in 1985 and
has grown steadily over the years,
attracting pizza shop operators and
suppliers of pizza ingredients and
equipment from all over the world.
This year’s show, March 27-30 at the
Las Vegas Convention Center, is the
largest ever with about 500 exhibitors,
more than 1,300 booths and more than
7,000 pizza operators.

“The attendance has increased
every year. Ten years ago, we were
really excited about cracking 5,000
attendees. Todaywe’ll crack 7,000. As
their business grows, pizzeria opera-
tors learn more in three days at the
show than they will in an entire year
in the shop,” says Pete Lachapelle,
vice president of Pizza Expo and
publisher of Pizza Today, which both
were purchased a year and a half ago
by Emerald Expositions.

Lachapelle adds that the educa-
tional seminars at Pizza Expo are the
main draw of the event, and thisyear’s
expo will feature about 100 different
seminars.

Among this year’s seminars and
other highlights are a special pizza
baking demonstration by Tony Gemi-
gnani and Graziano Bertuzzo, each
of whom has won pizza competition
titles in both the United States and
Italy, and a seminar by Gemignani on
authentic cheese applications used
on Detroit, St. Louis, coal-fire, Nea-
politan, New York and other popular
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styles of pizza. The show’s keynote
speakers are celebrity restaurateur
Gabriel Stulman, whose Happy Cook-
ing Hospitality group currently oper-
ates five hit restaurants in New York
City, and Michael Lastoria, founder
of &pizza, which currently operates
more than 20 restaurants in off-the-
path neighborhoods in Washington,
D.C., Baltimore, Virginia and soon
New York City.

In addition to running Pizza Expo
and Pizza Today, Lachapelle five years
ago started the School of Pizzeria
Management, which offers in-depth
management courses for an extra fee
in the days leading up to Pizza Expo.

“It’s been interesting watching
the school grow over the last four
years. Here’s where you can go to
learn everything from how to identify
food costs and measure ingredients,
to how to open up your next pizzeria.
Operators can bring their financial
statement, sit down with industry
expertsand find their hidden profits,”
Lachapelle says. “It’s been very, very
well-received. It's amazing to hear
the number of people who say, ‘If it
wasn't for Pizza Expo, I wouldn’t be
in business today.”

The pizza industry is evolving,
Lachapelle says, as many pizza
operators are looking to grow into
full-service Italian restaurants. Many
others are looking to expand on the
number of styles of pizzas offered in
theirrestaurants. One of the pioneers
of this trend, he says, is Gemignani
of Tony's Pizza Napoletana in San
Francisco.

“Neapolitan-style pizza, with a
thin crust and baked in an extremely
high-temperature oven, that style
started booming and became really
popular 7-8 years ago,” Lachapelle
says. “But many operators don’t have
these special ovens and we started
promoting other styles that could be
baked in their ovens. In the past if you
had multiple styles, it was thin crust
and deep dish.

“Today, we see grandma, New
York-style, Detroit, St. Louis, Roman,
Chicago deep dish and cracker crust
pizzas, many of which are being baked
inthe samerestaurant. Now they have
more to offer the customer which dif-
ferentiates them from their competi-
tion. One of the best examples I can
think of is Jeff Smokevich’s Blue Pan
Pizzeriain Denver. He’s got two ovens
with a total of six decks. Each deck
is set at a different temperature for
five styles of pizza and one for bread.

Vendors at the Pizza Expo now are
promoting the different styles of ovens
and different crust ingredients for
these various styles, and Lachapelle

Turn to EXPO, page 9 =
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says he sees a huge opportunity for
cheesemakers to do the same. This
yearthe Pizza Expo includes 46 exhibi-
torsthat produce or distribute cheese,
and many of these are large-scale Moz-
zarella and Parmesan suppliers. With
the trend toward diverse, specialized
pizzas, Lachapelle believes smaller,
more specialty-style cheesemakers
could find success at the Pizza Expo
as well.

“Cheese guys know flavor and
spend time making sure it tastes just
right. They also know how to blend,
what cheeses go with what cheeses,”
Lachapelle says. “I would think a
supplier who knows how to best blend
Cheddar with Colby or other cheeses
would have a huge opportunity. Large
suppliers can’'t change formulas
quickly, but smaller suppliers can and
could approach aregional distributor
with a cheese blend they think will
work. I think it’s the next frontier for
pizza. ... I could see a pizzeria based
on cheese flavors alone. I think that
would be a huge success.”

There are opportunities for all
sizes of cheesemakers to promote
their products at the Pizza Expo,
particularly among the various pizza
making competitions held each year.
Forexample, Lachapelle says, Galbani
is offering more than $2,000 worth of
prize money and products for anyone
who uses its cheese in one of the com-
petitions and wins. The competitions
also draw pizzeria operators who are
looking for new ideas for their menus,
so cheesemakers can set up a booth
or mingle with attendees in the area
to suggest cheeses and blends to try
on the menu.

“Cheese should have much more
of a representation than they do,”
Lachapelle says. “It’s not just Mozza-
rella and Parmesan anymore. Today,
the consumer wants more, so you can
find out where your cheese can fit into
that equation by going to the expo.”
¢ Pizza & Pasta Northeast

This fall, Lachapelle and Emer-
ald Expositions will be launching a
brand new trade show, Pizza & Pasta
Northeast. Scheduled Oct. 17-18 at
the Atlantic City Convention Center
in Atlantic City, New Jersey, the new
show will focus on regional pizzerias
and Italian restaurants and include a
schedule of pizza and pasta demon-
strations by top chefs, seminars and
workshops given by industry leaders,
and special presentations from key-
note speakers. More information is at
www.pizzaandpastaexpo.com.

“I don’t want this to be a little
Pizza Expo,” Lachapelle says. “It
will include pizza, but I want it to
be more of a restaurant show. Many
pizzerias are taking the next step into
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becoming a full-blown restaurant and
embracing pasta. It’smainlyaregional
show. The Northeast is the home of
independents.”

Lachapelle notesthatinthe North-
east, there are 29,000 Italian and/or
pizza restaurants — an $18.5 billion
market comprising almost 30 percent
of the entire country’s revenue for
that segment.

Because of the number of inde-
pendent restaurants, this show, he c t
says, could present an even better onver
opportunity for smaller cheese sup-
pliers. Currently, the show is about Y T ~
80 percent sold out, but given the ou r rl m W d
interest, more booths can be added « WVe extruade
to the show floor, Lachapelle says of C h blocks or
the 300-booth event. eese trim

“They could come down from
upstate New York or Vermont, and
can talk to operators who can start
using their product that afternoon,” N t
Lachapelle says. “The focus will be u g g e s
from Maine to Virginia. The smaller
suppliers the better. I would think a B a rs
cheese supplier would be in heaven
if they took it seriously to go after ®
business. Northeast would be an St I c ks
easier introduction to the industry
than Pizza Expo.”
Lachapelle adds that often at the
smaller shows, he doesn’t see manu-
facturersas often as distributors. Both
cheese suppliers and distributors, he
says, will have a great opportunity at
Pizza & Pasta Northeast to share their
expertise and help create newrecipes.
“I think there is far more opportu-
nitythanthey think” Lachapelle says.
“If you want to see it, go to the Pizza
Expo, but for those who are smaller,
think the Northeast show would be a For more information please visit www.ynotfoods.com
very good place to check out.” CMN
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“In these general steps, Provolone is
similar to Cheddar and other cheeses,”
McCoysays, noting another step isneeded
for pasta filata cheeses. “At the end of
the make, drained curd is cut into large
ribbons, milled, then melted in hot water
and stretched much as taffy is pulled.”

Finally, the cheese typically is
molded, cooled in fresh water and
brined before it is aged. Alternatively,
Provolone also may be smoked by hang-
ing it in a smoke house or dipping the
cheese in a liquid smoke flavor, McCoy
says. While young Provolone has a mild,
milky taste, its flavor becomes more
picante — or strong — as it ages.

The manufacturing process in the
United States for Provolone is similar
to the process for Mozzarella. However,
Provolone does not require pasteurized
milk like Mozzarella does — but if the
milk is not pasteurized, the cheese
must be cured at a temperature of not
less than 35 degrees Fahrenheit for at
least 60 days, according to FDA's Code
of Federal Regulations.

According to FDA’s regulations, both
Provolone and Mozzarella must have a
milkfat content of at least 45 percent but
vary on moisture requirements. While
Provolone has a maximum moisture
standard of 45 percent by weight, low-
moisture Mozzarella must range from
more than 45 to 52 percent moisture, and
higher moisture Mozzarella must range
from more than 52 to 60 percent moisture.

