Serving the

Since 1876

ry Weekly
ust

's Dairy I
nd
orld
W

CHEESE REPORTER
Vol. 145, No. 42 • Friday, April 1, 2021 • Madison, Wisconsin

Numerous Barriers To US Dairy
Exports Noted In USTR Report
USDEC, NMPF Urge Biden Administration To
Work To Eliminate Tariff, Non-Tariff Barriers
Washington—Trade barriers limiting US dairy exports to countries
and regions ranging from India
to the European Union (EU) are
detailed in the 2021 National Trade
Estimate (NTE) Report released
Wednesday by US Trade Representative (USTR) Katherine Tai.
Published annually since 1985,
the NTE Report reviews significant foreign trade barriers affecting US exports of goods, including
agricultural products, and services.
The report examines 65 trading
partners and country groups.
The NTE Report covers significant trade barriers in 11 areas,
including, among others, import
policies such as tariffs, import
licensing and customs barriers;
technical barriers to trade; sanitary and phytosanitary measures;
subsidies; and intellectual property
protection.
In the area of agricultural trade
barriers, the NTE Report details
an array of tariff and nontariff barriers to US agricultural exports
across trading partners and regions,

EU Milk Production
Expected To Grow
1% In 2021; Cheese
Production, Exports
To Benefit

Cheese Makers Finding Successful
Line Extension With Cold Pack Cheese

March Avg Prices – 2020 vs 2021
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•See Cold Pack Cheese, p. 24

• See Cheese Output Up, p. 6
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and eating good cheese. It’s a
simple, protein-packed snack,”
he said. “I think all these artisanal companies are looking for
this line extension because it
gives them another opportunity
to get their name out.”
Decatur Dairy of Brodhead,
WI, recently introduced its Stettler Colby Swiss and Stettler
Swiss Cheese Spreads.
Owner and cheese maker
Steve Stettler said he never
anticipated making a cold pack
style, having already found success in manufacturing Havarti,
Muenster, and Gouda Cheese.
“I never thought I’d do a cheese
spread, but I had an opportunity
to partner with Pine River and
it worked out really well,” Stettler said.

Butter**

Madison—A number of specialty cheese companies looking
to increase sales and exposure
are finding success by adding
cold pack cheese spreads to their
product line.
Often prepared with a Swiss or
Cheddar base, cold pack is made
by blending natural cheeses without the use of heat.
Its origins trace back to early
20th century Wisconsin and
while the cheese has deep midwestern roots, more areas of the
US are starting to recognize and
appreciate this versatile product.
Phil Lindemann, president
and CEO of Pine River Pre-Pack,
Inc., Newton, WI, said he has
definitely seen an uptick in cold
pack consumption, particularly
since the start of the pandemic.
“People are staying home more

Barrels**

• See EU Cheese, p. 15

• See Trade Barriers, p. 12

Washington—US cheese production during February totaled 1.04
billion pounds, up 1.1 percent from
February 2020, USDA’s National
Agricultural Statistics Service
(NASS) reported Thursday.
The increase occurred despite
February 2021 having one less day
than did February 2020 due to leap
year.
(Editor’s Note: all percentage
changes that follow do not account
for the extra day in February 2020.)
Cheese production during the
first two months of 2021 totaled
2.18 billion pounds, up 1.7 percent
from the first two months of 2020.
Regional cheese production
in February, with comparisons to
February 2020, was: Central, 495.5
million pounds, up 2.8 percent;
West, 419.3 million pounds, down
2.5 percent; and Atlantic, 128.4
million pounds, up 7.5 percent.
February cheese production in
the states broken out by NASS,
with comparisons to February
2020, was: Wisconsin, 263 million
pounds, up 0.7 percent; California, 193.8 million pounds, down
2.7 percent; Idaho, 73.1 million
pounds, down 0.6 percent; New
Mexico, 73.1 million pounds,
down 4.1 percent; New York, 68.1
million pounds, up 7.7 percent;
Minnesota, 59.5 million pounds,
up 0.7 percent; South Dakota,
43.2 million pounds, up 20 percent; Pennsylvania, 34.1 million
pounds, up 14.8 percent; Iowa,

Blocks**

Brussels, Belgium—European
Union (EU) milk production
this year is expected to grow by 1
percent, thanks to an increase in
yields that more than compensates
for a further decline in the EU
dairy herd, according to a shortterm outlook report for EU agricultural markets that was released
Tuesday.
Driven by vaccination progress,
restrictive measures are expected
to be progressively lifted, allowing
the food service recovery in the
second half of 2021, the report said.
This should support EU cheese
consumption growth. Retail sales
could remain strong, although at a

ranging from non-science-based
regulatory measures, burdensome
import licensing and certification
requirements, and restrictions on
the ability of US producers to use
the common names of the products that they produce and export.
European Union (EU) certification requirements are limiting
US agricultural exports, including
dairy exports, adding unnecessary
costs to the movement of exports
in Europe, irrespective of whether
these goods are destined for commercial sale in the EU, transiting
through the EU, or intended for
cruise shps or US military installations located in the EU, the report
noted.
The EU is in the process of
updating all certificates, including
those for products of animal origin
such as dairy products, the report
continued.
The US continues to engage the
EU in various international fora
and bilaterally to resolve concerns
regarding the EU’s certification
requirements.

Since Apr. 1, 2012, the EU has
required imports of dairy products
that require EU health certificates
to also comply with EU somatic
cell count (SCC) requirements;
specifically, the EU requires certification to establish that the SCC
does not exceed 400,000 cells
per milliliter, a threshold that is
significantly lower than the US
requirement for Grade A milk of
750,000 cells per milliliter, the
report pointed out.
The certification necessary
to meet the EU requirement is
more burdensome than necessary,
requiring farm-level sampling and
a Certificate of Conformance, the
report said. Accordingly, while US
dairy products can continue to be
shipped to the EU, the EU SCC
requirements add unnecessary
costs without apparent scientific
justification.
The US continues to engage the
EU regarding the SCC requirement in the appropriate technical
working groups.
The US remains “highly troubled” by the EU’s overbroad protection of geographical indications

Cheese Production
Rose 1.1% In Feb.
Despite One Less Day
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The period in which these
changes in the cheese industry’s
cash markets took place might be
referred to as the “golden era” of
dairy industry pricing changes.

Impact Of 1996 NCE Study Still Being Felt
It’s now been 25 years (as noted in
our “Archives” column last week)
since the University of Wisconsin-Madison and the Wisconsin
Department of Agriculture, Trade
and Consumer Protection released
a major study of the Green Baybased National Cheese Exchange.
It’s safe to say that the impact of
that study is still being felt by the
cheese and dairy industries today.
Regardless of the study’s conclusions, there can be no doubt that
this was an extremely detailed
study. As noted in the introduction, the study “sought to ascertain
whether the NCE was an efficient
market, that is, one that discovers
prices for cheese that accurately
reflect national supply and demand
conditions. And if this were not
the case, whether there exist possible unfair trade practices or methods of competition in the pricing
of cheese.”
To achieve this objective, the
study examined, among other
things, the overall trading activity
on the NCE from 1974 to 1993 and
a detailed analysis of the trading of
leading sellers and leading buyers
during 1988-1993. Also, beginning
in early 1992, the DATCP sent
Demands for Sworn Statements
and Production of Documents to
the NCE and to over 20 cheese
companies (manufacturers, marketers and traders) that had been
active on the NCE in recent years.
As noted in last week’s
“Archives” item, the study concluded that the NCE “appears to
facilitate market manipulation,”
and “was not an effectively competitive price discovery mechanism during 1988-1993.” However,
the study’s authors “found no evidence of collusion among cheese
companies.”
Almost exactly a year after that
study of the NCE was released,
the executive committee of the
National Cheese Institute and the
board of directors of the National
Cheese Exchange announced that
they had accepted a proposal from
the Chicago Mercantile Exchange

to create a new cheese cash market
at the CME. NCI and NCE based
their decision on the recommendation of a special cheese industry committee with broad industry
representation, including producer
cooperatives cheese manufacturers and marketers, and members of
NCI and of the NCE board.
The last day of trading at the
NCE took place on Friday, Apr. 25,
1997, in Green Bay, WI. For what
it’s worth, the “market opinion”
for 40-pound Cheddar blocks that
day declined two cents, to $1.1800
per pound, while 500-pound barrels were unchanged, at $1.1700
per pound.
What was described in this
newspaper a week later as a “new
era in cheese pricing” actually got
underway on Thursday afternoon,
May 1, 1997, when the CME
launched its new cash cheese
market. So there were two major
changes in the cheese industry’s
cash market right there: trading
moved from the NCE in Green
Bay to the CME in Chicago; and
trading shifted from Friday mornings to Thursday afternoons.
And again, for what it’s worth,
in the first CME cash cheese trading session, both block and barrel prices declined to $1.1500 per
pound.
The Thursday afternoon CME
cash cheese market was short-lived;
in September 1998, cash cheese
trading at the CME switched to
daily trading every weekday morning. And that, of course, is where
it remains today.
The period in which these
changes in the cheese industry’s
cash markets took place might
be referred to as the “golden era”
of dairy industry pricing changes.
For one thing, the 1996 farm bill
required USDA to reform the federal milk marketing order program.
Work on that federal order
reform process was well underway
in 1997; for example, roughly two
weeks before NCI and the NCE
recommended moving the cheese
industry’s cash market to Chicago

USDA released three reports that
addressed key issues relevant to
federal order reform: the Class I
price structure, classification of
milk, and identical federal order
provisions. And in April 1997, just
a week before the NCE’s final trading session, USDA’s Basic Formula
Price committee identified four
BFP options for further discussion
and debate.
Meanwhile, when it launched
the cash cheese market, the CME
was already offering cash butter trading, as well as butter and
fluid milk futures and options contracts. And the New York-based
Coffee, Sugar & Cocoa Exchange,
which had also submitted a proposal to host the cheese industry’s
cash market, was offering Cheddar
cheese, nonfat dry milk and milk
futures and options contracts.
Today, the CME hosts daily
cash markets for block and barrel
cheese, butter, nonfat dry milk and
dry whey, and also offers futures
and options contracts for cheese,
butter, nonfat dry milk, dry whey,
and Class III and Class IV milk.
Also as a result of that 1996
NCE study, USDA’s National Ag
Statistics Service began conducting a voluntary weekly survey of
Cheddar cheese transaction prices
in 1997. That survey price replaced
the NCE price in the BFP formula
starting on June 5, 1997.
Today, USDA is still conducting
a dairy product price survey, with
at least three changes since 1997:
the survey has been expanded to
include butter, nonfat dry milk and
dry whey (and all prices are used
to calculate federal order prices);
the survey is now mandatory rather
than voluntary; and USDA’s Agricultural Marketing Service now
administers the survey, rather than
NASS.
Twenty-five years ago, the dairy
industry was roiled by the NCE
study. Today, much has changed
in the dairy pricing arena, but two
things haven’t: volatility remains
and has worsened; and dairy pricing remains highly controversial.
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US Should Shift From ‘Food Security’ To
‘Nutrition Security’ To Improve Health
Medford, MA—Today’s health
and equity challenges call for the
US to shift from “food insecurity”
to “nutrition insecurity” in order
to catalyze appropriate focus and
policies on access not just to food
but to healthy, nourishing food,
according to a “Viewpoint” published online in JAMA this week.
The Viewpoint was written by
Dariush Mozaffarian of the Friedman School of Nutrition Science
and Policy at Tufts University,
Sheila Fleischhacker of Georgetown Law School, and Jose Andres
of World Central Kitchen.
In the 1960s, a national focus on
hunger was considered essential to
address major problems of undernutrition after World War II, the
authors pointed out. In the 1990s,
the US shifted away from hunger
toward “food insecurity” to better
capture and address the challenges
of food access and affordability.
The prevalence of nutritionsensitive conditions such as obesity
and type 2 diabetes has increased
substantially in the US during the
past 30 years, the authors noted.
These conditions, combined with
other diet-related ones such as cardiovascular diseases, are associated
with the majority of morbidity,
mortality, and health care spending nationally. Simultaneously,
income inequality has increased,
with accompanying self-reported
food insecurity disproportionately
affecting individuals with lower
incomes.
“For decades, US policies to
address hunger and food insecurity
have focused largely on providing sufficient calories or quantities of food. However, effectively
addressing the current diet-related
challenges in the US will require a
shift beyond these concepts to the
broader concept of nutrition security,” the Viewpoint stated.
“Addressing nutrition security,
which can be defined as having
consistent access, availability, and
affordability of foods and beverages
that promote well-being and prevent (and if needed, treat) disease,
may be the next needed approach
to inform clinical care and public
policy,” the Viewpoint added.
To effectively address the contemporary challenges of dietrelated diseases and disparities and
combine historically siloed areas
of focus, the new concept of nutrition security should be embraced
and normalized, according to the
Viewpoint. In clinical care, this
approach could foster new goals
and investments in nutritionrelevant interventions for lowerincome patients, such as produce
prescription programs and medically tailored meals, as well as
nutrition education for health care
professionals.
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Government food policies and
food assistance programs could
update their screening tools, metrics of success, and corresponding actions to prioritize nutrition
security. The US Department of
Agriculture (USDA), for example,
could adopt new nutrition standards across its array of 15 federal
nutrition assistance programs,
which could include additional
restrictions on unhealthy foods or
at least strategic economic incentives and disincentives to promote
more nutritious choices.
A focus on nutrition security
also could accelerate the trends in
food banks and the broader charitable food network to identify and

provide more healthful foods and
beverages through new metrics,
standards, and processes that provide greater emphasis on nutrition.
An emphasis on nutrition security also could serve as a better
guide for public health investments
and national research, for which a
growing coalition of anti-hunger,
clinical, public health, and business groups recognizes the critical
need for a stronger evidence base
to accelerate food and nutrition
solutions, the Viewpoint added.
To maximize success and avoid
adverse consequences, this shift to
focus on nutrition security must be
accompanied by careful evaluation
of validity, reliability, and feasibility
of appropriate screening tools and
metrics of success, as well as of the
effectiveness, equitability, and costs
of corresponding interventions.

Conventional measures of food
security should be incorporated,
given relations to outcomes and
established trends.
Yet nutrition insecurity may be
even more prevalent: 56 percent of
US children are estimated to have
diets of poor nutritional quality,
Viewpoint added.
“The health profile in the US
looks very different from that of
half a century ago when hunger
was prioritized, and from several
decades ago when food insecurity
became the focus. In recognition
of rapid increase in the prevalence
of several diet-related diseases and
long-standing racial disparities in
access to nutritional foods and
diet-related conditions, it is time
to embrace the concept of nutrition security,” the Viewpoint concluded.

For more information, visit www.tetrapakusa.com
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Thought-Provoking
Gems from
CheeseExpo Global Online
JOHN UMHOEFER
Executive Director
Wisconsin Cheese Makers Association
608-286-1001
jumhoefer @wischeesemakers.org

Cheese manufacturers are reporting
solid sales into retail channels and
revived buyer and distributor interest in filling the food service pipeline even as states like Wisconsin
open up vaccines to all citizens.
Optimism is back, just one year
after upset.
And one year after postponing the dairy processing industry’s
largest exposition, we’re back with
CheeseExpo Global Online, and
gems like this:
“I think we’ve turned that crisis into opportunities. …Consumers adapted, we adapted also,
and we’ve learned a lot from it.
We’ll have to adapt our operations, of course, our distribution
networks, but in the end, it was a
good shakeup.” That from Emile
Cordeau, CEO of Agropur, who
joined Carl Colizza, president and
COO of Saputo Dairy USA and
David Ahlem, CEO and president of Hilmar Cheese Company,
for the Keynote Opener airing on
April 6.
David Ahlem built on that
thought: “This is one of those challenging moments where people are
given the opportunity to flourish
and grow. I think we only grow
when we’re challenged…and this
was one of those moments and I
think when we look back, we will
be better for this as we move forward.”
CheeseExpo Global Online set
for April 6-8 mostly features live

seminars and live special events
like our Championship Cheese
Auction, but some taped segments
offer a glimpse of the expert knowhow our Association, and Center
for Dairy Research, gathered for
this three-day, online event.