CHEESE o HE MONTH: RalteiYellelsl=

e Retail sales

Provolone retail volume sales in-
creased 6.9 percent inthe last 52 weeks
asof Feb. 19,2017, continuing on a five-
year positive trend (fixed weight only,
total U.S. multi-outlet and convenience
stores), according to Information
Resources Inc. (IRI) data courtesy of
Dairy Management Inc.

Provolone holds a 1.7-percent share
of total natural cheese within the
fixed weight cheese category in U.S.
multi-outlet and convenience stores,
according to the IRI data.

Almost 96 percent of retail Provolone
cheese in the United States is sold as
sliced (fixed weight only, total U.S.
multi-outlet and convenience stores).
Only 0.9 percent of Provolone is sold
as String, but it is growing likely due
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to its “on-the-go,” convenience factor,
the data says.

Smoked Provolone makes up nearly
half of Provolone retail sales, up 5.7
percent in the latest 52 weeks as of
Feb. 19, 2017.

Provolone cheese volume sales grew
over the last 16 months as of Feb. 19,
2017, and price pervolume has declined.
The lowest average price per pound was
$5.55 in July, with prices remaining
under $6.00 per pound from summer
through the winter 2016-2017 season,
the data says.

In the latest 52 weeks as of Feb. 19,
2017, Provolone cheese private label
had a 52.3-percent share among total
Provolone sales (fixed weight only,
total U.S. multi-outlet and convenience
stores), down 2.3 percentage points
from 2012. Additionally, Provolone
private label offers consumers about a
24.2-percent price per pound savings,
costing $4.95 per pound compared to
$6.54 per pound for national brands,
according to the data.

e Marketing tactics, applications

Although there seems to be a grow-
ing acceptance of cheese with more
flavor, Provolone has not benefitted
from this trend, says Errico Auricchio,
president, BelGioioso Cheese Inc.,
Green Bay, Wisconsin, which sells half
of its Provolone to foodservice and the
other half to retail.

Most consumers see mild Provolone
as a bland flavor filler for sandwiches,
where a “real” mild Provolone offers its
own flavor and aroma. Aged Provolone

Tirn to USES, page 11 =

Pizza Hut unveils
Grilled Cheese
Stuffed Crust Pizza

PLANO, Texas — Pizza Hut has an-
nounced a new mash-up combining two
of the “most beloved foods of all-time”
— grilled cheese and pizza.

The Grilled Cheese Stuffed Crust
Pizza features Cheddar and Mozzarella
stuffed in and baked onto the crust.
To finish off the grilled cheese crust,
it is topped with toasted breadcrumbs
and melted butter. A large one-topping
Grilled Cheese Stuffed Crust Pizza is
available for $12.99.

“The Grilled Cheese Stuffed Crust
Pizza is the perfect combination of a
classic grilled cheese and traditional
pizza,” says David Timm, chief market-
ing officer, Pizza Hut. “The result is a
delicious, flavorful and indulgent pizza
that packs a punch of a gooey, cheesy,
crunchy grilled cheese.”

The Grilled Cheese Stuffed Crust
Pizza can be topped with any combina-
tion of a number of Pizza Hut’s ingre-
dients and customized with a choice of
five sauces and three drizzles.

The Grilled Cheese Stuffed Crust
Pizza is available for dine-in, car-
ryout or delivery at participating
Pizza Hut locations nationwide. For
more information, visit www.pizzahut.
com or blog.pizzahut.com. CMN
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has a much more pronounced flavor
thatisappreciated by older generations,
Auricchio says, noting that the cheese
needs to continue being introduced to
younger people.

BelGioioso believes the cheese
has a promising future and that it has
potential to be rediscovered for its
distinctive flavor.

“Using BelGioioso Provolone in a
pizza or sandwich recipe will greatly
increase its flavor profile,” says Jamie
Wichlacz, marketing public relations
manager, BelGioioso.

In an effort to promote Provolone
and help it gain popularity, BelGioioso
has included a list of recipes for the
cheese onitswebsite, such as Antipasto
Platter with Sharp Provolone, Grilled
Eggplant Panini with Sharp Provolone
and Mild Provolone Lasagna. Tradition-
ally, its best application is eating it
sliced in sandwiches, Auricchio says.

Inlight of the bold flavors and unique
ideas that customers seek, Foremost
Farms USA, Baraboo, Wisconsin, has in
recentyears added varieties of blended
shredded cheese in 5-pound bags that
include mixtures of Provolone, Moz-
zarella and colored Cheddar cheeses.
These primarily are sold to foodservice
outlets and will be showcased at the
Wisconsin Milk Marketing Board’sbooth
at the International Pizza Expo next
week in Las Vegas.

Papa John’s named
official pizza
partner of NHRA

GLENDORA, Calif. — Papa John’s
International Inc. has been named the
official pizza partner of the National Hot
Rod Association (NHRA).

This partnership builds on Papa
John'sinvolvement in the sport of NHRA
Drag Racing, which began last season
with its sponsorship of Top Fuel racer
Leah Pritchett and Don Schumacher
Racing. Pritchett showcased her gold
and black dragster at five races during
the season beginning in Seattle. The
paint scheme mirrors the famous 1971
Chevy Camaro Z28 that founder “Papa”
John Schnatter sold in 1984 to keep his
restaurant out of bankruptcy.

Asthe official pizza partner of NHRA,
Papa John’s will have a yearlong pres-
ence onsite at all 24 NHRA Mello Yello
Drag Racing Series events and on FOX
Sports broadcasts.

“Papa John’s is proud to be the
official pizza partner of NHRA. As
the only QSR brand in the sport, we
look forward to connecting with fans
at races throughout the country,”
says Schnatter, founder, chairman
and CEO, Papa John's. “Leah and
Don Schumacher Racing became
members of our pizza family last year;
this season we are officially welcom-
ing NHRA to our pizza family.” CMN

“Consumers are looking for bold fla-
vors, and Provolone is one tool or option
thatrestaurants have to offer something
unique or different,” says Abigail Merz,
senior director of sales and marketing,
Foremost Farms, adding that the cheese
doeswell on pizzas, lasagna, salads and
cheese trays.

Foremost Farms also recently de-
veloped an extended-length Provolone
for industrial customers, offering them
improved efficiencywhenworking at the
operational line, Merz adds.

At Dairy Farmers of America (DFA),
Kansas City, Missouri, growth for Pro-
volone varieties mostly is seen in the
foodservice sector.

“Foodservice is definitely our biggest
growth area, as customers are switching
from process cheese to higher flavor

o
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March 24, 2017 — CHEESE MARKET NEWS® m

VIO Izl Provolone

profile cheese in subs and sandwiches
as well as adding variety to pizza com-
ponents,” says Jason Hawkins, chief
operating officer of ingredients, DFA.

DFA’s Provolone, traditionally used
for sandwiches and subs, also can be
used to add flavor in pizza applications
and in veal and chicken Parmesan as
well as French onion soup, Hawkins
says.

To market its Provolone, DFA uses
a nationwide broker network for both
private label and branded varieties. The
cooperative also participates invarious
food shows to help promote the cheese,
Hawkins adds.

Noting that not all Provolone vari-
eties have the exact same flavor, Scott
Stocker, CEO, Shullsburg Creamery,
Shullsburg, Wisconsin, says the cream-

1-800-533-9594

www.shullshurgcreamery.com

* Refrigeration & Distribution

* Private Labeling
* Food Service & Export

ery carries mostly Wisconsin-made
Provolone, which can differ from
traditional, Italian-style Provolone by
offering a milder flavor.

Inaddition, he says some U.S.-made
Provolone today is geared for foodser-
vice because it is high volume. Because
of this, Shullsburg, a smaller brand
marketer that packages Provolone into
different sizes and varieties, faces chal-
lengesattractinglarge manufacturersto
make private label cheese. As a result,
Shullsburg purchases the cheese in
large sizes and does most processing
in-house.

“The commoditization of Pro-
volone is a good example of the
direction of our Wisconsin cheese
industry, as we need to compete
internationally,” Stocker says. CMN

For more information please visit www.shullsburgcreamery.com
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with an Italian oven, state-of-the-art
lighting, a Berkel salumi slicer and
Italian fixtures. We aspire to nourish
lives by sharing traditions, authentic
food and love. We hope to transcend
conventional perceptions of the casual
dining sector, by delivering world-class

Donette Beattie Dan Collier Joe Fugere food and service.