And one year after
postponing the dairy
processing industry’s
largest exposition, we’re
back with CheeseExpo
Global Online, and
gems...

Change the Way You Do Dairy.”
Demeritt notes: “Snacking is an
area of huge opportunity…A full
48 percent of all eating and drinking is considered a snack, meaning
it’s not what consumers call breakfast, lunch or dinner. Almost half
of our consumption is snacking, so
the opportunities there are significant.”
Seventy-three percent of consumers report having a mid-morning snack, 84 percent have an
afternoon snack and 90 percent
note a late-night snack – and
cheese is a top food chosen by consumers for those eating occasions.
That’s just one important reason
cheese sales at retail rose 556 million pounds in 2020.
Your business model may change
after the last 12 months, we learn
from HR professionals in an April
8 workforce seminar at CheeseExpo Global Online.
“We’re going to see changes
in our approach to sick time, our
attendance policies, and how we
support our families with child care
needs in flexible work arrangements,” said Denise Lofquist, VP
Human Resources at Emmi Roth
USA. “Typically, you’ve seen that
in some of the higher-tech companies, where it’s a little bit easier. It’s
tougher in our industry, when you
need people on the front lines day
to day, but I think we’re going to
really see a shift in mindset in how
we approach the changing needs of
our workforce. The pandemic has
shown us that we can evolve.”
An April 6 seminar on negative
PPDs and federal milk order reform
moves quickly to a discussion of
how orders must change.
“I had a mentor give me this
analogy,” said John Newton, Chief
Economist for American Farm
Bureau Federation. “You ride a

“Look at the dairy aisle today
in grocery, we’ve got this massive
40- to 80- linear feet of cheeses
and yogurts and milks,” said Paul
Ziemnisky, DMI’s executive VP for
Global Innovation Partnerships
in the April 8 Keynote Opener.
“But with this evolution rapidly
to mobile: prior to COVID you
had 25 percent of consumers who
ordered their groceries online,
since COVID it’s over 56 percent
and growing.… We commanded
this massive space, and now we’ve
got this little 3 by 6-inch [screen]
space for dairy to stand out in grocery.”
Laurie Demeritt, CEO, The
Hartman Group, joined Ziemnisky for this Keynote Opener called
“Moving On: Trends that will • See Umhoefer, p. 5
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The IVARSON 640 BLOCK CUTTING SYSTEM is a
proven workhorse in the cheese conversion &
packaging industry. Designed specifically for
feeding todays highest output chunk and slice
lines, the 640 BCS is engineered with simplicity
and sanitation in mind. IVARSON’s reputation for
quality assures you that the equipment is
constructed with quality materials that stand up
to the harshest environment, and the equipment
is back by the best service and guarantee in
the business.
The IVARSON 640 BCS will deliver loaves and bars
to your slice and chunk lines with consistent
dimensions and NO TRIM! This means higher
efficiency, better yield and increased throughput
for your downstream lines.
Process a 640 pound block in less than 4
minutes, controlled for minimum giveaway
Fully automated block reduction
Capable of cutting slabs from 1.4 to 7 inches,
accurate to 1/32”
Quick changes cutting harps allow for multiple
formats on the same production run
Additional downstream cutting technology
available

WISCONSIN PROUD. QUESTIONS OR INQUIRIES... GIVE US A CALL! 414-351-0700

For more information, visit www.ivarsoninc.com
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from our
archives
50 YEARS AGO

April 2, 1971: Madison—In
what was called the first meeting
of its kind, ag representatives met
here this week to discuss the possibility of bringing a class action
suit against the American Heart
Association. The long-sought
legal action is being delayed
pending help from Congress and
two federal agencies to straighten
out the record in the diet-heart
controversy.
Syracuse, NY—Edward Moses
of Cuba Cheese & Trading Co.,
Cuba City, has been elected
president of the New York State
Cheese Manufacturers Association. John Lavezzo of Dairylea,
Inc. here is the new vice president, and Rollian Martin of
Hoffman & Dudo, Lowville, has
been elected treasurer.

25 YEARS AGO

March 29, 1996: Manitowoc,
WI—Truman Torgerson, 80, a
retired dairy industry leader and
the founder of Lake to Lake Dairy,
died March 22 following heart
surgery complications. Torgerson
helped area dairy farmers obtain
access to Chicago’s fluid milk
market, and helped the co-op
specialize in award-winning
Cheddar production.
Milbank, SD—Kraft Foods
announced that Valley Queen
Cheese Factory here has been
selected as winner of the Kraft
Foods Rick Stuedemann Award
for Supplier Excellence. Owned
by Max Gozenbach and Rudy
Nef, Valley Queen produces fatfree and reduced-fat cheeses for
Kraft – a partnership that has
lasted over 50 years.

10 YEARS AGO

Apr. 1, 2011: Madison—Cheese
and dairy product manufacturers
need to start preparing for enactment of the massive new Food
Safety Modernization Act now
by educating themselves through
workshops and other industry
resources.
Stanley, WI—The crossroads at
LaGrander’s Hillside Dairy here
has a paved north-south road
and an unpaved east-west road.
That’s a perfect metaphor for
the medium-sized cheesemaking operation’s latest decision
to expand with 40-pound block
towers, while most of the production still comes from granular
and traditional cheddaring.
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Cheese Retailers Prize Performance,
Correct & Uncomplicated Packaging
Denver, CO—Artisan cheese
makers looking to sell their cheese
at retail should be armed with a
quality product in clean and correct packaging, backed up with a
simple, yet informative website.
The story behind a particular
cheese is also
important, but
manufacturers
need to know a
good narrative
only buys one
sale; consistent
performance fuels repeats.
That was the core message
behind a recent webinar hosted
by the American Cheese Society
(ACS) on “Getting Your Cheese
to Retailers.”
The webinar featured Sarah
Masoni, director of the product
development and process program
at Oregon State University’s Food
Innovation Center, and Gordon
Edgar, cheese buyer for Rainbow
Grocery Cooperative in San Francisco, CA.
Masoni and Edgar highlighted
retailers’ three critical factors when
selecting artisan cheese: packaging, price and performance.
Each cheese has specific details
retailers need to better sell the
product, and it’s essential to com-

municate that information clearly
and correctly – either directly on
the package or through a company
website.
When I bring in new cheese, I
prepare a kind of boilerplate with
basic information – what kind of
milk it is, what
type of rennet, if
it’s pasture-based,
and where it’s
from, Edgar said.
I’ve got a list of
selling points that
represent different customers.
“My selling points would be
60 percent butterfat, raw milk or
grass-based,” he said.
So when you sell a food product,
you want some information that
you send along with it, Masoni
said. When you have people trying to sell your product, they need
to know key attributes and selling
points.
One of my favorite topics is how
bad most cheese makers’ websites
are, Edgar said. I’m not even talking about pictures and graphics –
most cheese websites I go to, and
these are ones I don’t know as well,
I cannot find basic information
about the cheeses.
“In one place, I can’t find out
what’s the milk type – is it raw or

pasteurized; is it animal or vegetarian rennet. These are things I need
to know for our signs,” Edgar said.
I’ll defend the cheese makers
because I’ve been recently trying
to work on the Food Innovation
Center product development website, Masoni said. Twice in conversations I’ve had the realization that
I actually don’t go on the website,
so do I really care about it?
“I think we have to get beyond
that statement and need to care
about the communication story,
and get that on the website,
because that’s everyone’s go-to
right now,” she said.
It can be very simple, Masoni
continued. You just need to have
a landing page with the name of
your cheese and some information
about it.
I’d prefer that information on
someone’s website rather than a
disk or via email, so I don’t have to
sort or search for it, Edgar added.
From a purely practical level, it’s
much easier for retailers.
 Packaging: If a cheese arrives
in a bulk wheel, I don’t care much
about the packaging as long as it
protects the cheese, Edgar said.
This is going to sound like I’m
joking, but the number-one thing
I’m looking for in retail packaging
is correct information on the package, he said.
• See Retailer Preferences, p. 17

Umhoefer
Continued from p 4

horse and maybe one leg is broken, let’s say the horse is the federal order, there’s not one broken
leg, all four legs are broken and it’s
laying on the ground and we’re still
riding it. We’ve been valuing the
Class I market for so long as being
the Golden Goose...The way the
trends are looking, probably within
a decade, we’re going to export
more milk solids than we put in
the bottle.”
This year’s online version of
CheeseExpo Global is an unblinking look forward at a new world
for dairy.
“Is dairy sustainable long term?”
Carl Colizza asked in the CEO
Keynote Opener. “We can’t dodge
that; we can’t stick our heads in
the sand. The consumer is asking
the question and quite frankly we
need to address it head on. The
solutions for all of this are not simple, but we have a fantastic story
to tell and we need to continue to
tell that story more loudly than we
ever have.”
We’ll see you April 6-8 at the
educational event of the year.
John Umhoefer is executive director
of the Wisconsin Cheese Makers Association. You can phone John at (608)
286-1001 or e-mail John Umhoefer at
jumhoefer@wischeesemakers.org

Custom dairy and food processing systems from concept to completion

Plant Layout | Process | Mechanical | Electrical | Software
Engineering Services
Start-up and Commissioning | 24/7 Controls Support Number
Controls & Automation
Custom | Specialized | Quality Assurance Standards
Custom Fabrication
Hands-on expertise | Layout | Project Coordination
Complete Installation

Employee Owned and Operated with facilities in Minnesota, Idaho & California.
For more information, visit www.APT-Inc.com

More at APT-INC.com
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Cheese Output Up
(Continued from p. 1)

26.5 million pounds, down 6.2 percent; Ohio, 18.9 million pounds,
down 4 percent; Oregon, 16.8 million pounds, down 4.4 percent;
Vermont, 11.6 million pounds,
up 0.5 percent; Illinois, 4.8 million pounds, down 12.1 percent;
and New Jersey, 4 million pounds,
down 9.6 percent.
American-type cheese production during February totaled
425.4 million pounds, up 1.6 percent from February 2020. During the first two months of this
year, American-type cheese output totaled 899.7 million pounds,
up 5.1 percent from the first two
months of last year.
February production of American-type cheese, with comparisons
to February 2020, was: Wisconsin, 85.4 million pounds, up 6.2
percent; Minnesota, 48.6 million
pounds, down 1.7 percent; California, 46.7 million pounds, down
0.3 percent; Idaho, 45.8 million
pounds, down 3.1 percent; Oregon, 16.7 million pounds, down
4.4 percent; Iowa, 15.9 million
pounds, down 10.6 percent; and
New York, 11.9 million pounds, up
4.1 percent.
Cheddar cheese production during February totaled 301.6 million
pounds, down 0.3 percent from
February 2020. Cheddar output
during the January-February period
totaled 648.5 million pounds, up
4.3 percent from a year earlier.
Production of other American-type cheeses during February
totaled 123.8 million pounds, up
6.6 percent from February 2020.
Italian & Other Cheeses
February production of Italiantype cheese totaled 444.3 million
pounds, down 0.9 percent from
February 2020. Italian cheese outCheese Production
2020 vs. 2021
1,000 pounds

2021

put during the first two months of
2021 totaled 925.3 million pounds,
down 0.9 percent from the first two
months of 2020.
February production of Italian
cheese in California was 126.4
million pounds, down 4.7 percent;
Wisconsin, 126.3 million pounds,
down 4.3 percent; New York, 28.8
million pounds, up 1.8 percent;
Idaho, 23.2 million pounds, up 7
percent; Pennsylvania, 22.1 million pounds, up 3.2 percent; and
Minnesota, 10.7 million pounds,
up 13.3 percent.
Mozzarella production during
February totaled 347.5 million
pounds, down 1.6 percent from
February 2020. Mozz output during January-February totaled 722.4
million pounds, down 1.7 percent
from the same period last year.
Production of other Italian
cheese varieties during February,
with comparisons to February
2020, was: Parmesan, 36.7 million
pounds, up 0.4 percent; Provolone, 27.6 million pounds, down
5.4 percent; Ricotta, 21.6 million
pounds, up 13.4 percent; Romano,
4.5 million pounds, up 6 percent;
and other Italian varieties, 6.3 million pounds, up 7.4 percent.
February production of other
cheese varieties, with comparisons
to February 2020, was as follows:
Swiss cheese: 23.1 million
pounds, down 13.3 percent.
Cream and Neufchatel: 72.8
million pounds, up 16.1 percent.
Brick and Muenster: 14.4 million pounds, down 4.4 percent.
Hispanic cheese: 28.3 million
pounds, up 5.4 percent.
Blue and Gorgonzola: 6.8 million pounds, down 3.5 percent.
Feta: 11.4 million pounds, up
21.4 percent.
Gouda: 5.2 million pounds, up
5 percent.
All other types of cheese: 11.6
million pounds, down 5.8 percent.

Butter Production
2020 vs. 2021
1,000 pounds

2020

2021

195,000

165,000

J F M A M J J A S O N D

Yogurt Production
2020 vs. 2021
1,000 pounds

2020
2

135,000

J F M A M J J A S O N D

2020

42,000
41,000
40,000
39,000

9,000

38,000

8,500

37,000

8,000

36,000

7,500

35,000

J F M A M J J A S O N D

Lactose Production
2020 vs. 2021
1,000 pounds

20202

1,000 pounds

36,000
34,000
33,000
32,000
31,000
30,000

90,000

140,000

J F M A M J J A S O N D

Cottage Cheese, Cream
Production 2019 vs. 2020

2020

95,000

160,000

120,000

J F M A M J J A S O N D

35,000

29,000
28,000

85,000

130,000
J F M A M J J A S O N D

43,000

180,000

50,000

40,000

44,000

100,000

150,000

325,000

11,500

105,000

190,000

345,000

1,000 pounds

45,000

200,000

60,000

WPC Production - Total
2020 vs. 2021

12,000

2019
210,000

170,000

365,000

305,000

J F M A M J J A S O N D

1,000 pounds

70,000

385,000

2020

9,500

1,000 gallons

80,000

2021

10,000

NDM Production
2020 vs. 2021

425,000
405,000

65,000

Yogurt And Other Dairy Products
Production of yogurt, plain and
flavored, totaled 381.7 million
pounds, up 1.7 from February 2020.
Yogurt output during the first two
months of this year totaled 767.3
million pounds, up 6.1 from the
first two months of last year.
Sour cream production totaled
113.6 million pounds, up 11.5
perent from February 2020. Sour
cream output during 2021’s first
two months totaled 228.9 million
pounds, up 2.4 from a year earlier.
Cream cottage cheese production during February totaled 27.2
million pounds, up 4 percent from
February 2020. Lowfat cottage
cheese output during February
totaled 24.3 million pounds, down
0.6 percent from a year earlier.
Production of ice cream, regular,
during February totaled 55 million
gallons, up 4.7 percent from February 2020. Lowfat ice cream output
during February totaled 34.1 million gallons, up 2.6 percent from a
year earlier.

10,500

Ice Cream (reg. hard) Production
2020 vs. 2021
2020
2

1,000 pounds

17.1 percent from February 2020.
NDM output during the first two
months of 2021 totaled 384.3 million pounds, up 14.6 percent from
the first two months of 2020.
Manufacturers’ shipments
of NDM totaled 139.1 million
pounds, up 11.6 percent from February 2020. Manufacturers’ stocks
of NDM totaled 345.6 million
pounds, up 8.6 percent from a year
earlier and 13.3 percent higher
than a month earlier.
Production of other dry milk
products, with comparisons to February 2020, was: skim milk powder,
29.6 million pounds, down 23 percent; dry whole milk, 11.1 million
pounds, down 1.6 percent; milk
protein concentrate, 18.3 million pounds, down 16.2 percent;
and dry buttermilk, 11.9 million
pounds, down 11.8 percent.