TOPPERS PIZZA PIZZAMAN DAN’S TUTTA BELLA NEAPOLITAN PIZZERIA Tutta Bella was the first pizzeria in
the Northwestern United States and

the 10th in the country to be certified
authentic by the AVPN (Associazone
Verace Pizza Napoletana) based in
Naples, Italy. We also have a strong
commitment to social causes.
Kalambokidis: We opened our

first and only restaurant in October of

For d ry grated Pa rmesa nl 2015. What makes Adrianos Brick Oven
* unique is that we are located in a very

Roma no’ AS Iago“’ rural part of Iowa and have found that

many of the trendyideas of today’s pizza

*
NO one does It better market either do not work or are very

slow to catch on. We sell an amazing
than Bel Ia Pak! pizza with upscale taste and textures
but find that what sells in our small town
market is “good old meat and potato”

We did it with Mondo Vecchio—our new style pizza toppings.

product line of authentic Italian tasting hard Nejad: In 1986, co-founders Shahpour
grated cheeses. Nejad and Reza Kalantari combined their

knowledge of business and great pizza
and founded the first Pizza Guys restau-
rant in California. We began franchising

Let Bella Pak do it for you! Get consistent,

high—_quality products, personalized service ourstoresin 1994, whichled to the growth
and inventory management to help you reach and development of 63 stores across
your sales goals! Choose your private label or three states. Our franchises are run by
our Mondo Vecchio brand. pizzalovers, families, entrepreneurs and

customer-oriented businesspeople.
For over 30 years, we have been com-

® Quick turnaround mitted to two things: quality food and
¢ Batch dryers customer satisfaction. Our commitment
. is evident in our pizza dough, which

* Custom blendmg is made from scratch every day; our
e New and specialized formulations high-quality ingredients, always fresh
e Multiple packaging options andlocallysourced_whenavallaple;and
. . . our customer service, exemplified by

* Finished-product pricing available our friendly employees and great deals.

Pizza Guys is on the cutting edge of
the technology in the pizza industry. We
offer online ordering to make it easy
for our customers to get their Pizza
Guys pizza. Each Pizza Guys store also
has a state-of-the-art POS system that
provides store ownerswith the tools they
need to analyze and run their business.

Petersson: Pizza Hut, a subsidiary
_ of Yum Brands Inc., serves and deliv-
‘,5’**' = Ao et U ers more pizzas than any other pizza

Hs

Assorted pack sizes including 3-, 8- and 16-0z
Jars and canisters, 2.25-Ib jars, 5-b tubs, 25- and

s company in the world. With easy order

i Call 920.735.4919 options including the Pizza Hut app,

"T Appleton Wisconsin USA mobile site, Facebook and Twitter mes-

et senger and Amazon devices, Pizza Hut

P y is committed to providing an easy pizza

—" K www be“apakocom experience — from order to delivery.

& ' Founded in 1958, Pizza Hut has become

J"'- : _ the most-recognized pizzarestaurant in

. ’ £ the world, operating more than 16,400

For more information please visit www.bellapak.com Tivrn to PIZZA, page 13 =
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restaurants in more than 100 countries.
Pizza Hut is also the proprietor of The
Literacy Project, an initiative designed
toenable access, empower teachersand
inspire a lifelong love of reading. The
program is rooted in the foundation set
by the Pizza Hut BOOK IT! Program,
which is the longest-running corporate
supported literacy program, impacting
more than 14 million students eachyear.

Troiano: We are a high volume,
single store, carry out and delivery
operation in Chicago. We've existed for
50-plus years in the highly competitive
Chicago market and continue to grow.
Our relentless focus on the customer,
our high quality product and the culture
we create within the operation sepa-
rates us from the competition.

What are the biggest technical
challenges you as a pizza company
experience in dealing with cheese?
What attributes, such as melting,
browning or oiling off, could the
industry continue to improve?
Beattie: An industry improvement
that could provide a lot of value is in-
novation around packaging to improve/
extend the shelflife of cheese and inhibit
mold formation. In the distribution pro-
cess, we sometimes see “leaks” or holes
in packaging. Since the price of cheese
can be volatile, it would be extremely
helpful to have more durable packaging
to ensure that we're getting the longest
life out of the cheese that we invest in
to provide the best product possible.
Collier: We use ablend of 40 percent
Mozzarella, 40 percent Monterey Jack,
10 percent Cheddar and 10 percent
Provolone cheeses. Qurbiggest concern
is to avoid a greasy pizza, so we use a
low-moisture, part-skim Mozzarella. We
shred our cheese from block. We are
pleased with the melting and brown-
ing, and moisture results of our current
process which we have used for 30 years.
Fugere: We have both external and
internal issues with technical chal-
lenges. Some of those occur in the

Tisrn to MELT, page 14 =
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production facility, others have to do
with internal inventory management
of a highly perishable product.

Since we use an artisan fresh Fior
Di Latte product, our commitment to
quality and freshness is paramount
and provides a challenge with logistics
externally. Internally, we need to be
expert at forecasting our usage because
as our cheese ages, quality is greatly
compromised.

Kalambokidis: One of my biggest
technical challenges in dealing with
cheese is trying to find or make a dairy-
free cheese that is satisfying to my many
lactose intolerant customers.

We are also always looking for better
tools for dispensing soft cheeses such
as Ricotta and cream cheese onto our
pizzas following baking.

Our base cheese for the majority
of our pizzas is a 50/50 blend that we
are very satisfied with its melting and
browning with very little oiling off.

Nejad: Consistency with proper ag-
ing and moisture control is the biggest
issue for us. Too much moisture will
affect the melting and browning and
too old of a cheese will create too much
oiling on pizzas.

Petersson: Cheese is one of the
most important things at Pizza Hut,
and we're constantly looking at how
we can improve the flavor and quality
of our pizza cheese since our goal is
to have the best tasting pizza on the
planet! We have to design our cheese
to go through our ovens at high and low
altitude, at high and low humidity and
through several different makes and
models of ovens, so we are constantly
testing and evaluating and retesting
different components. The biggest
technical challenge we face is actually
the cooking platform as opposed to
type or form of cheese in addition to
the constant need to secure the large
volume of cheese needed to make sure
we're satisfying our customers.

Troiano: Consistency is the most
important issue for pizza operators. The
biggest challenges we face with cheese
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are spottingand run off. To address these
challenges and maintain consistency, we
keep an eye on production dates and use
cheese that is 18-28 days old.

How does your company deal
with cheese price volatility?
How could the cheese industry
better support you in this area?

Beattie: Cheese price volatility is an
issue that Toppers faces, I think even
more than some brands, because of our
commitment to using only fresh, never
frozen, Wisconsin cheese. We understand
that the market changes and we're not
willing to sacrifice quality by freezing/
storing cheese to take advantage of low
markets. It would be great to have access
to experts, perhapsviamonthlywebinars
to help us understand fundamentals
affecting the cheese markets so we can
make informed decisions on our cheese
purchasingstrategyfrom month tomonth.

Collier: Cheese represents 30
percent of our overall food cost. We
generally ignore the cheese market
with regard to pricing our menu. Our
pricing is done around an analysis of our

competitors and our overall food cost.
When the cheese price soars, it comes
directly off the bottom line and we just
“hang-on” and take the financial hit.
Fugere: We fend off price volatility
by establishing contract pricing with
ourvendorswhenever possible. Industry-
wide, I believe there is aneed and appre-
ciation from pizzeria owners when there
isincreased transparencywith every step
of the distribution/logistics supply chain.
This is especially true of imported items,
where currency exchanges and shipping
adds complexity to the equation.
Kalambokidis: In our one-and-a-
half years of operation we have ridden
out the cheese price volatility and kept
our pricing the same. We have had to
monitor our employees very carefully
as I have found that if employees are
left to their own devices, they will top a
pizza to their own likings rather than to
the specifications of the establishment.
Nejad: We just deal with it as it
changes but we put aside a small bud-
get for extreme volatility times. The
industry can help us when the cheese
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prices are low, not to dispose and waste
any milk, instead give us some rebate
incentives and we will sell more pizza
and products containing cheese.

Petersson: Pizza Hut is exposed to
financial market risks associated with
interestrates, foreign currency exchange
rates and commodity prices. In the nor-
mal course of business and inaccordance
with our policies, we manage these risks
through a variety of strategies, which
may include the use of financial and
commodity derivative instruments to
hedge our underlying exposures.