11,000

70,000

145,000

WPI Production
2020 vs. 2021

2020

75,000

155,000

1,025,000

2021

80,000

175,000

1,050,000

1,000 pounds

85,000

185,000

1,075,000

Dry Whey Production
2020 vs. 2021

90,000

205,000

1,100,000

Butter & Dry Milk Products
February butter production totaled
185.6 million pounds, down 1.3
percent from February 2020. Butter output during the first two
months of 2021 totaled 395.3 million pounds, up 3.6 percent from
the first two months of 2020.
Regional butter production during February, with comparisons to
February 2020, was: West, 93.7
million pounds, down 2.1 percent;
Central, 73.8 million pounds, up
0.7 percent; and Atlantic, 18.1
million pounds, down 4.7 percent.
Nonfat dry milk production
totaled 186.3 million pounds, up

95,000

215,000

1,125,000

Whey Products Production
Dry whey, human production
totaled 75.9 million pounds, up
1.2 percent from February 2020.
Manufacturers’ stocks of dry whey,
human, totaled 69.5 million
pounds, down 5.7 percent from a
year earlier but up 4.3 percent from
a month earlier.
Lactose production, human
and animal, totaled 84.2 million
pounds, down 3.7 percent from
February 2020. Manufacturers’
stocks of lactose, human and animal, at the end of February totaled
119.4 million pounds, up 17 percent from a year earlier but down
6.8 percent from a month earlier.
Whey protein concentrate production, human, totaled 36.9 million pounds, up 4.7 percent from
February 2020. Manufacturers’
stocks of WPC, human, totaled
63.8 million pounds, down 0.2
percent from a month earlier but
up 1.4 percent from a year earlier.
Production of whey protein isolates totaled 10.7 million pounds,
up 23.8 percent from February
2020. Manufacturers’ stocks of
WPI at the end of February totaled
14.1 million pounds, down 11.8
percent from a year earlier but up
0.5 percent from a month earlier.

2020
225,000

1,150,000

1,000,000
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Large Dairy, Meat Firms Aren’t Doing
Enough On Climate Change: Study
New York—The majority of the
world’s largest dairy and meat companies have not made an explicit
commitment to achieving net-zero
emissions by 2050, according to a
new analysis by New York University researchers.
The emission study, which
appears in the journal Climatic
Change, examines the climate
impacts of the biggest 35 largest
meat and dairy companies around
the globe as well as their influence
in shaping political responses to
climate change.
Of the 35 companies studied,
only Dairy Farmers of America
(DFA), Nestlé, Danone and Danish Crown had made commitments
as of July 14, 2020, to achieve netzero emissions by 2050. The other
31 largest dairy and meat companies had not.
In addition, there are large
discrepancies in how companies report emissions and plan to
achieve mitigation efforts, if they
do so at all, the study found.
“Large meat and dairy companies are not doing enough to tackle
climate change, and countries are
not doing enough in terms of holding them accountable,” said Jennifer Jacquet, an associate professor
in NYU’s department of environmental studies and one of the
study’s authors.

“In general, their commitments
center on mitigating energy use,
with little focus on emissions
resulting from animal and land use,
which make the biggest warming
contributions in the agricultural
sector,” Jacquet added.
“If you look at the individual
companies, and how they claim
to be working on climate change,
their mitigation efforts focus on
carbon dioxide, which is a small
fraction of their emission across
their supply chains,” said Sonali
McDermid, also with NYU’s environmental studies department and
a study co-author. “They should be
talking about methane, which is
the more potent greenhouse gas,
especially when it comes to cows.”
The analyses also included projections of these 35 companies’
future emissions based on existing
practices and compared them to
the climate commitments of countries where those companies are
based.
The researchers found that,
with a continuation of existing
practices, two companies will each
make up over 100 percent of their
headquarters country’s emissions
targets by 2030: Fonterra in New
Zealand and Nestlé in Switzerland. In addition, Arla in Denmark
would make up 60 percent of Denmark’s total emissions.

The authors acknowledged that
extraterritorial emissions by multinational companies are not, under
the Paris Agreement, applied to
a headquarters country’s commitments, but considered this analysis
a useful exercise in considering the
climate responsibilities of individual companies.
The researchers also scrutinized
the Paris climate commitments
of countries that are home to big
dairy and meat companies. Only
seven of the 16 countries where
these companies are based make
explicit reference to direct and
indirect emissions of animal agriculture in their climate commitments.
The team examined the political influence of the 10 largest meat
and dairy companies in the US.
Using a set of 20 questions to assess
influence, they found that Tyson
and National Beef engage on the
issue of climate change more than
any of the other 10 largest US livestock companies. But each company has contributed to research
that minimizes the link between
agriculture and climate change and
have influenced climate-related
policies and discourse.
“The largest meat and dairy
companies in the US have spent
a considerable amount of time,
money, and effort into downplaying the link between animal agriculture and climate change, and

into fighting climate policy more
generally” said Oliver Lazarus,
another co-author, an NYU graduate student at the time of the study
and now a doctoral student at Harvard University. “Documenting
their influence in this area is critical to understanding the failure of
the US government to adequately
address climate change.”

“...dairy-related trade
associations have more
traditionally been used
to lobby for access to
grazing lands and fees...
but more recently they
have been involved in
blocking climate policy.”
“US beef and dairy companies
appear to act collectively in ways
similar to the fossil fuel industry,
which built an extensive climate
change countermovement,” the
authors stated. “Meat- and dairyrelated trade associations have
more traditionally been used to
lobby for access to grazing lands
and fees and manure management regulations, and to influence
government regulation, but more
recently they have been involved
in blocking climate policy that
would limit production.”

CUT RIGHT
...TO YOUR
PROFIT LINE

Model 3005

dUAL dIRECTION
cHEESE cUTTER
GenMac specializes in the design
and manufacture of quality built,
rugged stainless steel cheese cutters.
Features:
 The 3005-LD Tu-Way Genmac cheese
and butter cutter has a discharge height
of 35” with an angled chute, and 40” with a straight chute
 Cuts 40# cheese blocks or any wire-cuttable
product into uniform pieces prior to packaging or
further processing such as dicing, shredding, melt-down, etc.
 Accurately portions cheese blocks up to 7” x 11” x 14”
 Automatic feed and discharge
 Cuts up to one 40# block per minute

See it in action by
visiting
our website or on
YouTube.com.

G
ENmAC
A DivIsion of 5 Point Fabrication LLC.
1-888-243-6622

Email: sales@genmac.com
Web: www.genmac.com

IMPROVE YOUR PRODUCTION WITH GMC CUTTERS
For more information, visit www.flairpackaging.com

For more information, visit www.genmac.com
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JOIN US!
Sign Up Now for Event Access

CheeseExpoGO.org
Keynote Openers

Chr. Hansen

Tuesday, April 6

2:30–2:45 P.M. CDT
Krohne Inc.

Noon–12:55 p.m. CDT
The RELCO® Opening Keynote: Cheese Industry CEOs Look to
the Future

Wednesday, April 7
Noon–12:55 P.M. CDT
The DSM Keynote Event: WCMA Recognition Awards

Thursday, April 8
Noon–12:55 P.M. CDT
The Amcor Flexibles North America Keynote Address: Moving On
– Trends that will Change the Way You Do Dairy

Concurrent Ideas Showcases
Tuesday, April 6
1:00–1:15 P.M. CDT
DSM Food Specialties USA, Inc.
Differentiate Your Cheese with the Flavor Wheel

FT System North America LLC
Preserve Map Packaged Cheese Shelf-Life with In-Line 100% Sealing
Inspection

1:15–1:30 P.M. CDT
MULTIPOND America Inc

Cultures and Enzymes manufacturing: An Inside Look of Chr. Hansen

KROHNE Optimass: Coriolis Meters for the Cheese Industry

2:45–3:00 P.M. CDT
FoodSafe Drains
FoodSafe Facility Drainage Design

Concurrent Seminars
Tuesday, April 6
1:30–2:20 P.M. CDT

Optimizing Cheese Yield & Mass Balance
Hosted by Center for Dairy Research

1:30–2:20 P.M. CDT
Negative PPDs and Positive Change for Federal Milk Orders
Hosted by Wisconsin Cheese Makers Association

1:30–2:20 P.M. CDT
Data Debut: Cheese Usage in Foodservice Channels 2020
Hosted by Dairy Farmers of Wisconsin

1:30–2:20 P.M. CDT
Crisis Preparedness and Crisis Management: National FARM
Program Solutions
Hosted by National Dairy FARM Program

Challenges and Solutions for Accurate Cheese Weighing

Wednesday, April 7

Amcor Flexibles North America

1:30–2:20 P.M. CDT
Practical Application of Process Data in Dairy Plants

Elevated Consumer Experiences Begin with Packaging That Stands Out
On Shelf

2:30–2:45 P.M. CDT
TC Transcontinental Packaging
Films and Resins Made Sustainable

Quadbeam Technologies Ltd.
Identify & Monitor Efficiency Opportunities with Multibeam NIR Sensors

2:45–3:00 P.M. CDT
Foss
The Power of In-Line for Cheese

JLS Automation
Robotic Packaging That Helps Close the Labor Gap

Wednesday, April 7

Hosted by Center for Dairy Research and Wisconsin Cheese Makers
Association

1:30–2:20 P.M. CDT
Export Market Outlook in a Recovering Global Economy
Hosted by U.S. Dairy Export Council

1:30–2:20 P.M. CDT
Artisan Focus: Surface Microflora in Cave-Aged Cheeses & CDR’s
New Affinage Capabilities
Hosted by Center for Dairy Research

1:30–2:20 P.M. CDT
Dairy 2050 Environmental Goals and the Net Zero Initiative for
Carbon Emissions

1:00–1:15 P.M. CDT
Hydrite Chemical Company

Hosted by Innovation Center for U.S. Dairy

Leveraging Equipment Technology into Creative Solutions

1:30–2:20 P.M. CDT
Microbes that Negatively Impact Cheese Quality and Advances in
their Identification

LETICO Inc.
Letico LT3: Portion Control That Will Transform Your Workplace

1:15–1:30 P.M. CDT
Multivac, Inc.
MULTIVAC L 310 labeler: Maximum Speed, Efficiency, and Quality

RELCO, A Koch Separation Solutions Company
Caustic Recovery for Dairy Processing

2:30–2:45 P.M. CDT
Harpak-Ulma Packaging, LLC.
Snackification: The Art of Turning Smaller Portions Into Larger Profits

Diversey F&B
Diversey’s Accelerated Cleaning Protocol for Dairy Processing Membranes

2:45–3:00 P.M. CDT
bioMerieux, Inc.
Support a Healthy Factory Model with Trusted Microbiology Solutions

POWER Engineers
Artisan Shapes in a Uniform World: How to Solve Your Unique Packaging
Challenges

Thursday, April 8

Hosted by Center for Dairy Research

1:30–2:20 P.M. CDT
Peer Learning: Strategies to Recruit and Motivate Your Workforce
Hosted by Wisconsin Cheese Makers Association

1:30–2:20 P.M. CDT
Succeeding with Online Dairy Product Sales
Hosted by Dairy Farmers of Wisconsin and Wisconsin Cheese Makers
Association

1:30–2:20 P.M. CDT
Whey and Dairy Powder Pathogen Control Best Practices
Hosted by Innovation Center for U.S. Dairy

Spotlight Events
Tuesday, April 6

Thursday, April 8

3:00–3:45 P.M. CDT
Tetra Pak Spotlight Event

1:00–1:15 P.M. CDT
Tetra Pak Inc.

Wednesday, April 7

Tetra Pak® Cooker Stretcher DDA – Delivering Maximum Control for your
Pasta Filata Process

Wonderware Midwest
Operations and Performance Management in the Cloud

1:15–1:30 P.M. CDT
Deville Technologies Inc.
Full Cheese-Block Reduction on the Deville FS40 Shredder

Tetra Pak Ultimate Cheese Quiz Show

3:00–3:45 P.M. CDT
Chr. Hansen Spotlight Event
LIVE Championship Cheese Auction Featuring Past Champions

Thursday, April 8
3:00–3:45 P.M. CDT
WCMA Awards Banquet Highlights
Featuring WCMA Life Members, Wisconsin Master Cheesemakers and
2020 Contest Top Winners

This informational page provided courtesy of Cheese Reporter in support of CheeseExpo Global Online.
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2021 CHAMPIONSHIP CHEESE AUCTION
Join us virtually for the Auction event of the year – the sale of 10 premier winning cheeses
of the World and U.S. Championship Cheese Contests, benefitting the education and
training programs of the Wisconsin Cheese Makers Association. Buying these amazing
dairy products allows you to applaud these renowned manufacturers and has helped
WCMA support excellence in our industry. WCMA has used Auction dollars to build
popular training programs for dairy manufacturers and suppliers, make key donations to
dairy education facilities across the country, and support dairy producer improvement
organizations.
Celebrate and support industry education during the live Championship Cheese Auction,
part of the Chr. Hansen Spotlight Event at CheeseExpo Global Online on Wednesday,
April 7 at 3 p.m. (CT).

AUCTION PROCEDURE
• Bidders need to register
online before the start
of the auction. Visit
worldchampioncheese.org
for detailed instructions.
• Pre-bidding will open on
Monday, April 5 at 1:00 PM
CT.
• The live, online auction
begins Wednesday, April 7
at 3:00 p.m. CT. Pre-bids will
serve as opening bids for the
live auction.
PAYMENT
WCMA will send an invoice to
each buyer after the auction.
Payments will not be processed
through the bidding website.
The invoices will be payable by
credit card or check.
SHIPPING
WCMA will contact bidders
after the auction to coordinate
shipping details.
AUCTIONEER
Tim Slack, Tim Slack Auction &
Realty

Auction Item 1:

Auction Item 6:

2020 AUCTION BUYERS

18 lbs.
Marieke Gouda Mature,
Marieke Gouda, Thorp,
Wisconsin, USA

5 lbs.
Esquirrou, Savencia
Fromage & Dairy & Mauleon
Fromagerie, France

Auction Item 2:

Auction Item 7:

20 lbs.
SarVecchio Parmesan,
Sartori Company, Plymouth,
Wisconsin, USA

9 lbs. (1/8 wheel)
Le Gruyère, Gourmino &
Bergkäserei Fritzenhaus,
Michael Spycher, Emmental,
Switzerland

Great Lakes Cheese Co., Inc.
Kelley Supply, Inc.
Chr. Hansen
T.C. Jacoby and Co., Inc.
Custom Fabricating and
Repair, Inc.
Nelson Jameson, Inc.
ProActive Solutions USA, LLC
TC Transcontinental
Complete Filtration Resources
Dairy Connection, Inc.
Masters Gallery Foods
Decatur Dairy
APT- Advanced Process
Technologies
R. Mueller Service &
Equipment
Loos Machine Automation
Wisconsin Aging & Grading
Cheese
Milk Specialties Global
Vivolac Cultures Corporation
B-Team
Cheese Market News
ProAmpac
ALPMA USA
DSM Food Specialties

Auction Item 3:
10 lbs.
Evalon, LaClare Farms &
Mosaic Meadows, Malone,
Wisconsin, USA

Auction Item 4:
5 lbs.
Baby Swiss Wheel,
Guggisberg Cheese,
Millersburg, Ohio, USA

Auction Item 5:
40 lbs.
Sharp Cheddar, Agropur, Inc.,
Dan Stearns, Weyauwega,
Wisconsin, USA

Auction Item 8:
40 lbs.
Sharp Cheddar, Cabot
Creamery Cooperative, Cabot,
Vermont, USA

Auction Item 9:
22 lbs.
Rembrandt Gouda,
FrieslandCampina, Wolvega,
Friesland, Netherlands

Auction Item 10:
18 lbs.
Grand Cru Surchoix, Emmi Roth
USA, Monroe, Wisconsin, USA

Exhibitors
Advanced Detection Systems
Air Quality Process
Alce North America, Inc.
ALLIEDFLEX Technologies, Inc.
ALPMA USA
Amcor Flexibles North
America
Anderson Chemical Company/
Sanitation Technologies/
Water Management
Axiflow Technologies, Inc.
Baumer Ltd.
bioMérieux, Inc.
Burkert Fluid Control Systems
Center for Dairy Research
Cheese Reporter
Chem-Aqua, Inc.
Chr. Hansen, Inc.
Christakis Agathangelou
COPRODEV PLUS
Custom Stainless Enclosures, Inc.
Cybertrol Engineering

Dairy Connection Inc.
Delkor Systems, Inc.
Deville Technologies Inc.
Diversey F&B
DSM Food Specialties USA, Inc.
DualTemp Clauger
Ecolab, Inc.
Enerquip, LLC
ePac Flexible Packaging
Evaporator Dryer Technologies, Inc.
Excel Engineering, Inc.
Extrutech Plastics Inc.
FBF North America, LLC
FLAIR Flexible Packaging
Corporation
FlexLink Systems, Inc.
Food Safety Net Services
FoodSafe Drains
Fortress Technology, Inc.
Foss
FT System North America LLC
Great Northern Corporation

Harpak-Ulma Packaging, LLC.
Heat and Control, Inc.
Hydrite Chemical Co.
ID Technology
IFF
Inficon
International Dairy Foods
Association
JLS Automation
Karl Schnell Inc.
Kelley Supply, Inc
Koss Industrial, Inc.
Krohne Inc.
Kurita America Inc.
Kusel Equipment Co.
Lallemand
LETICO Inc.
Liftvrac
Loos Machine & Automation
Masters Gallery Foods, Inc.
Matrix Packaging Machinery
McMahon Associates, Inc.