Troiano: Cheese price volatilityis al-
ways a concern for pizza operators. Quick
increases in cheese prices do not allow
usto adjust pricing accordingly. Because
of pre-printed menus, we cannot fluctu-
ate our pricing to accommodate quick
increases. To compensate duringvolatile
times, I typically do shorter printed menu
runstobuild inflexibility to address price
increases. Our pricing is always set at a
block plus with our distributors allowing
us to know where we should be every
week and avoid surprises. That said,
we could benefit from early awareness
of price increases allowing for planning
beyond week to week.

What new trends are you seeing
when it comes to using cheese on
or in pizza? Are there any new
side dish trends featuring cheese?
Beattie: We are seeing that our fans
continue to love our fresh Mozzarella,
whichisthe base for our pizzas and Top-
perstix. We are always working on layer-
ing in cheeses that seem to be trending
flavors. For example, our new Sausiago
pizza features fresh Asiago cheese to
complement other flavors like sausage
and onions on that product. We also
use Asiago cheese on our Three Cheese
Garlic Stix and Pepper Jack cheese on
our Smoky BBQ Chicken pizza.
Collier: We do not currently see
any new product trends pertaining to
cheese that will affect our pizzerias.
The challenge, and purpose of cuttings
(comparing one brand to another), is
to always provide a flavorful cheese.
We have discovered that many cheeses
tested just don’t have the flavor.
Fugere: Anything with Burrata is
HOT! This includes pizza toppings as
well as side dish/antipastiapplications.
Kalambokidis: I think in the years
to come and with people caring more
and more about what they put into their
bodies, it will be important to develop
products that cater to the lactose-free
and vegan consumer. I would love to
be able to offer a completely “vegan”
pizzawith all of the wonderful taste and
textures of a traditional pizza.
Nejad: We always follow the trends,
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and yes, we use cheese as much as pos-
sible for those new trend innovations.

Petersson: We like to think we
started the trend of using cheese in
unique places with pizza. When Pizza
Hut invented Stuffed Crust in 1995 it
changed the pizza game, increasing
sales for the company by $300 million
in its first year. Over the past 20-plus
years, it has also become a platform
for global innovation, such as Marmite
Stuffed Crust in Australia and Cheese
Jalaperio Stuffed Crust in Oman, as well
as a multi-billion dollar business for
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Pizza Hut. Most recently we launched a
Stuffed Garlic Knots Pizza as a limited
time menu option in 2016 but kept the
stuffed garlic knots on the menu as a
side dish. We also have a whole team
always looking into the next big idea!
As an industry, we see the pizza
categoryinnovating with more flavorful
cheese, bolder cheeseslike Gorgonzola,
Blue, Asiago, Romano, smoky, Gouda,
etc. And experimenting with combina-
tions of three cheeses or six cheeses
and ensuringthere’s a storybehind that
cheese, for example using Wisconsin

£

cheesespecifically. Cheeseisanendless
opportunity for both pizzas and side
dishes and as people continue to travel
more and broaden their exposure to new
cheeseflavors, you'll start to see more of
this throughout our menus and others.
Troiano: The move in the pizza in-
dustry is for more exotic cheeses such
as burrata, fiore di latte Mozzarella,
aged and unique cheeses. Being a de-
livery and carry-out operation, we are
limited to products that travel well and
therefore maintain a focused menu.
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How important is cheese in how you
marketyour company’s products, both
inside and outside your restaurants?

Beattie: Cheese is really the center
of the Toppers Pizza world. Because
we're on a mission to be the best pizza
company in the world, we will never
skimp on the quality of our product,
especially the cheese. We insist on us-
ing 100 percent real Wisconsin pasta

filata Mozzarella cheese made in the
age old traditional way. It’s the base
for our most signature products: pizza
and Topperstix.

Collier: Cheese is an integral part
of our menu. It is in our appetizers
(Jalapefio Poppers, Garlic Cheesy Bread
and Mozzarella Sticks), our subs and
calzones. It is on our salad bar. It is
in shakers on our tables. So all of our
marketing takes advantage of showing
off the cheese in the food photography.
The marketing allowance provided by
the California Milk Advisory Board was

small, but every little bit helps.

Fugere: I believe that all owners/
operators (and guests) would agree
that cheese is one of, if not THE most
important ingredients in a pizzeria.
It impacts almost every sense (visual,
aromatic, taste, texture) and, along with
dough, is often what separates a good
pizzeria from a great one.

Kalambokidis: Pizza is made of
three essential ingredients: crust, sauce
and cheese. Everyone loves cheese so it
isvery important. The better cheese we
have, the better end product.
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Nejad: Cheese is always one-third
of total food invoice for us and to have
the best-tasting and best-performing
cheeses is a must both inside and out.
We shred our cheese fresh every day for
the best quality and performance that
our customers can taste and we market
that in our advertising and marketing
on the outside.

Petersson: Cheese is critical.
There’s no other way to put it. Everyone
wants more cheese and cheese is most
often the driver of the flavor on a pizza,
similar to the heart in the body. People
pick pizzas because of what flavors they
like and cheese is often the biggest
driver of that.

Troiano: It's important to separate
yourself from the chains and other piz-
zerias and cheese is an important com-
ponent. All of our print ads state that
“We use REAL Wisconsin Cheese” which
I feel resonates with our consumers.

Are there ways pizza operators and
cheese manufacturers can better work
together to ensure food safety and
traceability, while at the same time
minimizing redundant paperwork?

Beattie: It seems that better com-
munication and collaboration between
operators, manufacturers and distribu-
tors could improve the traceability and
standard for food safety in the industry.
We can always use more transparency
and visibility into the product move-
ment asit travels throughout the supply
chain. I think innovation in technology
to streamline communication and cut
down paperwork between these silos
would be useful.

Collier: I cannot think of anything
to add regarding cheese food safety
and traceability. As a pizzeria owner, I
trust that doing businesswith reputable
manufacturers and suppliersis enough.

Fugere: Taking advantage of state-
of-the-art technology as well as old
school food safety standards would be a
significant move in the right direction.
Often, the standards of excellence exist.
Thereal opportunityisinthe practicing
and enforcement of these standards.

Kalambokidis: Since we are a very
small operation and currently only use
one main supplier, we track our products
manually. As we grow and are in need of
more efficient systems, we would be inter-
ested in how others are tracking as well.

Nejad: We have a very good system
with our manufacturer and cannot think
of anything better for now.

Petersson: Pizza restaurants,
cheese manufacturers and the dairy
industry itself can work very closely
together to ensure safety and trace-
ability but also to promote innovation
and partnership. For example, we have
aDairyManagement Inc.representative
who is on site full time in our culinary
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innovation kitchen at Pizza Hut and his
role is to support the team, build trustin
the dairyindustryand help us determine
newways to incorporate more dairy and
different kinds of dairy into our menu.
This partnership is a win-win for both
Pizza Hut and the dairy industry.

As it relates to food safety and
traceability, one of the things Pizza Hut
requiresis our suppliers to have specific
food safety and traceability standards
built into their processes which can
help minimize redundant paperwork.
This includes both monitoring the raw
ingredient, milk, but also the cheese
itself. Before any supplieris on-boarded
we make sure that they have the ability
to meet our standards, and then they
are regularly audited to ensure that the
standards are being followed. Addition-
ally, we include suppliers in regular dis-
cussions on how they are incorporating
continuous improvement into the food
safety processes and systems.

Troiano: As restaurateurs, we
expect the products we receive to be
fresh and wholesome. In the event
that is not the case, a tracking system
with lot numbers, etc. is important.
Pizza operators, distributors and cheese
manufacturers must commit to open
lines of communication in the event of
any product inconsistencies.

As menu labeling regulations come
down the pipeline, how have you
worked to integrate these rules
in your business? Have you made
product formulation changes?

Beattie: While we are always making
an effort to be prepared for any regula-
tions that may affect our industry, we
have not made product formulation
changes to our menu items. We believe
that there is room in every person’s
diet for indulgence, and we have given
power to our consumers throughout
our build-your-own pizza concept. This
allows customers to choose more orless
cheese, thick or thin crust, more veggies
or more meat as toppings. Additionally,
our straight up pricing doesn’t penalize
consumers for wanting more ingredi-
ents by requiring that each cost extra.

Collier: We find that more and more
customerswant to knowthe ingredients
ineverything. We fall below the number
of restaurants that California currently
requiresto post nutritional information;
however, we may need to add ingredi-
ent and nutritional information to our
website as a customer demand-driven
service. We have not had to make any
recipe changes as a result of new rules.