Membrane System Specialists, Inc.
Multi-Conveyor LLC
MULTIPOND America Inc
Multivac, Inc.
Munters Corporation
Nasco Sampling / Whirl-Pak
Natec USA LLC
Nelson-Jameson, Inc.
Pentair
PerkinElmer, Inc.
POWER Engineers, Inc.
PPi Technologies Group
ProActive Solutions USA, LLC
The Probst Group, LLC
Quadbeam Technologies Ltd.
Reiser
RELCO, A Koch Separation
Solutions Company
Rieger Flow Products, LLC
Sani-Matic, Inc.
Schenck Process
Sheffield Machine Knife

Shuttleworth
Spancrete - Wells
Stäubli Robotics
SUEZ Water Technologies &
Solutions
Symbiont Science, Engineering
and Construction Inc
TC Transcontinental
Packaging
Technology Group
International
Tetra Pak Inc.
Urschel Laboratories, Inc.
WDS Construction
Weber, Inc.
Witt Gas Controls
Whitehall Specialties, Inc.
Wonderware Midwest

Platinum Sponsors

Gold Sponsors

Silver Sponsors

Bronze Sponsors
®

Hosted By

Educational Partners

ALPMA USA
Complete Filtration Resources
Custom Stainless Enclosures, Inc.
Cybertrol Engineering
Dairy Connection Inc.
Enerquip, LLC
Kersia
Membrane System Specialists, Inc.
MULTIPOND America Inc
PerkinElmer, Inc.
Suez Water Technologies & Solutions

This informational page provided courtesy of Cheese Reporter in support of CheeseExpo Global Online.
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Pleasant Lane Farms Wows With
Indulgent Flavored Quark Bites
Company Learns to
Make Cheese Via Zoom
Latrobe, PA—Pleasant Lane
Farms here will mark one year of
production this month – a celebratory milestone for any artisan
cheese company, but especially
consequential for one toughing it
out in tandem with a pandemic.
In March 2019, family-owned
Pleasant Lane Farms received
$364,082 in grant funding from
Pennsylvania’s new Dairy Investment Program to add a farmstead
cheese operation.
Grant money included $286,744
to build the on-site creamery and
$77,338 for marketing costs and
construction of an on-farm classroom and tour facility.
In August 2019, the farm broke
ground on a facility designed to
house robotic milking, cheesemaking operations and a learning lab.
Cheese production kicked off
last April, smack at the start of the
pandemic. Pleasant Lane recruited
industry consultant Neville
McNaughton, president of Sanitary Design, Inc. (SDI), to help
oversee plant design, recipes and
other start-up logistics.
“Quark was always in our plan,
but Covid accelerated this somewhat, as we were unable to have
Neville visit in person,” said cheese
maker and co-owner Jason Frye.
We ended up learning to make
cheese over Zoom, he said.
“If you’ve ever met Neville,
you know he’s not shy about having you jump into the vat with
both hands,” Frye continued. “We
pulled milk to make Quark our
very first night.”

With McNaughton’s guidance
and Frye’s skill, Pleasant Lane
decided early on to focus on Quark
– which turned out to be a solid
decision with looming grocery
shortages in the months ahead.
“With shortages for products
like Cream cheese in the stores,
our customers were willing to try
something new,” Frye said. “Quark
became an overnight hit for us.
For the first month, we sold cheese
curds and Quark exclusively.”
“Quark gets made every week,”
he continued. “Depending on
orders from a few places that use
Quark to manufacture dips and
spreads, we produce between 50
and 300 pounds of Quark a week.”
Pleasant Lane Quark is welldrained, and takes on a firmer consistency, similar to Cream cheese.
Flavors include Natural, Honey
(made with honey from the creamery’s on-site apiary), Blueberry and
Lavender, among others.
Overall, Pleasant Lane currently
produces between 1,500 to 2,000
pounds of cheese a week, along
with small-scale custom processing
for other small family farms.
Chocolate-Dipped Quark Bites
Fortuitously, one of Pleasant Lane’s
early customers also happened to
be a third-generation chocolatier –
Matt Brubaker from O’Sheas Candies in Johnsontown, PA.
“We started to talk, and wanted
to try and make a chocolate flavored Quark – they offered to
do some experimentation,” Frye
said. “They blended Quark with
chocolate, peanut butter, and some
other flavors, which was initially
intended as a dip.”

“O’Sheas is famous for still
using traditional methods to handdip their chocolates, and so Matt
decided to try and hand-dip a few
balls of Quark,” he said.
“As we were ‘fighting’ over the
samples, someone said ‘Hey, that’s
my Quark Bite,’ and the rest is history,” Frye continued.
Almost every week, we make
fresh Natural Quark and send it to
O’Sheas, who adds flavor – peanut
butter, maple walnut, strawberry,
raspberry, et cetera – and hand-dips
the Quark in milk or dark chocolate, Frye said.
Quark Bites are then packaged
in a co-branded box in packs of six,
refrigerated and sold.
Quark is a perfect cheese for this
type of product for a few reasons,
Frye said.
“First, even in its natural state,
you get a nice flavor contrast
with the chocolate, and fantastic
mouth-feel,” he said. “It’s like eating a smooth, creamy cheesecake
bite.”
“Second, Quark lends itself to
be easily blended with fruits, nuts,
caramel, and other great flavors,”
he said. “Cover that with chocolate, and you have our Quark Bite.”
While chocolate-covered Quark
is pretty novel in the US, we’ve
heard from some of our European
customers that native treats and
breakfast items are similar, he said.
Winning over customers wasn’t
an issue, however.
“Our consumers love this product,” he said. “Over Christmas,
we had an unfortunate shortage of
Quark after a massive run on our
peppermint flavored Quark Bites
with Dark Chocolate and Peppermint Bark.”
One of the early keys to success
was sampling the product as a single-serve item, Frye said.
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Pleasant Lane now offers it’s hugely successful line of Quark Bites in a variety and evolving
number of sweet styles.

“When we launched this product in May, we would include an
individually-wrapped Quark Bite
with all of our orders,” he said. “By
the end of the month, we were selling dozens of six-packs each week.”
Brubaker keeps tabs on emerging flavor trends, and can quickly
produce small-batch, fun flavors
like praline turtle, orange dark
chocolate, and Nutella, Frye said.

“Quark lends itself
to be easily blended
with fruits, nuts,
caramel, and other great
flavors.”
Jason Frye,
Pleasant Lane Farms
Pleasant Lane currently sells its
products direct from the farm and
via its distribution partner, Emerald Valley Artisans. Cheeses are
now on store shelves at roughly two
dozen local and specialty retailers.
“We do offer some online ordering, but its really just for curb-side
pickup because we haven’t been
able to scale to ship orders,” Frye
said.
In regards to teaching over
Zoom, McNaughton said working
with the team at Pleasant Lane
Farms was “an ideal situation.”
If ever I were to write a set of
requirements, Frye would be a
model, he said.
“Nothing was a problem; during commissioning and start-up, he
had three laptops and a cell phone
all signed into Zoom,” McNaughton said.
“The family at PLF are quite
special, and like all jobs at SDI,
relationships start out slow and
by the time projects start we are
already a team,” he said.
We divide teaching into technologies, McNaughton said. If we
teach well, we create self-sufficient,
strong players.
As of press time, Pleasant Lane
completely sold out of its Quark
Bite supply, but more is assuredly
on the way, he continued.
For more details, visit www.
pleasantlanefarms.com.
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Restaurant Performance Index Rose
1.0% In February; Expectations Higher
Washington—The National
Restaurant Association’s Restaurant Performance Index (RPI),
a monthly composite index that
tracks the health of and outlook
for the US restaurant industry,
stood at 100.1 in February, up 1.0
percent from January, the association reported Wednesday.
Although the RPI topped 100
for the first time since the beginning of the pandemic, it does not
signal a recovery for the restaurant industry, as current situation
indicators like same-store sales
and customer traffic remain firmly
entrenched in contraction territory, the association noted.
Still, the growing operator optimism reflected in the expectations
index means the trendline is pointing in a positive direction, the
association added.
The RPI is constructed so that
the health of the restaurant industry is measured in relation to a
neutral level of 100. Index values
above 100 indicate that key industry indicators are in a period of
expansion, while values below 100
represent a period of contraction.
The RPI consists of two components: the Current Situation
Index and the Expectations Index.
The Current Situation Index,
which measures current trends in
four industry indicators (samestore sales, traffic, labor and capital expenditures), stood at 95.4 in
February, down 0.6 percent from
January. February represented the
12th straight month in which
the Current Situation Index was
below 100, with a strong majority
of operators continuing to report
lower same-store sales and traffic.
Restaurant operators reported
lower same-store sales for the 12th
straight month, with February’s
results softer than January’s readings. Only 18 percent of operators
reported a same-store sales increase
between February 2020 and February 2021, down from 29 percent in
January. And 77 percent of operators reported lower same-store sales
in February, up from 64 percent in
January.
As has been the case throughout the pandemic, limited-service
operators were significantly more
likely than fullservice operators to
report higher same-store sales.
A strong majority of restaurant
operators also continued to report
negative customer traffic in February. Only 11 percent of operators said their customer traffic
increased between February 2020
and February 2021, down from 16
percent in January. And 83 percent of operators reported a traffic decline in February, up from 77
percent in January.
Some 49 percent of restaurant
operators said they made a capital

Page 11

CHEESE REPORTER

expenditure for equipent, expansion or remodeling during the previous three months, which was up
from 45 percent of operators who
reported similarly in January.
The Expectations Index, which
measures restaurant operators’
six-month outlook for four industry indicators (same-store sales,
employees, capital expenditures
and business conditions), stood at
104.8 in February, up 2.6 percent
from January.
Fully seven in 10 restaurant
operators expect economic conditions to improve in the next six
months, which represented the
highest reading in the 19-year history of the RPI.

Restaurant operators are increasingly optimistic about sales gains in
the coming months, though that
outlook needs to be qualified by
the fact that the year-ago comparisons are pandemic levels that were
dampened for most restaurants, the
association pointed out.
Some 70 percent of restaurant
operators expect their sales volume
in six months to be higher than it
was during the same period in the
previous year, up sharply from 49
percent.
Only 15 percent of operators
expect their sales volume in six
months to be lower than it was
during the same period in the previous year.
For the fourth straight month,
a majority of restaurant operators
had a positive outlook for the economy. Some 70 percent of operators

said they expect economic conditions will improve in six months,
up from 56 percent in January and
the highest reading on record.
Only 13 percent of operators
think economic conditions will
worsen in six months.
Some 64 percent of restaurant
operators plan to make a capital
expenditure for equipment, expansion or remodeling in the next six
months, up from 51 percent in January and the highest level in more
than two years.
The Restaurant Performance
Index is based on the responses
to the National Restaurant Association’s Restaurant Industry
Tracking Survey, which is fielded
monthly among restaurant operators nationwide on a variety of
indicators including sales, traffic,
labor and capital expenditures.
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Trade Barriers
(Continued from p. 1)

(GIs), which adversely impacts
both protection of US trademarks
and market access for US products that use common names in
the EU and third country markets, the report noted. Regulation
1151/2012, for example, contains
“numerous problematic provisions”
with respect to the protection and
enforcement of Protected Designations of Origin (PDOs) and Protected Geographical Indications
(PGIs).
Troubling provisions, the report
said, include those governing the
scope of protection of PDOs and
PGIs, including rules about evocation, extension, co-existence, and
translation, among others, which
not only adversely affect trademark
rights and the ability to use common names, but also undermine
access to the EU market for US
rights holders and producers.
The EU has granted GI protection to thousands of terms that
limits use in the EU market to only
certain EU producers, and the use
of any term that even “evokes” a GI
is also blocked, the report added.
However, despite this level of protection afforded to products sold
within the EU, some producers in
EU member countries still produce
products that are protected as GIs

in other EU member countries and
then export these products outside
the EU, such as Feta made in Denmark and France.
Also, he EU has granted GI
protection to Danbo and Havarti,
widely traded cheeses which are
covered by Codex standards. Several countries, including the US,
opposed GI protection of these
common names both during the
EU’s opposition period and at the
WTO, but the European Commission granted the protection over
that opposition and without sufficient explanation to interested
parties, the report said.
“USTR’s recognition of GI
misuse as a means of confiscating
market share is an important step
toward proactively addressing this
problem,” said Jaime Castaneda,
executive director of the Consortium for Common Food Names
(CCFN). “We are encouraged that
CCFN members’ persistent work
alongside the US government on
this issue has elevated the concerns
surrounding GI abuse from a relatively obscure issue just a decade
ago to a priority for the agency.
“It is imperative that USTR
and its interagency partners work
to ensure common names are not
further restricted by the European Union’s blatant attempts at
monopolizing generic terms that
consumers around the world have

come to know and love,” Castaneda added.
The US-Mexico-Canada Agreement (USMCA) expands market
access opportunities for dairy products through new tariff-rate quotas (TRQs) for US products, but
the US “remains concerned about
potential Canadian actions that
would further limit US exports to
the Canadian dairy market,” the
report said. The US continues to
closely monitor any tariff reclassifications of dairy products to ensure
that US market access is not negatively affected.
Canada’s regulations on compositional standards for cheese
limit the amount of dry milk protein concentrate (MPC) that can
be used in cheesemaking, reducing the demand for US dry MPCs,
the report said. The US continues to monitor the situation with
these regulations for any changes
that could have a further adverse
impact on US dairy exports.
India imposes “onerous requirements” on dairy imports, the report
said. India continues to insist that
dairy products intended for food
be derived from animals that have
never consumed any fees containing internal organs, blood meal, or
tissues of ruminant origin, and that
exporting countries certify to these
conditions. India has explained
that its position is based on religious and cultural grounds.
This requirement, along with
high tariff rates, continues to prevent market access for US milk
and dairy product exports to India,
the report said. In order to address
India’s religious and cultural concerns, in 2015 and again in 2018,
the US proposed labeling solutions to allow for consumer choice
etween dairy products derived from
animals that have consumed feed
with ruminant protein and those

derived from animals that have not
consumed such feeds.
India rejected the proposals, the
report said. The US continues to
press the Indian government to
provide greater access to its dairy
market.

“It is imperative
that USTR and its
interagency partners
work to ensure
common names are not
further restricted by
the European Union’s
blatant attempts at
monopolizing generic
terms...”
Jaime Castaneda,
Consortium for Common
Food Names
The US Dairy Export Council
(USDEC) and National Milk Producers Federation (NMPF) urged
the Biden administration to work
to eliminate foreign tariffs and
nontariff impediments to US dairy
exports following the release of the
NTE Report.
Obstacles to US dairy exports
“negatively affect the economic
well-being of America’s dairy
farmers and jeopardize dairy processing jobs and workers throughout the supply chain who support
our industry. These barriers must
be removed,” said Krysta Harden,
USDEC’s president and CEO.
“We need USTR to continue
pressing our trading partners to
eliminate tariffs and nontariff barriers that restrict our dairy exports,”
said Jim Mulhern, NMPF’s president and CEO.”
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Report: Stagnant Public Funding For Ag
Research Threatens US Food Systems
Washington—Stagnant public
funding for agricultural research is
threatening the future vitality of
US food systems, posing risks to
farmer productivity and profitability, the steady supply of affordable
food for consumers, and ultimately
global food security, according to a
recent report.
The report, jointly commissioned by the American Farm
Bureau Federation and Farm
Journal Foundation and authored
by the IHS Markit Agribusiness
Consulting Group, highlights the
importance of public funding for
research and development.
The success of US agriculture
is due in large part to strong public and private investment in food
and agricultural research made
throughout the 20th century, the
report stated. Although US private
agricultural R&D funding appears
to be increasing, US public funding is stagnating.
The report focuses on six
areas in which additional public
research funding will be needed to
meet future challenges, including:
 Animal disease and foodborne illness threats emphasize
the need to be prepared for diseases that are rare, exist in other
countries or have not yet been
identified. Outbreaks of foot and
mouth disease, porcine epidemic
diarrhea virus and African swine
fever have had significant impacts
on livestock industries.
The continuing threat of foreign
animal diseases and their impact
on food security and the economy
emphasize the importance and
need for research funding in order
to develop vaccines and treatments
to improve public welfare.
 Animal health is vital to the
safety of the US and world meat
supply. The production of healthy
livestock helps to ensure a safe
food supply and keep consumer
prices stable.
With the projected increase in
animal protein demand and per
capita consumption over the next
several decades, the production
and productivity of animal agriculture becomes vital and this can
only be achieved when the animals are healthy and disease resistant. Research is needed to meet
the economic and human health
risks associated with livestock.
 Increased crop productivity
is needed to meet growing food
demand. Expanding crop area is
not the solution because the farm
sector continues to lose land to a
higher economic value land use.
Crop breeding is needed to achieve
higher production levels, but that
takes increased research funding
because it takes years to bring a
new seed variety to the market.
New seed varieties can be
designed to respond to climate
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change, improve nutrition, and
increase yields. The public and
private sectors will need to work
together to improve crop yields.
 Improved crop protection
against diseases has been a contributing factor to steady growth
in agricultural productivity in the
US and globally since the development of fungicides and synthetic
insecticides. But the battle against
crop diseases and pests is continually evolving as diseases and pests
develop resistance to established
crop protection practices, and new
diseases and pests emerge to pose
new threats to crop production.
The public sector has long
played an important role in crop

protection, as it often funds most
of the basic research that underlies
new agricultural technology. With
the commercial viability of new
technology often uncertain, publicly funded research and development can be vital to initiating
work that can be commercialized
by the private sector and become
available to producers.
 Climate change presents
challenges to agriculture. Projected increases in temperatures,
changes in precipitation patterns,
and reductions in water will likely
result in reduced productivity.
Public, and science-based
research is vital to help farmers
adapt to climate change.
 External shocks such as pandemics create disruptions to agriculture due to availability of labor
and other inputs, and reductions

in output prices resulting from
decreases in demand for commodities in certain market segments.
From a private sector standpoint, researching pandemic
issues that have very low probabilities of occurrence and/or have
impacts or benefits that are outside a company’s ability to capture
return on their specific research
investment are given low priority for funding. These issues are
almost by definition best suited
for being addressed by public sector research spending.
“The US has always been a
leader in agricultural innovation,
but we’re at risk of losing that
advantage by falling behind the
rest of the world in research and
development,” said Zippy Duvall,
president of the American Farm
Bureau Federation.
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Brian Jackson

Wisconsin Master Cheesemaker Program Welcomes Two New Graduates;
Two Returning Masters Earns Additional Certification
Madison——The Center for Dairy
Research (CDR) and Dairy Farmers of Wisconsin (DFW) are celebrating the 27th graduating class
of the Wisconsin Master Cheesemaker program.
This year welcomes two new
graduates: Steve Bechel of Eau
Galle Cheese; and Kirk Hansen,
Nasonville Dairy; and two returning Master Cheesemakers: Larry
Harris, Meister Cheese; and Brian
Jackson, Nasonville Dairy.
Steve Bechel, Eau Galle Cheese
Bechel got into cheesemaking in
2000 when he went to work for
his father-in-law, John Buhlman,
at Eau Galle Cheese, Durand, WI.
“My first day was spent pulling
120-degree curd from the drain
table and putting it into hoops,”
Bechel said.
“Plus, it was August so the temp
and humidity in the make room
was very intense to start with,” he
continued. “After 10 hours of that
and I was pretty shot; I thought,
‘What in the hell did I get myself
into?’”
“As I started learning to run the
vats and working on some of the
equipment, I became very interested. What I thought was going
to be a very repetitious job became
something new every day, he said.

“It has now been over 20 years
and I am still learning every day,”
Bechel continued.
In addition to learning about
the science behind cheesemaking, Bechel said he really enjoys
making cheese and working for a
smaller company like Eau Galle.
“One day I’ll be working on
long-term strategic planning, to
sales and marketing, to logistics,
to milk procurement, to DNR
reporting, and everything else in
between,” he said. “It really is a
variety and makes every day go by
very quickly.”
Bechel said he had an excellent
experience participating in the
Master Cheesemaker program.
“For me, it tied together all the
bits and pieces of cheesemaking
that I had gathered over the years,”
he said. “It is truly a great program
that I am very proud to have in
Wisconsin.”
Bechel earns Master certifications in Parmesan and Romano.
“These are the first two cheeses
I learned how to make, and Parmesan is still probably my favorite
cheese. Most people think of it as
a grating cheese only, but for me it
is one of my favorite cheeses to eat
by the slice or chunk,” Bechel said.
Bechel recently discovered that
Leo Buhlman, a founder of Eau

Galle Cheese, earned a Master certification for Swiss Emmentaler in
the 1920s in Switzerland.
“It was exciting to find that I
was going through a similar program as Leo, 100 years later,” he
said. “We are very fortunate that
Wisconsin offers such a program.”
Kirk Hansen, Nasonville Dairy
Hansen got his start in cheesemaking when he was a junior in
high school. He went to the local
cheese plant, Nasonville Dairy,
and applied.
As he was filling out his application, Ken Heiman, one of the
three brothers who own the plant,
recognized Kirk and hired him on
the spot.
He started out with the basics:
filling and pressing hoops, taking
blocks out. Twenty-five years later,
Hansen has spent his entire career
at Nasonville. He received his
cheesemaking license in 2006.
He remembers when he went
to Madison to get his license, he
read a flyer promoting the Wisconsin Master Cheesemaker program.
After reading all of the requirements to complete the program,
Hansen said to himself, “Well, I’m
never going to do that.”
Fast-forward 15 years later and
he is one of the newest members
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of the program, crediting his colleagues Kim Heiman and Brian
Jackson, also a Wisconsin Master
Cheesemaker, for encouraging him
to enroll.
Hansen also credits his dad,
Roger, who he put down as his
mentor.
Hansen earns Master certifications in Cheddar and Jack. He
selected those cheeses because
those are the varieties he works
with most often. Nasonville Dairy
is known, among other products,
for its many flavored cheeses.
Depending on the day, Hansen
might be making Cheddar or donning a gas mask to make Horseradish Jack or Ghost Pepper Jack.
Larry Harris, Meister Dairy
Larry Harris has been steadily
working through the Wisconsin
Master Cheesemaker program,
earning Master certifications in the
major American style cheeses. In
2018, he earned certifications in
Monterey Jack and Cheddar.
As soon as he graduated from
the program in 2018, he applied
again. This year, he gains Colby
and Colby Jack certification, and
he isn’t planning on stopping anytime soon.
“I want to make sure I have a
good stable Master Cheesemaker
mark in the major cheeses in the
United States,” he said.
Harris is a lifelong cheese maker
who grew up around the craft. At
16, he began his first part-time job
in a cheese plant and after attending courses at a local technical
school, he began full-time at Meister Cheese in Muscoda, where he
still works today.
Harris stays busy at Meister
Cheese, and also helps operate
Meister Dairy’s whey plant.
He said Meister Dairy takes
pride in its program development
– everything at Meister Dairy is
designed and built in-house.
For Harris, consistency is key to
being a Master Cheesemaker.
“I think part of being a Master
Cheesemaker is to eliminate variability so that every piece of cheese
was as good as the last one.”
For example, Harris points to
several World Championships that
Meister Dairy has won over the
years.
• See Master Program, p. 26
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EU Cheese
(Continued from p. 1)

lower level than in 2020.
EU cheese production is
expected to take 21 percent of the
extra milk produced in the EU in
2021. The recovery of food service
should support a 1 percent EU
cheese consumption growth.
At the same time, EU cheese
exports could continue growing by
an additional 4 percent, reaching
more than 1.4 million tons (up
33 percent over the last 10 years).
Shipments to Japan and the temporary lifting of the additional tariffs imposed on some EU products
by the US are considered to be the
main drivers of such an increase.
EU whey production, a coproduct of cheese processing,
could grow as well, by 2 percent,
the report said. Thanks to a good
export demand driven by China
(both for feed and food use), EU
whey exports could increase by an
additional 5 percent.
The EU processing should
absorb 0.6 percent more whey,
mainly for nutritional products
that contribute to a stronger valorization of EU milk.
Butter, SMP Exports To Grow
Competitive EU butter prices
resulted in historically high export
levels in 2020, the report said.
Despite the increase in tariffs
imposed on some EU products,

shipments to the US grew 14 percent.
In 2021, EU butter retail sales
and the gradual reopening of food
service could allow EU butter
consumption to grow by close to
1 percent. World demand for EU
butter could continue growing as
well, and EU exports could be 4
perent above 2020 levels. These
drivers should support EU production growth of 1.3 percent.
More European Union milk is
expected to be channeled into skim
milk powder production, resulting
in a 3.5 percent annual increase
in 2021. Driven by demand from
South East Asia and oil-producing countries, skim milk powder
exports could recover following a
drop in 2020 of around 12 percent
(likely due to lower availabilities
in the EU and an increased competition notably in South East Asian
markets).
As a result, EU exports could
reach 880,000 tons in 2021 and
would continue supporting EU
SMP prices, the report said.
In the EU, demand for SMP
used in food processing is growing
as well and more SMP could be
used in 2021 for this purpose (up
0.4 percent), though lower than in
2019 and 2018 as prices are above
those years’ levels.
World demand for whole milk
powder, driven by China, remained
strong last year, the report noted.
This supported WMP prices. The

increased demand was mainly
covered by Oceania, with the EU
supplying other markets. EU shipments increased to Oman (up 18
percent), Algeria (up 102 percent)
and Nigeria (up 14 percent). Those
three destinations accounted for
around 88 percent of the total EU
WMP export growth (excluding
shipments to the United Kingdom).
Combined with stable domestic use, EU whole milk powder
production growth in 2020 is estimated at around 2 percent.
Because of the COVID-19 outbreak and imposed lockdowns, EU
consumption of fresh dairy products in 2020 rectified its long-term
declining trend, the report noted.
This was reflected by a significant
increase in drinking milk production, while EU production of
cream and yogurt remained relatively stable.
Both EU production and consumption of fresh dairy products
grew in 2020, by 1.7 percent and
1.2 percent, respectively.
In 2021, this is not likely to
repeat, the report said. The continuation of teleworking and home
schooling will keep home consumption and retail sales at high
levels and limit the use of dairy
products in canteens and cafes.
In addition, the panic buying and
stockpiling behaviors observed in
the first weeks of the pandemic are
not expected to occur in 2021.
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Therefore, EU production of
drinking milk and yogurt could
drop slightly in 2021 (down 0.5
percent), while cream could grow
slightly (up 0.5 percent). EU consumption of fresh dairy products
could fall below 2020 levels but
still remain 0.5 kilograms above
2019. EU exports could grow by 5
percent, mainly to China (drinking milk and cream).
EU Dairy Prices Rising
Since the beginning of this year,
EU dairy prices are on an increasing trend, the report said. This is
supported by both sustained world
demand and domestic use. Until
March 2021, EU butter and whey
powder prices recorded the highest
increases (around 13 percent), followed by whole milk powder (11
percent) and skim milk powder (9
percent).
The EU butter price is currently at 3,800 euros per ton, a
level which was last observed in
July 2019, the report pointed out.
Combined with a rising skim milk
powder price, EU milk equivalent
price should grow as well, providing further incentives for milk production growth and compensating
for potentially higher costs of purchased feed.
Despite increasing domestic
prices, the EU remains competitive on the world market, notably
for butter and whole milk powder,
according to the report.
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FrieslandCampina,
Arabian Food
Industries Form
Venture
Giza, Egypt, and Amersfoort,
Netherlands—FrieslandCampina
and the Arabian Food Industries
Company (Domty) have signed a
joint venture agreement that will
focus on the export of cheese to
Africa and the Middle East.
FrieslandCampina and Domty
are combining their efforts in a
new company that will export and
sell affordable cheese propositions
to markets in Africa and the Middle East from Egypt.
FrieslandCampina will hold a 51
percent in the venture and Domty
will hold a 49 percent interest.
Arabian Food Industries is one
of the biggest cheese manufacturers in Egypt, with its market leader
cheese brand Domty.
Established in 1989, it now has
a total turnover of over 100 million euros, in white cheese (Feta
type), Mozzarella, cream cheese,
aside from fruit juices and bakery
products.
Through the years, Domty has
been widening its portfolio to different cheese formats and types, as
well as expanding its market reach
within Egypt and its export opera-

tions in the Middle East and the
Gulf region.
FrieslandCampina’s brands,
Frico and Kroon, have been market leaders in hard/semi-hard
cheese in several North African
countries for decades. The cooperation with Domty will allow
FrieslandCampina to enter bigger,
more affordable and faster-growing
cheese categories and better serve
consumers across their breakfast,
lunch, dinner and snacking occasions, the companies said.
“We have been seeking this
venture as a company for long. We
believe that our products can fit well
into the African market and joining forces with FrieslandCampina
will help us a lot to do so,” commented Mohamed Damaty, vice
CEO, Arabian Food Industries.
“We are very excited about the
joint venture with Domty. Combining our joint expertise, capabilities and footprint will allow us
to nourish more African families
than ever before,” said Dustin
Woodward, managing director,
FrieslandCampina Consumer
Dairy Africa.
“Over the next few years we will
bring exciting innovations that
will create new cheese propositions that are more healthy, affordable and accessible to consumers
across Africa and the Middle East,”
Woodward added.
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Flavor Remains Top
Ice Cream Purchase
Driver, But Cleaner
Labels, Less Sugar
Also Can Boost Sales
Arnhem, Netherlands—Flavor is
the single most important choice
factor and purchase driver for ice
cream shoppers, but there are other
trends in ice cream development
that help to build further competitive edge, according to Innova
Market Insignts.
These trends include low-sugar
recipes, cleaner labels, non-dairy
formulations, and ethical ingredients.
Non-dairy ice cream has been
booming in recent years, Innova
noted. Launch numbers rose at a
compound annual growth rate of
almost 30 percent over 2016-2020
and non-dairy lines now account
for 10 percent of all ice cream
introductions.
This rises to as much as onequarter of all activity in North

Mondelez Acquires
UK Performance
Nutrition Company
Grenade
Chicago—Mondelez International
recently announced an agreement
to acquire a significant majority
interest in Grenade, a UK performance nutrition pioneer in the
high-protein bar segment.
Grenade is one of the category
leaders in high-protein bars, and its
Carb Killa® has been the best-selling product in the segment since
2016, with a growing presence
in the UK and availability across

America and one-fifth of launches
in Australasia.
Low-sugar formulations are also
gaining ground, reaching penetration of 6 percent of launches last
year.
When it comes to clean label
development, shorter and simpler
ingredient lists are popular, Innova
noted.
Some brands have even flagged
the number of ingredients, or
indeed the full ingredient list, on
their packaging.
Despite these trends, flavor is
still king, Innova said. Even where
alternative positionings are used to
target specific consumer interests,
taste choices remain vital.
In fact, they can be even more
important in healthier recipes,
helping to cement an indulgent
image, according to Innova. For
example, salted caramel is one of
the biggest winners in recent flavor
development, rising to fifth in the
flavor rankings in 2020. However,
its penetration in non-dairy ice
cream is more than twice as high
as in regular dairy ice cream.
other regions, including North
America and Asia Pacific, according to Mondelez.
The first ingredient in at least
some Carb Killa bars is a protein
blend consisting of calcium caseinate, milk protein isolate and whey
protein isolate.
Grenade was founded by Alan
and Juliet Barratt in 2010 with a
mission to become the number
one brand in sports nutrition products. Over the years, Grenade has
broadened its consumer base and
launched new products including
high-protein, low-sugar bars and
has innovated into new adjacencies, including shakes, spreads and
cookies.
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Retailer Preferences
Continued from p. 5

I’ve had to reject two cheese
companies – throw them out of the
store – for having incorrect weight,
Edgar said. If I put something on
the scale that declares eight ounces
on the package and it’s under eight
ounces, that’s a problem.
If you’re moving from farmers’
markets to retail, it’s probably a
good idea to talk to someone who
knows about the stuff you legally
need to have on product labels, he
said.
“Increasingly, I’ve seen more
kind of basic mistakes with that
kind of stuff,” Edgar said.
“We have so many new people
in the food industry excited to get
their products out there, that they
sometimes jump ahead of themselves and don’t understand the
requirements,” Masoni said.
Other packaging issues, Edgar
said, are when cheese makers “junk
it up too much.” Clear, easy to read
packaging is preferable, especially
with a new brand a retailer might
not be familiar with.