Fugere: It's nearly impossible to
make formulation changes to hundred-
year-old artisan cheese recipes and

techniques. However, we have learned
that educating the customer on the
difference between good fat versus bad
fat, for example, and practicing the old
world tradition of portionrestraint have
proven successful for us. We promote
the benefits of following the spirit of
the Mediterranean diet at Tutta Bella.

Kalambokidis: We have access to
a computer program through our sup-
plier that assists in determining calorie
count and such that will be required.
My understanding, however, is this will
affect the chains and larger operations
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more than our small mom and pop shop
at this current time but we are prepar-
ing just in case.

Nejad: We have already started in this
section byprovidingvariance informula-
tion and looking for alternative cheese.

Petersson: We are proud to say that
we make changes to our menu and to
ourfood specificallybased on consumer
trends and requests but we always stay
closely connected towhat's goingonwith
government regulations whether they
are actually required or even just being
considered. We typically make changes

7

on our own to be ahead of the curve but
we always make sure we're in compli-
ance with all government regulations.
Troiano: Asanindependent pizzeria
owner, ] have not felt the impact of menu
labeling regulations as of yet. These
regulations seem to have affected the
chains more than independents. To that
end, [ have not made anyproduct formu-
lation changes, however offer healthier
alternatives on my menu. I believe
consumers tend to balance the need
to be healthy and their desire for com-
fort food. Moderation is the key. CMN
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Continued from page 1

“As consumers redefine ‘healthy’
and look for foods with real, simple,
familiar ingredients, pizza companies
have taken a number of steps to meet
consumer demand for ‘clean label,’ says
Dasha Shor, manager of nutrition sci-
ence and partnerships for the National
Dairy Council (NDC).

A “Pizza Consumer Trend Report”
published in 2016 by Technomic Inc.
says that as the pizza category grows,
demand is increasing for unique and
better-for-you varieties.

According to the report, most
consumers would like to see pizza
establishments offer more all-natural

ingredientsinline with growing demand
for nutritional transparency in pizza.

“Operators will increase efforts to
achieve cleaner menus,” Technomic
says. “Cleaner ingredients will become
‘the new normal.”

Karl Kramer, president and CEO of
Whitehall Specialties, says the cheese
company has seen an increase in re-
quests for cleaner label products from
both the industrial and foodservice
sectors.

Whitehall Specialties makes Moz-
zarella and Provolone styles, along
with Parmesan, Romano and Asiago
varieties, for pizza applications in
the industrial, foodservice and retail
outlets, Kramer says. The company’s
products are utilized on frozen pizzas
as well as fresh in the cafeteria or piz-

zeria restaurants.

“We see a big consumer trend not
only for cleaner labels but also for big,
bold flavors and creative flavor combina-
tions, especially with pizza toppings,”
Kramer says. “With our focus on innova-
tion and our formulations skills, we are
able to deliver nearly any request, be
it product performance, unique flavors,
or improved nutrition and clean label
initiatives.”

Kramer notes that customization is
Whitehall’s specialty.

“We have definitelyseen anincrease
in requests for cleaner label products
and kitchen cupboard ingredient lists,
and we are skilled at formulating our
products accordingly,” he says.

Pizza companies indeed are taking
note of the demand for clean labels

Whitehall Specialties
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from consumers and in turn are
sourcing ingredients meeting those
expectations.

In June 2015, Papa John’s Interna-
tional Inc. announced a goal to remove
14 “unwanted ingredients” from its
menus. In late 2016, Founder and CEO
“Papa” John Schnatter announced the
company had marked a “clean label”
milestone with its fulfillment of that
promise by the removal of artificial
colors, artificial flavors, flavor enhanc-
ers, sweeteners and preservatives from
its menus.

NDC(C’s Shor supports Yum Brands
including Pizza Hut. She notes that
Pizza Hut became the first national
pizza restaurant to remove artificial
flavors and colors from its core pizzas
in May 2015 and is on track to meet the
goal of removing all artificial preserva-
tives from cheese.

In addition, the company has elimi-
nated 2.5 million pounds of salt from
its ingredients over the last five years,
Shor adds.

She notes people increasingly want
to know not just what is in their food
and how it may affect their health and
well-being, but where it comes from,
how it is made and its impact on the
environment.

According to Innova Market Insights
Top 10 Trends 2017 report, “clean label
hasbecome the standard for the future”
with “no additives/preservatives,” “or-
ganic” and “non-GMO” being among
some of the prominent claims, Shor says.
e Menu transparency

As the pizza industry continues to
grapple with menulabeling regulations,
Technomic’s report says more consum-
ers are demanding transparency in the
pizzaoccasion; 32 percent of consumers
in2016, up from 25 percent in 2014, say
it is important to know the nutritional
content of the pizza they eat.

Shor notes that transparency in
clean labeling — often implying foods
are devoid of artificial colors/flavors
and additives—and the menu labeling
law are separate issues, as the menu
labeling law is primarily concerned
with nutritional attributes such as
calories. What may be challenging is if
consumers can differentiate between
the two.

Still, providing nutritional content
on menus may help pizza companies to
driverepeat traffic and establish loyalty
among those who eat pizza most often,
the Technomic report says, adding that
consumers also are now more willing

than in 2014 to pay more for higher-
quality ingredients.

Technomic also found that while
consumers are somewhat concerned
with health when eating pizza, it also is
an accepted indulgence, and decadent
and craveable options are particularly
appealing among younger consumers.

“Menu balance will be key,” the
S report says. “Operators will promote
F- ' better-for-you varieties and special-
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Obituary

Dr. George August Somkuti

LANSDALE, Pa. — Dr. George August
Somkuti, 81, died Feb. 25, 2017, at his
home in Lansdale, Pennsylvania.

Somkutiwas the former lead scientist
of the Microbial Biotechnology Group in
the Dairy and Functional Foods Research
Unit (DFFRU), Eastern Regional Research
Center (ERRC), Wyndmoor, Pennsylva-
nia. He retired from USDA’s Agricultural
Research Service (ARS) in January 2014
following 37years of service and continued
as a collaborator with DFFRU.

A native of Hungary, Somkuti received
hisbachelor’s of science degree in biology-
chemistry from Tufts University and his
doctorate in microbial biochemistry from
Purdue Universityin 1966. He served on the
faculties of Purdue and Duquesne Universi-
ties for five years and joined the antibiotic
research program at Lederle Laboratories
(American Cyanamid Co.) in 1973.

Somkuti joined ERRC in 1976 as a
research leader in ERRC’s Dairy Labo-
ratory. In addition to fermentation and
natural products research, he led a team
indevelopingnew enzyme technologies for
lactose-free milk (LactAid). The research
earned Somkuti’s team the Federal Labo-
ratory Award for Technology Transfer, The
Institute of Food Technology Industrial
Achievement Award and the USDA Dis-

tinguished Service Award.

Inthe followingyears, he served aslead
scientist for the Microbial Biotechnology
Group in DFF and initiated research on
the molecular biology of thermophilic
dairy fermentation bacteria.

Somkuti’s research accomplishments
spanned wide and were recognized through
several awards he received, including the
Award of Honor from the American Dairy
Science Association (ADSA) in 2012.

In addition to his professional service
to the ADSA, Somkuti and his wife, Aniko,
were renowned for organizing and con-
ducting the ADSA Foundation Auction,
to which they donated several unique
items such as butter molds, puzzles and
bovine art collected from antiquing trips
throughout Pennsylvania.

Somkuti is survived by his wife, Aniko,
theirson, Stephen, daughter, Lisa, and five
grandchildren.

A celebration of Somkuti’s life will be
held March 31, 2017, at Saint Stanislaus
Church in Lansdale, Pennsylvania.

In lieu of flowers, consider a tax
deductible contribution to the Hungar-
ian American Medical Association of
America in support of The Dr. George
A. Somkuti student research scholar-
ship fund at hmaa.org/donation. CMN
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House, Senate hills aim to provide flexihility
on FDA food menu labeling regulations

WASHINGTON — Bipartisan legislation
introduced in both the House and Senate
aims to provide flexibility to help com-
panies comply with FDA menu labeling
regulations.

The Common Sense Nutrition Disclo-
sure Act of 2017 was introduced in the
House by Reps. Cathy McMorris Rodgers,
R-Wash., and Tony Cardenas, D-Calif., and
in the Senate by Sens. Roy Blunt, R-Mo.,
and Angus King, I-Maine.

FDA in November 2014 finalized two
rules requiring that calorie information
be listed on menus and menu boards in
chain restaurants, similar retail food
establishments and vending machines
with 20 or more locations.

Immediate enactment of the new
legislation would reconcile FDA’s one-
size-fits-all regulation ahead of its full
compliance date of May 5, 2017, spon-
SOr'S say.

According to the Food Marketing
Institute (FMI), which supports the
legislation, key provisions of the Com-
mon Sense Nutrition Disclosure Act
include allowing the use of a menu or
menu board in a prepared foods area;
ensuringadvertisements, signsand other
marketing materials are not regulated as

“menus”; allowing use of awebsite or app
as a means for compliance for ordered
items, such as pre-ordered sandwiches,
catering or delivery; protecting local
food items only sold at a few stores;
and securing enforcement and liability
protections for good-faith compliance
efforts and inadvertent human errors.

FMI says it is seeking passage of this
legislation because, despite the super-
market industry’s meetings, conference
calls and conversations with FDA over
the last six years, the agency did not
fix these problems in its final rule or its
guidance, which hasled to complications,
confusion and delays.

However, the legislation is criticized
by Margo G. Wootan, nutrition policy
director for the Center for Science in
the Public Interest.

“Among all the things leaders in
Congress could be doing, they're trying
to deliver abigfavor to the pizzaindustry,
which wants its in-store menu boards to
get aspecial exemption from menulabel-
ing,” Wootan says. She adds that bill also
would “let restaurants manipulate serv-
ing sizes to make calorie counts look bet-
ter,” and let supermarkets move calorie
labels to “inconvenient locations.” CMN
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Next Generation of Dairy Product Analysis

Engineered for dairy laboratories and dairy processing facilities that
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of a wide range of fluid dairy products.
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GCDFA secretary announces meeting April 4
on Galifornia FMMO recommended decision

SACRAMENTO, Calif. — California De-
partment of Food and Agriculture (CDFA)
Secretary Karen Ross last week sent a
letter to dairy industry stakeholders on
CDFA’s progress in determining how the
agencywould accommodate the manage-
ment of the quota program if California
producers were to join the federal milk
marketing order (FMMO) program.

USDA last month published its
recommended decision for the estab-
lishment of a California FMMO. The
recommended decision does not allow
for quotato be incorporated in the pric-
ingand pooling provisions of a California
FMMO. Rather, it would necessitate
quota to operate independently of a
California FMMO as a stand-alone
program, administered by CDFA. (See
“USDA releases analysis on impact of
California FMMO”in the Feb. 17,2017,
issue of Cheese Market News.)

CDFA issued a statement at USDA’s
public informational meeting Feb. 22 that
itwould review current legislative author-
ity to determine if it allows California to
administer astand-alone quota program,
independent of a pricing and pooling
scheme, as it is currently constructed.

“At this point there are certain

LIGHTS-OUT

questions about howthe quotaprogram
could be constructed that need to be
answered before proceeding,” Rosssays.
“As part of our commitment to industry
self-determination, we would like your
input on how to proceed.”

Specifically, CDFA is looking for
direction on the following questions:

e Should all Grade A milk be subject
to a quota assessment or only pooled
milk?

e What is the best mechanism to
gathertherequisite datafrom handlers
to calculate the necessary deduction
as this will not be provided for under
the FMMO?

e Whatisthe process bywhich CDFA
should collect, distribute and enforce
quota payments?

CDFA isinviting the California dairy
industry to a meeting to discuss its
initial findings, gather input and listen
to comments on the best path forward.
The meeting will be held at 9 a.m. PDT
April 4 at the Stanislaus County Ag
Center, 3800 Cornucopia Way, Suite B,
Modesto, CA 95358.

For more information, visit www.
ams.usda.gov/rules-regulations/
moa/dairy/ca. CMN

Our automated systems prepare
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Director, Technical Services

The Wisconsin Milk Marketing Board (WMMB) is looking for a Director, Technical
Services.

The Opportunity: We are looking for an individual to provide overall management
of Technical Services activities that include support for Wisconsin dairy companies
through the enhancement of technological capabilities, food safety program assistance
and supply of critical technical and regulatory information to provide safe, high quality
products for customers. Reporting to the Senior Vice President-Channel Management,
the successful candidate will develop and implement annual plans, including resources,
required for supporting the technology needs (product improvement, product
development, manufacturing processes, and product quality and safety systems) of
Wisconsin dairy companies.

Our Requirements: Qualified candidates must have at least 7 years of management
and/or work experience with a focus on technology and food safety improvements.
A working knowledge of the Wisconsin and U.S. dairy industry with focus on the
processing sector is necessary along with knowledge and application of dairy food
safety systems and regulatory compliance. Position requires professional, well-
developed communication skills to effectively communicate with key personnel of dairy
companies and regulatory agencies and to deliver technical information via workshops
and other industry meetings.

A Bachelor’s degree in dairy food technology, business administration or related field
is required. Advanced degree such as an MBA and/or equivalent work experience
directly related to cheese manufacturing technology, dairy processing and safety

systems strongly preferred. Must be willing to travel frequently, up to 40% of time.
ualified candidates only please apply.

Location/Compensation/Benefits: This positionwillbe located in Madison, Wisconsin.
Compensation consists of a competitive salary and benefits package that includes a
company-funded 401(k) plan.

WMMB is an equal opportunity employer. Further information on this position can be
found on the corporate website www.wmmb.com

Please send resume to:

WISCONSIN MILK
MARKETING BOARD

WisCcONSIN DAIRY PRODUCERS

Human Resources Manager
Wisconsin Milk Marketing Board
8418 Excelsior Drive
Madison, WI 53717

Send faxes to: (608) 203-7343
Email: humanresource@wmmb.org

For more information please visit www.wmmb.com

© 2017 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)

11. 40 Ib Cheese Cutter



http://www.groupeiai.com/
http://www.hadencustance.com/
http://www.wmmb.com/

CLANNSIFIED AR NN RN

March 24, 2017 — CHEESE MARKET NEWS® m

o EQUIPMENT 1 o EQUIPMENT 1

© HELP WANTED 7 o HELP WANTED 7

— — — — — —

MAGNETIC MAT

CHEESE CUTTERS
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PHONE: FAX:
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GENERAL MacHINERY CORPORATION
PO.BOX 717
SHEBOYGAN, WI 53082-0717
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Due to our exceptional growth, we are seeking
self-motivated people to fill the following
key positions:

CHEESE SINCE 1899

Quality Compliance Manager/SQF Practitioner

The Quality Compliance Manager is responsible for the development, implementation and maintenance
of all Quality Programs.

Qualified candidates will possess:
e Bachelors Degree or equivalent experience working in a food manufacturing plant
o Additional Certifications and Training in SQF and HACCP
o 2+ years of progressive experience working with SQF requirements
e Experience with Customers, 3rd Party and regulatory audits

R&D/QC Technician

The R&D/QC Technician is responsible for helping develop new product concepts and improving existing
procedures and process formulations.

Qualified candidates will possess:
e Bachelors Degree, Associate Degree in a food science or related field
e Experience with Customers, 3rd Party and regulatory audits
o General knowledge of process cheese or natural cheese manufacturing principles would be preferred
o Well-organized, ability to work independently as well as part of a team
e High commitment and self-motivation

Operations Manager/Quality Assurance

The QA/Operations Manager will be responsible for the
daily operation of all productions lines.

Qualified candidates will possess:
e Bachelors Degree or equivalent experience working in a
food manufacturing plant
o The ability to troubleshoot & determine root cause analysis
and corrective action
e Confidence in own capacity and judgment
o Ability to make decisions in a fast paced environment

These positions offer a competitive salary and benefit package. Interested applicants should
include a cover letter and resume and may apply in person at H4489 Maple Road, Colby, WI
54421 or online at www.welcomedairy.com/employment.html

Director of Foodservice Programs

The Wisconsin Milk Marketing Board (WMMB) is looking for a Director of Foodservice
Programs.

The Opportunity: We are looking for a sales or marketing person with extensive
foodservice skills to manage the WMMB foodservice programs to expand the distribution
and usage of Wisconsin cheese. Reporting to the Senior Vice President-Channel
Management, the successful candidate will develop plans and execute WMMB
marketing programs for foodservice accounts. This position will also work closely
with our Regional Marketing Managers (RMMs) in the planning and development of
regional foodservice promotional programs and support activities on a national basis.