“If it doesn’t deliver
on flavor, you’re not
going to get a return
sale, no matter how
great your story is.”
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the front, and have the back side
clear to see the cheese, Masoni
said.
“I feel like this might be an
old-school thing and I might have
to drop it at some point,” Edgar
added. “When I started, no one
was talking about UV light.”
 Pricing: The industry standard for retail cheese pricing has
been about a 33 to 35 percent margin, according to Edgar. We typically stay around that unless we
do sampling, in which case we’ll
round up.
Cheese makers might want to
study the category to find out what
similar items are selling for, he said.
In the end, the cheese has to
justify its price, Edgar said. This
could be through a good story, a
farming method, or taste. If I taste

it and it’s the best Cheddar I’ve
ever had, I wouldn’t expect it to be
$5.99 a pound.
The story is a very important
component when you’re getting it
to retailers and customers, but “the
story only buys you one sale,” he
continued.
“If it doesn’t deliver on flavor,
you’re not going to get a return
sale, no matter how great your
story is,” he said.
 Performance: Under Edgar’s
direction, Rainbow Grocery has 26
different cheese categories. There
may be a low fat category, and
the co-op would stock two low fat
cheeses, typically for a very specific
consumer subset.
Those cheeses won’t sell very
well, and haven’t been popular
since the 1980s, he said. However,

there are still people who want
that type of cheese and it’s important for our grocery store to stock
a few of those items.
“My standards for that category
are very different from, say, my
Cheddar category or Fresh Mozzarella category,” he said.
If a cheese isn’t selling as well as
it did previously, sometimes we’ll
do a promotion to see if we can
bump it back up, Edgar said. Sometimes, cases just lose their market.
If performance is fluctuating, I
might tell the cheese maker I had
to sell the case at half-price before
it hit its expiration date, he said.
If a cheese comes in and it’s not
in the best shape, I’ll communicate
with the cheese maker if I bought
it direct, and then we can move
forward together, he continued.

QUESTIONS?
- VISIT OUR BOOTH -

COMPLETE

AUTOMATED SOLUTIONS

Gordon Edgar, Rainbow
Grocery Cooperative
“The tendency is to put a lot
of stuff on the package because
they’ve got a lot to say, and I totally
understand that,” he said. “It’s got
to jump out at customers and not
look confusing.”
If you have a 50 year-old cheese
company or a 100 year-old cheese
company, give your label some
respect, Edgar said. Don’t look desperate and habitually update your
brand.
There’s different levels of how
people sell cheese, Edgar said.
Many start at farmers’ markets,
which is a pretty forgiving environment in a non-Covid world.
By then, you’ve usually got some
cred built up when you hit retail,
so it won’t be as hard as it is if you
try to go nationally – especially
when you introduce your cheese
without yourself there, Edgar said.
That’s where it gets tricky.
Packaging is complicated, and
people need to spend more time
on it to get it right, Masoni added.
Regarding the physicality of
packaging, Edgar said he prefers
clear packaging, but understands
the argument of protective paper
to prevent oxidative rancidity and
thinks it’s probably a smart move
in a lot of situations.
One way you can do it is to have
the label block the UV lights on
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Tetra Pak, Rockwell Automation To
Collaborate On Cheese, Powder Solutions
Lausanne, Switzerland—Tetra
Pak and Rockwell Automation
recently announced a strategic
business collaboration for cheese
and powder solutions.
The combined business expertise
will deliver data and technology
to reduce variability and improve
quality consistency, helping ensure
finished products are produced sustainably and cost effectively within
demand-driven manufacturing
environments, according to the
announcement.
The collaboration, starting with
evaporation and spray drying, has
resulted in Tetra Pak’s new Powder Plant Booster™ solution, to be
packaged with Rockwell Automation’s Model Predictive Control
(MPC) and its Pavilion8® and
PlantPAx® MPC technology.
The combination of Tetra Pak’s
food application expertise and

the leading digital technology of
Rockwell Automation will help
processors to adapt to fluctuating
demand-driven manufacturing far
more quickly and more cost effectively, the announcement stated.
Pavilion8 driven applications
have been shown by Rockwell
Automation to deliver possible
product quality variability reductions of up to 60 percent, reductions in off-spec products by up to
75 percent, improved throughputs
up to 9 percent, and reductions
in energy per unit of product up
to 9 percent, the announcement
continued. This allows processors
to fully optimize their operations,
helping them stay competitive
while meeting changing market
demands.
“The food and drink industry
now requires that producers have
a level of agility never seen before.

This means we must be ready to
offer our customers advanced processing control technology that
is both flexible and precise,” said
Fred Griemsmann, vice president,
Cheese & Powder Systems, at
Tetra Pak.
“Customers can leverage our food
application expertise, have access
to production data in real time
and adapt their process variables
to match requirements — without
any loss in quality, productivity, or
throughput,” Griemsmann continued. “This unique collaboration
with Rockwell Automation provides the foundation upon which
this capability is based.”
“Rockwell Automation is
delighted to build upon a relationship that spans 35 years and collaborate with Tetra Pak, a company
that shares our view that deeply
understanding customers and their
best opportunities for productivity creates value,” said Matthew
Fordenwalt, VP GM, Systems &
Solutions, Rockwell Automation.

“We believe shared customers
insights, coupled with technology
and domain expertise, will deliver
real value focused outcomes to the
industry.”
This business collaboration
showcases how a combination
of expertise can help customers
achieve important business-critical
goals, the announcement noted.
Tetra Pak can now offer its evaporation and spray drying customers
proven advanced process control
and model predictive control solutions that have demonstrated success all around the world.
The Powder Plant Booster
solution, with complementary
Pavilion8 software, is a process
modeling, advanced control and
optimization platform that integrates with any control system to
continuously provide real-time
insight, diagnostics, and advanced
control. It achieves this by delivering an intelligence layer on top of
basic automation systems which,
due to its build-in performance
metrics, continuously drives plants
towards addressing multiple business objectives, the announcement
explained.
For more information, visit
www.tetrapak.com.

Graphic Packaging
International
Launches PaperSeal
Slice And Wedge
Solutions For Cheese
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speeds, while preventing clumping.
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• Free Flow® can be customized to co-deliver antimycotics and
oxygen scavenger systems to assure ongoing flavor and
freshness.

For more information about Free Flow® and our complete line
of anti-caking solutions, contact us today.
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1-800-758-4080 • www.alliedblending.com
For more information, visit www.alliedblending.com
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Graphic Packaging International
is launching two innovations to
extend its PaperSeal® tray range
for new applications.
Both the new PaperSeal Slice®
and PaperSeal Wedge offer brands
and retailers a recyclable, barrierlined paperboard packaging alternative to plastic thermoformed
trays for sliced cheeses and meats,
the company said.
“Compared to traditional plastic trays, PaperSeal Slice typically
reduces plastic by 75 percent and
PaperSeal Wedge by 80 percent,”
said Ricardo De Genova, Graphic
Packaging’s SVP, global innovation
and new business.
The solutions have been
designed for the rigors of today’s
supply chain with seal integrity and
shelf life equivalent to traditional
plastic trays, the company stated.
As with the existing PaperSeal
trays, the top film and liner can be
separated from the paperboard for
ease of post-use recycling.
“Demand for sustainable fiberbased alternatives to plastic packaging is very high, and we are working
on a variety of new PaperSeal tray
innovations to assist our customers in meeting their environmental
targets,” De Genova added.
For more information, visit
www.graphicpkg.com.
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USDA Awards
Contracts To Five
Companies For 12.3
Million Pounds of
Cheddar Cheese
Washington—The US Department of Agriculture (USDA) o
Monday announced the awarding
of contracts to five companies for
a total of 12,306,600 pounds of
Cheddar cheese for delivery May
1 through Sept. 30, 2021.
The Cheddar cheese, which was
purchased under the authority of
Section 32, is being procured for
use in The Emergency Food Assistance Program (TEFAP).
USDA’s purchases include
4,271,400 pounds of yellow Cheddar chunks, 12/1-pound packages, in a price range of $2.1400
to $2.4547 per pound, and a total
price of $9,979,637.62; 1,584,000
pounds of yellow Cheddar chunks,
12/2-pound packages, in a price
range of $2.1000 to $2.4059
per pound, and a total price of
$3,655,048.86; 2,688,000 pounds
of yellow shredded Cheddar, 6/5pound bags, in a price range of
$2.0000 to $2.2500 per pound, and
a total price of $5,655,552.00; and
3,763,200 pounds of yellow shredded Cheddar, 6/2-pound bags, in a
price range of $2.1300 to $2,4765
per pound and a total price of
$8,663,598.72.
The total price of the Cheddar
purchases was $27,953,837.20.
Contracts were awarded as follows:
Dairy Farmers of America:
873,600 pounds of Cheddar cheese,
at a total price of $1,935,264.00.
Great Lakes Cheese: 3,141,000
pounds of Cheddar cheese, at a
total price of $7,435,915.27.
Masters Gallery Foods:
7,724,400 pounds of Cheddar cheese, at a total price of
$17,219,166.00.
Schreiber Foods: 529,200
pounds of Cheddar cheese, at a
total price of $1,277,091.90.
Winona Foods: 38,400 pounds
of Cheddar cheese, at a total price
of $86,400.00.
USDA in early January had
announced plans to purchase,
under the authority of Section 32,
$40 million in Cheddar and process cheese and $40 million in butter for distribution to various food
nutrition assistance programs.
These products are being purchased with the purpose of encouraging the continued domestic
consumption of these products by
diverting them from the normal
channels of trade and commerce,
according to USDA.
For more information about
selling cheese, butter, fluid milk,
yogurt, or other dairy products to
USDA, visit www.ams.usda.gov/
selling-food.
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Yili To Invest $28 Million To Double Butter
Ouput At Westland Dairy In New Zealand
Hokitika, New Zealand—Yili
Group, which acquired Westland
Dairy in 2019, has announced
plans to invest NZ$40 million
(US$28 million) to double capacity of consumer butter production
at its Westland Dairy plant on the
West Coast of New Zealand.
Westland resident director Shiqing Jian said Westland was transitioning from a supplier of mostly
bulk commodities to play a greater
role in the production of consumer
goods in an expanding global butter and spread market.
“The investment highlights the
important role Westland plays in
Yili’s ongoing plans to supply international industrial and consumer

markets,’’ Jian said. “Chinese consumers “are also continuously
looking to improve and diversify
the application of butter products in baking, cooking and desserts. In future, demand for butter
production and processing of Yili
and Yili subsidiary brands will be
considerable, and the upgraded
Westland plant will play an
important role.’’
The butter plant upgrade will
increase Westland’s consumer butter production to 42,000 tons (93
million pounds) per year, according to Richard Hickson, Westland’s chief operating officer.
Hamish Yates, Westland’s general manager of sales and market-

ing, said Westland would leverage
the West Coast’s reputation as one
of the most unique dairy catchments in the world to connect
more directly with domestic and
global consumers concerned about
the provenance of food.
“Westgold and Westland-produced butter is already sold in
more than 20 countries around
the world, including the US, Japan
and China, but a large part of what
we supply currently is bulk commodity butter,’’ Yates said.
“Given the rainfall and geographical conditions that make the
West Coast catchment so unique
for grass-fed farming systems, and
the way our farming families have
farmed the area for generations,
we knew we were sitting on something world-leading and incredibly
valuable,” Yates added.
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World Dairy Expo To
Remain In Madison,
Will Be Held Sept.
28-Oct. 2, 2021
Madison—World Dairy Expo on
Thursday announced, after thorough consideration of alternative
venues and contingency planning, World Dairy Expo 2021 will
remain in Madison, WI.
The 54th edition of the event is
scheduled for the Alliant Energy
Center in Madison, Sept. 28
through Oct. 2, 2021.
Crowds of 60,000 people, from
almost 100 countries, will return
to Madison for the event, when
what is billed as the world’s largest
dairy-focused trade show, dairy and
forage seminars, a dairy cattle show
and more will take place.
World Dairy Expo’s 2020 event
was cancelled due to the coronavirus pandemic.
“The clarity that Expo’s leaders sought from Dane county officials regarding the path forward
for responsibly and safely hosting
World Dairy Expo 2021 at the
Alliant Energy Center has come
to fruition,” commented Bill Hageman, president of the World Dairy
Expo board.
“We are grateful for the patience
and commitment to World Dairy
Expo exhibited by our stakeholders
and the dairy community throughout this process,” Hageman contin-

ued. “Expo is excited for Madison
to once again be the place where
the global dairy industry meets.”
Discussions regarding the contract extension proposed by Dane
county in early March concerning World Dairy Expo’s use of the
Alliant Energy Center, a countyowned facility, will take place over
the coming months.
“We are eager to build upon the
strong partnership between Dane
county and World Dairy Expo as
the organization moves forward
with plans for its 2021 event in
Madison,” said Joe Parisi, Dane
county executive. “The only home
World Dairy Expo has known is
Dane county, Wisconsin, and we
are ready to welcome the dairy
industry’s premier event back to
our community this fall.”
For more information about
World Dairy Expo, visit www.
worlddairyexpo.com.
Also returning this year is the
World Dairy Expo Championship
Dairy Product Contest, which is
sponsored by the Wisconsin Dairy
Products Association.
Judging for the contest will take
place Aug. 17-19 at Madison College in Madison, and the Awards
Reception and Auction will take
place on Tuesday, Sept. 28, at the
Alliant Energy Center, during
World Dairy Expo.
Contest details will be released
in the near future. For more information, visit www.wdpa.net.
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Working Group Seeks
Public Comments On
New York’s Farm And
Food System
New York—The New York State
Department of Agriculture and
Markets and Empire State Development, in partnership with New
York’s land grant university system,
are soliciting public comments
through the New York Food Supply Working Group.
The 30-day comment period,
which began on Mar. 24, is intended
to gather ideas on improving the
resiliency and self-reliance of New
York’s farm and food system and
related supply chain logistics in the
wake of the coronavirus pandemic.
Comments will be used to help
guide recommendations from the
Working Group in a report to be
issued late this year.
Pursuant to legislation passed by
the New York state legislature and
signed into law by Gov. Andrew
Cuomo, the New York Food Supply Working Group will prepare a
report on improving the resiliency
and self-reliance of the state’s farm
and food supply.
The report will consider supply chain logistics to address food
shortages, food waste and the
inability to get New York farm
goods to markets that occurred as
a result of the pandemic. The goal
of this effort and the report is to
define recommendations and make
other observations relating to New
York state’s food supply resiliency
and self-reliance.
In preparation of the report, the
following issues will be considered:
 The need to strengthen the
resiliency and self-reliance of the
state’s farm and food supply and

related supply chain logistics, to
prevent food shortages and food
waste, and to overcome hurdles
involved in getting farm products
to markets and consumers,
 The need for changes to, and
development of, new state and
federal laws, rules, policies, and
programs to address, and provide
incentives for, the goal of strengthening and improving the state food
supply in a manner that benefits
New York farms, food businesses,
workers, retailers, restaurants, food
banks, and consumers.
This open comment period is
an opportunity for stakeholders,
including individuals, organizations and businesses, to share information that may be considered in
the development of the report.
Comments are invited by all interested parties. In accordance with
the legislation, comments are specifically welcome from representatives of the food supply chain from
different regions of the state.
Comments providing specific
insights are welcome on issues
relating to farm and food resiliency including those relating to
the following: loss of markets for
farmers, processors and handlers;
farm to consumer direct marketing opportunities and challenges;
ensuring worker safety; food chain
roadblocks, limitations and disruptions; food shortages and the
implications to food insecure individuals and families and emergency food providers; changes in
consumer purchases, grocery store
demand and supply chain disruptions; disruptions to the food service industry and restaurants; and
prevention of food waste.
For more information, and to
submit a comment, visit https://
agriculture.ny.gov/new-york-foodsupply-working-group.
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Canadian Food Group, Retailer Propose
New Grocery Supply Code Of Practice
Toronto, Ontario—Food, Health
& Consumer Products of Canada
(FHCP), the voice of Canada’s
food manufacturing sector, and
Empire Company Limited, Canada’s second-largest grocery retailer,
have agreed to a proposal for a
“Grocery Supply Code of Practice
for Canada.”
The draft code aims to stabilize
relations between retailers and
suppliers by calling for fair and efficient handling of all negotiations
and commercial agreements.
FHCP, which was formed
recently through a merger of Food
& Consumer Products of Canada
(FCPC) and Consumer Health
Products Canada (CHPC), has
been advocating for a code for the
last two decades, as a result of complaints of unfair practices in the
marketplace relating to issues such
as arbitrary fees, cost increases
imposed without notice, and late
payments.
Empire Company agrees with
the FHCP that the negative ripple
effects from poor retailer-supplier
relations make their way to consumers and can impact pricing,
product choice and job opportunities in Canada. Ultimately, these
practices create very challenging
conditions for suppliers and manufacturers to thrive in Canada.
Arbitrary fees and penalties
imposed by large grocery retailers on Canadian farmers and food
and beverage processors negatively
impact Canadian consumers as
they result in lower investments
and product innovation, several
Canadian processing and farming
associations, including the Dairy
Processors Association of Canada
(DPAC), noted last August.
The groups called on the federal and provincial governments
to implement a code of practice in
Canada to check the arbitrary conduct from large grocery retailers,
review all current fees, penalties,
and after sale deductions, and to
protect Canada’s agri-food sectors.
According to a survey conducted
last September on behalf of the
DPAC, 79 percent of Canadians
feel that having a small number
of grocery chains competing (five
large chains control more than 80
percent of Canada’s grocery market, according to DPAC) results in
grocery prices being higher than
they need to be; and 87 percent
would support the Canadian government playing at least some role
in ensuring that grocery retailers
are treating food suppliers and
consumers fairly.
The proposed code will create
an environment with more certainty and transparency, where
suppliers can confidently invest
in products, facilities, manufacturing and job creation in Canada,

Empire and FHCP said. The basics
of the code are as follows:
—Require negotiated agreements in writing between retailers
and suppliers
—Ensure open negotiations
between retailers and suppliers
—Create stability to encourage retailers and suppliers to work
together to bring the best products,
innovation and value
—Require retailers to designate
a “Code Compliance Officers” to
oversee code compliance
—Introduce a government adjudication system to manage complaints of unfair practices under
the code
The code was formally submitted last week to the Federal,
Provincial and Territorial (FPT)

Working Group.
“We began working in earnest
with FHCP on this values-based
proposal in the fall of 2020. We
hope our principled proposal will
be a springboard to move our
industry forward,” said Michael
Medline, president and CEO of
Empire, which operates Sobeys,
Safeway, IGA, Foodland, Farm
Boy, FreshCo, Thrifty Foods and
Viola. “
“Retailers and suppliers are
tough and savvy and our businesses
do not always see eye to eye,”
said Michael Graydon, FHCP’s
president and CEO. “However,
we believe we can build a supply
chain on mutual trust, one that
treats businesses of all sizes fairly
and delivers for all Canadians who
count on us every day. FHCP and
Empire are proud to have translated this common vision into a set
of shared principles and a positive
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framework for the industry.”
Dairy Farmers of Canada (DFC)
welcomed with great interest the
proposed Grocery Supply Code
of Practice. If adopted, a code of
conduct of this nature would bring
greater balance to supplier-retailer
relationships, improve competition
in the grocery retail environment,
and foster greater collaboration
throughout the food supply chain,
DFC said.
In recent years, some retailers
have increased pressure on suppliers by imposing arbitrary and
unreasonably harsh fees and penalties and making unilateral changes
to supply agreements, DFC said.
If left unchecked, these practices
could hamper product innovation, reduce product variety, and
generate unnecessary costs, with a
negative impact on dairy farmers,
processors, independent grocers
and consumers alike.
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Improved Genetics Provides Opportunity In Sheep Milk
Market As Ms. J and Co. Amping Up Milk Production
Monroe, WI—Over 300 healthy
and happy-looking sheep may bear
the answer to a relatively stagnant
US sheep milk industry.
As young as days old, these
sheep are a sign of progress being
made in a goal to provide a consistent supply of sheep milk through
improved genetics.
It is the belief of partners Mariana Marques de Almeida, Shirley
Knox and Jeff Wideman, that the
US dairy product manufacturer is
ready to tackle sheep milk cheese
imports and grow a domestic market in the US.
The three partners formed Ms. J
and Co. in 2015 to establish, from
a European breed, the availability
and an improved supply in quality,
yield and quantity of sheep milk
here in the US.
The US in recent years has
imported between 60 million and 73
million pounds of sheep milk cheese
every year, with a value exceeding
$200 million annually, while only
around 3.3 million pounds a year
are produced domestically, according to figures from USDA’s Foreign
Agricultural Service.
Leading sources of sheep milk
cheese imports include Italy, Spain,
Greece, France and Bulgaria.
“There is huge opportunity
here in the US to displace some of
the imports of sheep milk cheese,”
Marques de Almeida said. “All we
needed was a consistent supply of
milk. And we have that now.”
Currently Ms. J and Co. is milking 230 sheep that produce about
1,100 pounds of milk a day. By
July, the company will be milking
400 sheep with production nearing
2,500 pounds of milk per day.
With production increasing,
Marques de Almeida says the company will have enough animals to

sell to other farmers in the US who
can then supply sheep milk to local
cheese makers.
“We are expanding genetics to
other farms, we are selling more
animals, we are producing more
milk,” Marques de Almeida said.
“We are growing this market.”
She said the company is way
ahead of where they thought they
would be on genetics.
“We are seeing more milk production than what we thought
we’d see at this stage of the game,”
Marques de Almeida said.
The breed of sheep is the Assaf
breed and, according to Marques
de Almeida, it has already shown
an increased production and yield.
“It’s exceeded our theory at this
point. We have one ewe milking 11 pounds a day,” Marques de
Almeida said. “We have a few of
them milking at 10 pounds a day.
We didn’t think we’d be here at
this time.”
On the average, a normal sheep
may produce four pounds of milk a
day, she said. The sheep milk yield
is around 17 pounds of cheese,
because sheep milk has twice the
protein and fat as cow’s milk.
“If we can reach 600 animals
milking, with the Assaf genetics,
we will be producing around 4,000
pounds of milk a day. It’s a game
changer,” Marques de Almeida
said. “It’s an opportunity for the
industry. Every three days, we can
produce 12,000 pounds of fresh,
consistent supply of sheep milk.
That’s the volume someone can
run with.”
Impetus Of Ms. J & Company
Well known throughout the world
for her role as senior animal scientist, agricultural engineer and an
expert in sheep genetics, Marques
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de Almeida and Wideman met
while judging the Cincho Cheese
Contest in Spain.
Wideman later invited Marques
de Almeida to judge sheep milk
cheese at the Wisconsin Cheese
Makers Association’s World
Championship Cheese Contest in
Madison, where she met Knox.
“We talked
extensively and
I explained the
import numbers, the types
of cheese and
both Jeff and Shirley kind of sat
up in their chair and wanted to
know more,” Marques de Almeida
said. “They didn’t believe those
numbers. One truck of sheep milk
cheese is imported every day.”
Marques de Almeida said the
market is open and there is huge
potential.
We inundated Mariana with
questions about the feasibility of
making sheep milk cheese; styles,
breeds and all sorts of things, Knox
recalled.
“We were blown away about
the possibilities,” Knox said.
“We looked at the amount being
imported. We said, let’s just try and
take a good bite out of that. Let’s
claim that market.”
As cheese makers and cheese
marketers, we spotted a need for
sheep milk cheese here in the US
and thought we could make it ourselves, Wideman said.
“There is a market out there. We
know it,” Wideman said.
Unlike cow and goat milk, the
USDA doesn’t view sheep milk as
a commodity and therefore statistics on herd size or sheep milk production are not available.
“We were intending on making cheese but found out there
just wasn’t enough sheep milk in
the US for us to even consider it,”
Knox said.
“We were disappointed in the
availability of fresh milk, but once
we started talking about it, we
never did lose that initial interest in it. We kept asking the same
question,” Wideman said. “If there
isn’t enough milk to make cheese,
how do we make more milk?”
So while the plan to make sheep
milk cheese ended that day, their
focus turned to growing the sheep
milk market.

Portugal to take part in the project
and spark sheep milk production.
She said her vision was not only
to grow a milk supply, but also to
produce animals and to work with
the entire American sheep dairy
industry and to make a difference
in the lives of those involved.
“It’s not about us,” Shirley Knox
agreed. “At this time we do not
plan on making sheep milk cheese.
Our goal is to support the cheesemakers and the sheep milk industry
whereever we
can.”
Sheep Milk
Market
Ms. J and Co.
currently operates in fresh milk
shipments, though they are looking into freezing some milk for long
haul customers.
Their customers are people who
want to start trying to make sheep
milk cheese; cow’s milk customers looking at making mixed milk
cheese; and/or established companies needing more sheep milk or
fresh milk in the winter months.
“We’re trying to grow together,”
Marques de Almeida said. “I don’t
think it will come down to the day
where we don’t have a market, I
think it’s going to be a market that
needs more milk.”
In touring the facility, you really
can appreciate the effort and belief
these three partners have in reaching their goal of supplying the
industry.
Marques de Almeida handles
all the genetics and inseminations
while Carissa Brooks is the operation’s farm manager. Brooks has a
degree in dairy science from the
University of Wisconsin.
“She’s incredible,” Marques de
Almeida said of Brooks. “She does
amazing work in controlling milk
quality and flock health. Carissa
and the rest of the team are part of
this success story.”
“We haven’t put this much
money into this facility, and the
incredible people, with doubt,”
Wideman said. “We need to show
the industry our success so the
dairy manufacturer, as well as the
marketer, has confidence in quality
and supply. Our success is support.”
The people purchasing their
milk are now working on markets,
Marques de Almeida mentioned.
I believe they’ll find good, strong
markets. They are starting to share
our belief.
“We work with a several artisan
plants but because of the milk we’ll
have, we’ll need to start working
with some plants that are bigger,
in addition to growing the number of artisan plants,” Marques de
Almeida said. “We need a more
stable distribution and bigger players because we’ll be producing
much more milk.”
“We have a few clients asking
us to go Grade A to make yogurt,”

Change in Plans
Being cow milk cheese makers,
Wideman and Knox just couldn’t
understand why there wasn’t
enough of a sheep milkshed, why
there wasn’t a concentration of
sheep milk like there is for cow.
You can’t grow a cheese market until you have enough milk to
make it, Wideman said.
They convinced Marques de
Almeida to come to the US from • See Sheep Milk, p. 23
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Sheep Milk
Continued from p. 22

Marques de Almeida said. “We
are Grade B right now, but for us
Grade A is just paperwork, because
our milk is so great in quality and
is superclean. That’s going to open
up a few more markets.”
We haven’t pigeon-holed ourselves that this is just going to go
into cheese, Knox said. Yogurt
and dried powder markets are new
ideas that have come to mind. I
think there is a lot out there. It just
takes time. Imagine the purity of
sheep milk powder. But for powder
it takes volume.

“we will be producing
around 4,000 pounds of
milk a day. It’s a game
changer. Every three
days, we can produce
12,000 pounds of
fresh, consistent supply
of sheep milk. That’s
the volume someone
can run with.”
—Mariana Marques de
Almeida
“The opportunity is here. Everything you can do with cow milk
can be done with sheep milk,”
Knox said. “There are companies
who just may not have thought
of them yet. It’s another specialty
item that commands more money.”
Assaf Breed & Genetics
Seeing the lack of sheep milk, the
obvious first step for the three partners was to grow the flock here in
the US.
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What they discovered was milking American sheep was low in
production and quality and high
in costs.
That’s when they started to
learn more about the Assaf breed.
Assaf is an established sheep milk
cross breed of Awassi and Fresian
sheep that originated in Israel.
The purebred breed was
exported to Spain, where Marques
de Almeida learned of the animal.
In Spain, the Assaf Spanish
Breeders Association implemented
a genetic improvement program as
the breed grew. According to the
association, this improvement program not only increased the quality
of the milk, but also the quantity of
milk, making the Assaf breed the
best producing sheep breed in the
world.
One of the stated goals of Ms.
J and Co. is to provide the sheep
milk industry a source for genetic
material such as semen from pure
Assaf breed sheep. The company is
also planning to provide counseling on the establishment of genetic
improvement programs.
Marques de Almeida said the
company is working with all the
big sheep milk cheese plants.
“We have been inseminating
and supplying the semen to all
the major cheese producers rather
than trying to ship milk,” she said.
“They demand a fresh supply, their
sheep milk farmers are using our
Assaf genetics.”
She said the Assaf breed produces two to three times more milk
while keeping the same components.
“It’s not more about the sheep
milk that makes it great, it’s the
sheep that make great sheep milk,
she said.”
Marques de Almeida described
that years ago, sheep milk cheese
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Carissa Brooks, Mariana Marques de Almeida, Jeff Wideman, Shirley Knox and over 300 Assaf
sheep of Ms. J and Co. are helping revitalize the stagnant US sheep milk dairy industry by
boosting sheep milk production and improving genetics.

manufacturers in the US needed to
search for enough milk for production requirements.
Mixing fresh milk with frozen
might provide some consistency
problems to the taste, she said.
“If you can have a pool of fresh
milk to work with, a consistent
pool of fresh milk all the time,
it makes a much better product
that is fresh and consistent and
you don’t have the barny odors,”
Marques de Almeida said.
Today, Ms. J and Co. is the official representative for Assaf Spain
in North America.
“If you were to ask me does
this make better cheese, I’d have
to believe it does, she said. “The
most important thing in making
great tasting sheep milk cheese is a
stable source of fresh sheep milk.”
The reason sheep milk cheese in
the US hasn’t taken off already is
there is no volume of milk.
“A farmer is not going to make
it on four pounds a day on average
of sheep milk. A plant can’t grow

For more information, visit www.dairyconnection.com

on limited supply,” Wideman said.
“You have to have that production.
You have to have that volume.”
Ideally, if we could start someone now and build a market, the
market growth will coincide with
the production growth, he said.
While the plans called for them
to be making sheep milk cheese
by now, for the partners, the plans
have changed and they are happy.
Whether it’s selling milk, creating and improving sheep milk
farms throughout North America
and the livelihood of the families
that operate those farms, or growing a domestic sheep milk cheese
market, it’s a legacy they will
always have and one to be proud.
“This is very rewarding,”
Marques de Almeida said. “Every
day I am happy to come to work.
“I believe we could make it here.
What really made me come over
was that I knew we could make a
difference in this world.”
For more information, visit
www.msjandco.com.
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director of marketing. They also
like convenience – the easier and
faster, the better.
Cabot Creamery Cooperative,
Waitsfield, VT, launched its line
of cold pack spreadable cheese
roughly 12 years ago. Flavors
include Port Wine, Horseradish
and Extra Sharp Cheddar.
Cold pack accounts for a small
slice of the company’s total cheese
production – roughly 80,000
pounds annually for nationwide
retail distribution.
“When it comes to customer
recognition, cold pack comes off as
a bit more natural than your average processed cheese,” said Craig
Gile, Northwest regional sales
manager for Cabot.
The idea to launch a cold pack
line began at the supermarket deli
counter, searching for new sales
opportunities and the missing hole
was cheese spread.
“There weren’t a lot of cheese
spreads at the time,” Gile said.
“We were thinking about doing
it in-house, but then came across
Phil and Mary – probably some
of the best people in the industry
when it comes to doing cold pack,”
Gile continued.
It allowed us to take our cheese
– which is a distinctively sharp
Vermont Cheddar – and have it
converted into cheese spread, Gile
said.
If you’re making something like
a cheese sauce, a lot of the flavors
coming from the cheese aren’t necessarily going to pass over on that
style of cheese as much, Gile said.
“With cold pack, the style of
and flavor of the cheese really matters,” he said. “The cheese you pick
really comes through, as opposed to
other kinds of processed cheese.”
Gile, who recently relocated to
the West Coast, said the cold pack

Cold Pack Cheese
(Continued from p. 1)

Decatur was making Lacy Swiss
for a client, and the idea came up
one evening for mixing Colby and
Swiss for a cold pack spread.
“At first, I thought it was a dumb
idea, but then I did it and it stood
out,” Stettler said. “It turned out to
be a really good product.”
The spread ended up being such
a hit that Stettler added Swiss to
the line, with plans for a third flavor in the future.