Our Requirements: Qualified candidates must have at least 5 years of program
management experience and/or extensive knowledge of the foodservice industry,
operators and multi-unitaccounts, as well as distribution, marketing and sales. Position
requires professional, well-developed communication skills to effectively communicate
with foodservice operators and manufacturers/marketers, speak confidently in front
of groups, and to direct the work of staff. Formal culinary training and/or culinary
experience strongly preferred. Computer skills with a working knowledge of Microsoft
Office productsis essential. ABachelor’s degree in business, foodservice management,
or marketing is required. Must be willing to travel frequently, up to 50% of time.

Qualified candidates only please apply.

Location/Compensation/Benefits: This position will be located in Madison, Wisconsin.
Compensation consists of a competitive salary and benefits package that includes a
company-funded 401(k) plan.

WMMB is an equal opportunity employer. Further information on this position can be
found on the corporate website www.wmmb.com

Please send resume to:

WISCONSIN MILK
MARKETING BOARD

WiscoNSIN DAIRY PRODUCERS

Human Resources Manager
Wisconsin Milk Marketing Board
8418 Excelsior Drive
Madison, WI 53717

Send faxes to: (608) 203-7343
Email: humanresource@wmmb.org

For more information please visit www.wmmb.com
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115.185.8539
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Cillar Grofe © EESE, inc.
(800) 200-6020

www.cedargrovecheese.com
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Sanitation Manager

Dairyfood USA, Inc., a SQF level 3 certified market leader in specialty cheese
production for over 60 years,is currently seeking a Sanitation Manager responsible
for supervising the cleaning of plant equipment within GMP guidelines, SOPs and
requlatory standards. Based in our production facility in the heart of America’s
Dairyland,Blue Mounds,Wi,this position reports to the QualityAssurance Director.

Ideal candidates will, at a minimum, have an Associate’s degree in Food Science,
Quality, Chemistry or Environmental Science;five years of operational experience
in sanitation, with a minimum of three years in a management capacity or related
experience.Working knowledge of FDA regulations, Good Manufacturing Practices
(GMPs), sanitation processes/procedures and HACCP is a must.

The position offers a competitive salary and a comprehensive benefits package.
Interested applicants should email a cover letter, resume and salary requirements
to humanresources@dairyfoodusa.com.

, Dairyfood USA, Inc.
= 2819 County Road F
¥ Blue Mounds, W1 53517

dairyfoo

incorporated

(Corner of 18/151 & County Rd F)
608.437.5598

— An Equal Opportunity Employer —

For more information please visit www.dairyfoodusa.com
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USDA announces meeting for National Organic Standards Board, invites public comments

WASHINGTON — The National Organic
Standards Board (NOSB) will hold a pub-
lic meeting April 19-21, 2017, in Denver.
The board meeting provides a forum
for the organic community to provide in-
put onissues concerning organic produc-
tion and processing, according to USDA’s
Agricultural Marketing Service (AMS).
During the meeting, which is open
to the public, the board will address
several petitions about changes to the
National List of Allowed and Prohibited
Substances. The agenda of topics and cur-
rent proposals are available on the meet-
ingwebpage at www.ams.usda.gov/event/
nosb-spring-2017-meeting-denver-co.
The NOSB is accepting public com-

ments before the meeting. Written com-
ments on the proposals can be submitted
until 11:59 p.m. Eastern March 30, 2017,
at www.regulations.gov.

The public is invited to provide oral
comments during one of two sessions
— at the meeting or during a webinar.
The webinar will be held April 13, 2017,
from 1-4 p.m. Eastern. Those interested
in speaking at the meeting must sign up
nolaterthan March 30,2017. Registration
is not required to attend the meeting,
only to provide oral comments, accord-
ing to AMS.

For more information or to request
copies of available materials, contact
Michelle Arsenault, NOSB, USDA-AMS-

NOP, 1400 Independence Avenue, SW,
Room 2646-So., Mail Stop 0268, Wash-

ington, D.C.,20250-0268; phone: 202-720-
32562; email: nosb@ams.usda.gov. CMN

Cheesetopia Minneapolis commences April 9

MINNEAPOLIS — Cheesetopia Min-
neapolis, presented by Roth Cheese and
Wisconsin Cheese Originals, will take
place April 9, 2017, from noon to 4 p.m.
in Minneapolis.

Each year, this traveling festival
brings the best artisan and farmstead
cheeses to a different American city,
according to organizers.

The event provides cheesemakers
with an opportunity to reach a targeted
audience of foodies, chefs, buyers and
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food editors, as well as sell their prod-
ucts, organizers add.

Participating cheesemakers at the
2017 event include Alemar Cheese Co.,
Mankato, Minnesota; Emmi Roth USA,
Monroe, Wisconsin; and Vermont Cream-
ery, Websterville, Vermont.

For questions, contact Jeanne Car-
penter, executive director, Wisconsin
Cheese Originals, at 608-358-7837 or at
jeanne@wordartisanllc.com. For more
information, visit www.wisconsincheese
originals.com/cheesetopia-festival. CMN

Introduction to
HAGCP course
Is April 18-19

BURLINGTON, Vt. — The University
of Vermont, Cornell University and the
Vermont Department of Health have orga-
nized an Introduction to Hazard Analysis
and Critical Control Points (HACCP)
course, which will take place April 18-19
in Burlington, Vermont.

In the class, attendees will learn cur-
rent HACCP regulations, its principles
and how to design HACCP plans. Proces-
sors also will learn how to improve exist-
ing HACCP plans, accordingto organizers.

The class, following guidelines from
the National Advisory Committee on Mi-
crobiological Criteriafor Foods, hasbeen
accredited by the International HACCP
Alliance (IHA). Attendees successfully
completing the course will receive a cer-
tificate with the IHA seal, organizers say.

Earlyregistration costs $450 and ends
March 31. Standard registration begins
April 1 and costs $500.

To register, visit http://go.uvm.edu/
haccp-training-reg. For questions, con-
tact Omar Oyarzabal at Omar.Oyarzabal@
uvm.edu or at 802-524-6501 x452. CMN

Workshop for
dairy economists
to he held May 2-3

SAN DIEGO — The 24th Annual Na-
tional Workshop for Dairy Economists
and Policy Analysts will take place May
2-3, 2017, in San Diego.

This year’s program, themed “Shak-
en, not Stirred,” will hold sessions on
the future of dairy trade and trade
agreements, stress testing the U.S. milk
production sector and other topics.

The one-and-a-half-dayworkshop will
start at noon Tuesday, May 2, to accom-
modate travel, according to organizers.

Attendees are asked to register no
later than April 28. The registration fee
for the program is $380.

For more details or to regis-
ter, visit dairymarkets.org/
workshops/2017SanDiego. CMN
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Cheese in cold storage sets February record

WASHINGTON — U.S. natural cheese
stocks in refrigerated cold storage Feb.
28, 2017, totaled 1.26 billion pounds,
up 6 percent from Feb. 29, 2016’s 1.18
billion pounds and up 3 percent from
the 1.22 billion pounds in cold storage
at the end of January 2017, according
to data released this week by USDA’s
National Agricultural Statistics Service
(NASS). Thiswas anew Februaryrecord
for total cheese in cold storage, accord-
ing to NASS.

Natural Americaan cheese in
cold storage totaled 774.1 million
pounds Feb. 28, 2017, up 8 percent
from Feb. 29, 2016’s 716.4 million
pounds and up 3 percent from the
752.2million pounds in cold storage
Jan. 31, 2017.

Swiss cheese in cold storage totaled

27.1 million pounds Feb. 28,2017, up 10
percent from the 24.7 million pounds in
cold storage Feb. 29, 2016, and up 13
percent from the 23.9 million pounds
in cold storage Jan. 31, 2017.

Othernatural cheese in cold storage
totaled 456.3 million pounds Feb. 29,
2017, up 3 percent from 441.2 million
pounds at the end of February 2016
and up 2 percent from the 446.5 mil-
lion pounds in cold storage at the end
of January 2017.

NASS reports butter in cold storage
totaled 282.6 million pounds at the
end of February 2017, up 20 percent
from the 235.6 million pounds in
cold storage at the end of February
2016 and 28-percent higher than the
221. 5 million pounds in cold stor-
age at the end of January 2017. CMN

Conventional dairy ads decrease 6 percent

WASHINGTON — The total number
of conventional dairy advertisements
last week decreased 6 percent from
the prior week, and conventional
cheese ads decreased 1 percent,
says USDA’s Agricultural Marketing
Service (AMS) in its latest weekly
National Dairy Retail Reportreleased
March 17.

AMS says national conventional
varieties of 8-ounce natural cheese
blocks last week had a weighted
average advertised price of $2.18,
down from $2.25 one week earlier
and $2.20 one year earlier.

Natural varieties of 1-pound
cheeseblockslast week had aweight-
ed average advertised price of $3.70,
up from $3.45 one week earlier but
down from $4.07 oneyear earlier, AMS
says, while 2-pound cheese blocks
had a weighted average advertised
price of $7.99, up from $6.01 one
week earlier and $5.69 one year ago.

AMS says natural varieties of
8-ounce cheese shreds last week had
a weighted average advertised price

NASS

Continued from page 1

23 major states was 8.69 million head,
66,000 head more than February 2016
and 3,000 head more than January2017.

Milk production in the entire United
States during February is estimated at
16.70 billion pounds, down 1.2 percent
from February 2016, according to NASS.
However, production was 2.3 percent
above last year after adjusting for the
leap year.

Production per cow in the United
State averaged 1,782 pounds for Febru-
ary, 33 pounds above February 2016.

The number of milk cows on
farms in the United States was 9.37
million head, 56,000 head more
than February 2016 and 4,000 head
more than January 2017. CMN

of $2.28, down from $2.31 one week
earlier but up from $2.07 one year
earlier, while 1-pound cheese shreds
had a weighted average advertised
price of $3.27, up from $3.07 one
week earlier but down from $4.22
one year earlier.

Meanwhile, national conven-
tional butter in 1-pound packs
last week had a weighted average
advertised price of $3.24, up from
$3.18 one week earlier and $3.07
one year ago, AMS says. CMN

Prices mixed at Global Dairy Trade auction

KANSAS CITY, Mo.—The Global Dairy
Trade (GDT) price index increased 1.7
percent, and average prices were mixed
at the latest auction Tuesday on GDT,
Fonterra'sinternet-based sales platform.

The average prices achieved across
all contracts and contract periods for
each commodity are as follows:

e Anhydrous milkfat: US$5,799 per
metric ton FAS ($2.6304 per pound),
up 3 percent.

e Butter: US$4,910 per metric ton
FAS ($2.2272 per pound),up4.9 percent.

e Cheddar: US$3,406 per metric ton

FAS ($1.5450 per pound), down 1 percent.

e Lactose: US$913 per metric ton FAS
($0.4141 per pound), down 2.7 percent.

* Rennet casein: US$5,927 per metric
ton FAS ($2.6885 perpound), up 3.6 percent.

e Skim milk powder: US$1,948 per
metric ton FAS ($0.8836 per pound),
down 10.1 percent.

¢ Whole milk powder: US$2,855 per
metric ton FAS ($1.2950 per pound), up
2.9 percent.

The next trading event will be
held April 4. For more information,
visit www.globaldairytrade.info. CMN
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Milk Production — February 2017

Feb. 16 Feb.17 Pct.Chg. YTD2016 YTD2017* Pct. Chyg.
Arizona 413 410 0.7 824 B3h 1.3
California 3,299 3,122 -B.4 6,731 65,535 29 |
Colorado B3 313 3.3 623 50 1.3
Florida 216 208 3.7 444 134 2.3 |
ldaho 1,125 1,085 2.7 2,904 2,202 05
linois 156 152 2.6 320 316 13 |
Indiana HE 331 0.9 GG G0 0.6
lowa 395 399 L0 812 820 20|
Kansas 262 272 3.5 533 64 5.8
Michigan 840 Ha58 1.2 1,745 1,790 2.6 |
Minnesota 773 768 0.6 1,687 1,588 0.7
New Mexico 591 637 78 1,180 1,316 115 |
New York 1,144 1,146 0.2 2,369 2407 2.0
Ohio 436 424 2.8 905 893 13 |
Oregon 208 196 5.8 425 405 4.7
Pennsylvania Biid 858 0.7 1,773 1,785 0.7 |
South Dakota 200 202 1.0 412 422 2.4
Texas 826 028 12.3 1661 1,023 158 |
Utah 159 160 0.6 332 237 L5
Vermont 216 212 -1.9 446 445 0.2 ]
Virginia 142 137 35 202 285 24
Washington Ha2 h02 -5.6 1,087 1,041 -4.2 |
Wisconsin 2,374 2,323 2.1 4,889 4,857 -0.7

32,649

23 STATE TOTAL 15,817 15,654 -1.0 32,370 32,649 0.9
EST. U.5. TOTAL 16,904 16,695 -1.2 a4,587 34,822 0.7
Note: Production reported in millions of pounds, Source: National Agricultural Statistics Service, *YTD figures include preliminary
current month plus revised previous month.
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Dairy stakeholders testify on risk management, safety net programs in next farm hill

WASHINGTON — At a hearing this
week on the next farm bill, dairy in-
dustry stakeholders testified on the im-
portance of strengthening dairy safety
net programs and risk management for
farmers and processors.

Jim Mulhern, president and CEO of
the National Milk Producers Federation
(NMPF), says improvements to the Mar-
gin Protection Program for Dairy (MPP)
must be a top priority for lawmakers as
Congress begins deliberations on the
2018 Farm Bill.

In testimony at this week’s hearing,
Mulhern told House Ag Committee
members that MPP is failing to live up
toitsintendedrole asaviable economic
safety net for farmers. He says a series

of changes is needed to restore dairy
producers’ confidence in the program.

MPP is designed to allow farmers
to insure the gap between milk prices
and the cost of purchasing feed for dairy
cattle. Farmers can choose to pay higher
premiums for additional levels of margin
coverage, although a decreasing number
have elected that approach as they saw
the program underperforming, Mulhern
says, noting MPP will continue to falter
without action by Congress to “move it
closer to the program it was originally
supposed to be.”

Mulhernshared with the committee
NMPF’s recommendations to improve
MPP that NMPF’s board approved
earlier this month. (See “NMPF recom-

mends changes to Margin Protection
Program”in the March 10, 2017, issue
of Cheese Market News.)

Michael Dykes, D.V.M., president
and CEO of the International Dairy
Foods Association (IDFA), also testified
at the hearing,

“First and foremost, the dairy indus-
try needs better mechanisms for risk
management — and that’s on both the
farm and processorside,” Dykessays. He
notes that processors also could benefit
from better tools to protect against the
negative impact of price volatility on the
U.S. dairy industry.

“Just as farmers are now looking
to improve the Margin Protection Pro-
gram and the Livestock Gross Margin
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insurance program, dairy manufactur-
ers also need access to effective risk
management tools in this farm bill,”
Dykes says. “Forward contracting has
provided an important mechanism for
manufacturers to directly contract with
individual farmers or their cooperatives
atafixedprice toreduce price volatility.
This program should now be expanded
to include all classes of milk and be
made permanent.”

Dykes says IDFA will work collab-
oratively with NMPF to improve risk
management for both farmers and
processors.

Both Dykes and Mulhern note that
the global marketplace is critical for
U.S. dairy growth.

“Exports are driving growth in de-
mand for U.S. farm milk,” Dykes says.

“First and foremost,
the dairy industry needs
hetter mechanisms for
risk management.”

Michael Dykes
INTERNATIONAL DAIRY
FOODS ASSOCIATION

Mulhern notes global dairy trade
has expanded considerably in the last
decade. He says the United States
must preserve and enhance successful
elements of its free trade agreements,
such as its partnership with Mexico,
America’s No. 1 dairy export market.

The federal government also should
work to rectify problematic issues such
as Canada’s protectionist attempt to
undermine its trade commitments to
the United States, and the European
Union’s attempts to co-opt the use of
common food names like “parmesan”
and feta.”

“If we aren’t in the game actively
negotiating on these issues, we are
ceding ground to our competitors and
those looking to make it tougher for
us to do business in their markets,”
Mulhern says.

Dykesnotes that the Asia-Pacific re-
gion, already the world’s largest market
for food and agriculture, is expected to
double by 2050.

“Reducing and eliminating tariffs
and other restrictive agricultural poli-
cies in this region will allow our dairy
industry to compete,” Dykes says.

Meanwhile, a confirmation hearing
was held Thursday for former Georgia
Gov. Sonny Perdue, Trump’s pick for
U.S. Agriculture Secretary. If confirmed,
Perdue will play an important role on
issues affecting the U.S. dairy industry,
IDFA says.

IDFA also is urging swift con-
firmation of Robert Lighthizer for
U.S. Trade Representative (USTR),
noting the importance of complet-
ing the administration’s trade team
for upcoming trade decisions. CMN
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