“With cold pack,
the style of and flavor
of the cheese really
matters. The cheese
you pick really comes
through...”
Craig Gile, Cabot Creamery
“That will be enough. The sales
and response has been really good,
so it’s a product that we’ll carry and
hopefully take it to retail,” he said.
“When it first came out, we
ended up selling 1,500 cups in
a month-and-a-half just at our
store,” he continued. “I doubled
up our production. We sell it every
day.”
There are also several big
national brands investigating the
possibility of a spreadable cheese
line, Lindemann said.
I’m going to call them inclusions
– they take their product and shred
it or chop it and put it into a mayonnaise base, similar to a pimento
cheese spread, he said.
An inclusion provides some texture, giving people something to
bite into, said Mary Lindemann,
Pine River brand ambassador and

trend is more noticeable out East,
particularly over the last few years.
In the Midwest, it’s everywhere.
“It seemed like all the grocery
chains carried cold pack under private label brands,” he said. “Once
you hit private label, it’s turned
into a pretty big product form.”
For Cabot as an aged cheese
manufacturer, funneling product
that’s pretty aggressively flavored
into cold pack is one more outlet
for innovation, he said.
Speaking of aggressive flavor,
customers love Pine River’s Ghost
Pepper Spread, even though it’s so
hot you can hardly eat it, Stettler
said. People exclaim when they
taste it, but they can’t put it down.
That sweet heat is how Henning’s Wisconsin Cheese, Kiel,
first entered the cold pack market.
Initially, we had customers ask
about the possibility of adding
hatch peppers to cold pack, said
Kert Henning, Henning’s Cheese.
“We took some of our Hatch
Pepper over to Pine River, and
they made a blend for us,” Henning said. “They nailed it the first
time; it was spot-on and we were
very, very pleased.”
Since then, it’s grown tremendously for us, he said. We’re selling
at the retail store, and a few stores
across Wisconsin.
“We don’t do much in the cold
pack areas of the store, because it
would be a single item on the shelf;
a single item would probably get
lost, which is why we never really
pursued it very hard in Wisconsin,”
Henning said.
“As you get outside of Wisconsin and stores have cheese cases, it
was just a perfect fit to have that
product in there,” Henning continued.
Henning’s carries a supply of
hatch peppers throughout the
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year. The spread was initially one
of those cheeses available in the
fall, but its popularity has pushed
it to be all year long, Henning said.
Cheese maker Kerry Henning
manufactures a mild to medium
hatch pepper cheese, he said. “From
a customer perspective, you’ve got
these two dynamics going on – from
a very mild to medium, and up to a
sharp Cheddar, which creates some
excitement for the customer.”
How To Launch A Cold Pack Line
The successful creation of a new
cold pack product comes down to
taste and technique, Mary Lindemann said.
“We always start out tasting
the cheese,” Phil Lindemann said.
“Before we partnered with Cabot,
I told Mary two days before Cabot
called that ‘boy, that Cabot would
make good cheese spread.’ We’ve
been making Cabot spread for
years now.”
A Master Cheesemaker will give
Phil some of their cheese and say
“We want it to taste like this, but
spreadable,” Mary Lindemann said.
There’s so many variables that
make cheese optimal for cold pack,
Phil Lindemann said. It’s not only
the flavor, but the break-down –
does it turn into sand or rubber
when you start cutting it up into a
homogenous mass?
The flavor also has to mesh with
the other ingredients we add, he
continued. The base flavor should
improve with what we add to it.
“The big thing is, how can we
make it taste close to what the
manufacturer is making, and still
be able to run it through our process,” he said.
The style of base is likewise critical. Cold pack utilizes cheeses like
Cheddar, Colby or Swiss.
“We won’t compromise the situation in our plant by bringing in
live mold,” Phil Lindemann said.
“With a cold pack facility, everything needs to be clean. You can’t
have active elements.”
The philosophy behind quality
cold pack is if the cheese – the star
ingredient – isn’t good, the end
product won’t be good, Phil Lindemann stressed.
“We don’t cook the cheese or
do anything to it but cut it up and
blend it cold,” he said. “We don’t
take under-grade cheese and make
award-winning cheese.”
“We’ve had plenty of opportunities to make cheese spread with
stuff that wasn’t up to par, and
don’t do it because we know it’s not
going to taste good,” he continued.
“We’re not going to compromise
our standards.”
You’ve got to use top-of-the-line
cheese, Lindemann said, but not
everyone agrees with that. Some
add extra flavors, but we don’t do
that. We want the cheese we make
it out of to come through in the
end.
•See Cold Pack Cheese, p. 25
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(Continued from p. 24)

At Renard’s Cheese in Algoma,
WI, Chris Renard is the third generation of the Renard family who
have been making cheese spread
and cold pack cheese.
Renard’s is known for a variety
of artisan-level cheese varieties, as
well as unique cuts and styles.
“We offer many varieties under
our label in Cream cheese-based
spreads and Cheddar-based cold
pack,” Chris Renard said. “Our
number-one seller in spreads is
Cream Cheese & Chives, handsdown. It’s been the most popular
one for over 25 years”
The company offers the spreads
and cold pack to the wholesale
industry and retail operations in
8-ounce and 16-ounce packaging.
“We blend together any number of ingredients with the Cream
cheese-based spread,” he said.
Renard’s also offers many flavors
of cold pack, from Port Wine to
Swiss Almond.
“It extends the offerings that we
currently have, and gives us bigger presence in the retail market,”
Renard said. “It’s been a successful
way to create brand awareness for
our entire line of cheese.”
Big Flavor, Small Size, Good Price
Kert Henning recalled several
accounts asking for “that spread,”
because they didn’t want to take
the chunk cheese, which we didn’t
have in an exact-weight package
yet.
“This gave them some hatch
cheese to carry without taking a
wheel of cheese in to cut and wrap
at the store level,” he said.
“This next year that’s coming
up, we’re going to be offering the
Hatch Cheddar in a smaller prepackage for these stores, so they
can carry that plus this spread at
the same time,” Henning said.
I never wanted Hatch Pepper to
be a commodity item, he continued. I wanted people to yearn for
it during a certain time of the year,
kind of like a McDonald’s Shamrock Shake.
“But the call for it has just continued to grow. We’re rethinking if
that’s the best way to go, or do we
limit it coming out so there’s more
anticipation,” Henning said.
The concept of “hibernation” is
great from a marketing perspective,
he added. We could bring a product back, or not bring a product
back. Instead of calling a product
non-existent or out of production,
it could simply be “in hibernation.”
“You can always take time to
bring it back, without committing
one way or another,” Henning said.
Hatch Spread has been around
for roughly 10 years, but year-round
requests began about four years ago,
he said. One never knows which of
these flavor profiles we come up
with might lead to another line
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of spreads that people might find
extremely interesting.
Hatch Spread sales have grown
every single year Henning’s has
offered it, and Zoom meetings of
late have expressed interest in the
spreads which we’ve never shown
or offered anyone before, he continued.

Cold Pack “extends
the offerings that we
currently have, and
gives us bigger presence
in the retail market.
It’s been a successful
way to create brand
awareness for our
entire line of cheese.”
Chris Renard,
Renard’s Cheese

Cold pack cheese packaging
also seems to be more pandemicfriendly. Henning said that many
of his customers don’t have the
help to accommodate large blocks
of cheese, and we may have help,
but “I don’t want our help cutting
and wrapping cheese anymore.”
A new packaging machine for
Henning’s helped garner sales in
exact-weight and random-weight
lines the company would never
have been able to fulfill under the
old system, Henning added.
Our sizes are now perfect for
someone gathering three or four
items at the store for a small, family gathering, he continued.
Historically, cold pack has been
marketed towards highly-educated
Boomers in the upper income
bracket, said Cabot public relations manager Bob Schiers. Now,

we’re skewing a bit more towards
Millennials.
The evolving market is seeing
more spreads than ever, and a lot
of them are private label products,
said Joe Widmer, owner of Widmer’s Cheese Cellars, Theresa, WI.
One of Widmer’s first introductions to cold pack was 20 years
ago at the International Dairy
Deli Bakery Association (IDDBA)
Expo in Minneapolis.
“I walked the aisles in amazement at all the great cheeses out
there, and came across a guy that
was sampling cold pack cheese
spreads I thought were outstanding,” Widmer said.
“So I asked this guy – who
happened to be Phil Lindemann
– if anyone out there has a Brick
cheese spread,” he said.
Lindemann recalled his father
making a Brick spread per request
years ago, and asked Widmer if
he’d like to give it a try.
“A week or two later, I sent him
some aged Brick to experiment
with and he made some mock
samples for us,” Widmer said. “We
found making it with just Brick
and not blending it with another
cheese made a very stinky spread.”
“So Phil – being the master
cheese blender that he is – mixed
aged Brick with aged Cheddar.
The combination was an excellent
spread, smoothed out by the Cheddar, but allowing the palate to get
a good hint of the washed rind flavor,” he continued.
The first batch of 35 cases, each
containing 12 8-ounce containers,
launched in January 2002. The
spread was initially available at
Widmer’s on-site retail store, with
the company sending out samples
through its distribution network.
The product was so wellreceived, a second batch of 83 cases
was made one month later. Today,
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enough Widmer’s Brick Cold Pack
Cheese Food is typically made to
fill between 1,800 to 2,000 cases
at a time. The company has also
recently added Green Olive Brick
and Jalapeno Brick to its spreadable cheese line.
The 8-ounce retail cups are
sold in select specialty and grocery
stores through various distributors
throughout the US.
Widmer’s also started producing
cold pack for higher-end food service, with two 10-pound containers per case.
This went along very well until
the pandemic put restaurant sales
in a tailspin – especially the white
tablecloth ones that probably don’t
see much takeout in Styrofoam
containers, Widmer said.
“One very high-end restaurant
group in Florida with eight restaurants started serving their bread
with our spread in all eight locations,” he said.
They were buying a pallet of
58 cases at a time, but had to stop
when the pandemic hit, he continued.
Trends in the cold pack category mimic trends for most cheese
products: more flavors, individual
sizes for convenience and a smaller
price tag, according to Widmer.
The trends for all cheese including spread is flavored cheese and in
smaller sizes for convenience sake
as well as a smaller price tag.
However, the overall success of
a particular spread comes down
to quality cheese and practiced
blending.
“We make a world-class Brick
cheese at Widmer’s – which is a
big part of the spread – but credit
for the great combination of ingredient blending to achieve perfect
flavor and texture should go to the
wizard of cheese spreads: Phil Lindemann,” he continued.
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line for use in cheese conversion. Recommended for use in
shredded and crumbled cheeses, these can be blended to
deliver a custom solution to address BE labeling and provide
consistent flow, low dusting, and superior mold inhibition.

agropur.com/us | customsolutions@agropur.com
2340 Enterprise Ave, La Crosse, WI 54603 • (800) 359-2345

Superior ingredients.
Innovative solutions.

©2021 Agropur MSI LLC

For more information, visit www.agropuringredients.com
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Master Program

PERSONNEL

Continued from p. 14

Harris is proud to be part of an
elite group of cheese makers.
“It’s about honoring peers and
trying to stand with an elite group,”
Harris said of the program. “I’ve
enjoyed the fact that the program
challenged me and made me think
about why I do things. It made my
base stronger.”
Brian Jackson, Nasonville Dairy
Brian Jackson is one of the more
experienced Wisconsin Master
Cheesemakers with about 42 years
of experience and a total of eight
Master cheese certifications.
Already certified in Cheddar,
Colby, Monterrey Jack, Gouda,
Muenster and Brick, this year he
adds Feta and Asiago to the list.
“I picked Asiago because it’s
probably my second-favorite
cheese; Cheddar is my favorite. I
picked Feta because I’m currently
making a lot of it,” Jackson said.
Growing up in Greenwood, WI,
there weren’t many options for
employment, so he ended up at the
local cheese plant.
“I was washing hoops, boxing
cheese by hand, hooping cheese
by hand, flipping cheese; anything
manual, that’s what I did,” he said.
In 1985, he earned his license
and started to appreciate the craft
of cheesemaking.
Looking ahead, Jackson said he
has already applied to the program
to earn what he hopes will be his
ninth and tenth certifications.
He said he has applied for certifications in Cheese Curd and
Queso.

Kelley Supply is introducing
DEREK SKOGEN as its new
product manager supporting barrier packaging. Skogen comes
to Kelley Supply from Placon,
where he served as senior product manager responsible for all
corporate marketing, branding
and product line management of
the company’s injection molded
products. Skogen brings 10 years
of CPG marketing and product
line management experience to
his new position, having worked
with global brands from both the
manufacturing and distribution
sides of the business.
REBECCA HOHLSTEIN is the
new cheese outreach specialist for
the Center for Dairy Research
(CDR). Hohlstein joins CDR
with 35 years of dairy industry
experience, including technical
support, training, product development, and troubleshooting. In
her previous employment with
industry culture houses, she has
collaborated with CDR on many
projects including starter culture
performance, enzyme functionality, and industry problem-solving.
In her new role, Hohlstein will
focus on industry troubleshooting and trials, short courses
and outreach. BEN ULLERUP
MATHERS has joined CDR as a
research cheese maker. His interest in fermentation and food production led him to a three-month
position at Uplands Cheese, doing
affinage for Rush Creek Reserve
in 2019. Mathers worked for the

High Pressure
Homogenizers
Lab • Dairy • Food/Beverage
FBF's 3A/UL Certified
Homogenizers are
available with capacities
from 6 to 16,000 gph,
with homogenizing
pressures up to
26,000 PSI
depending on capacities and models.
FBF North America is a
worldwide leader high pressure
homogenizers and positive
displacement piston pumps.

Our customer commitment is
supported by the wear resistance
of our components, and an
effective service program.

winter at Cedar Grove Cheese
before returning to Uplands for
the 2020 cheesemaking season.
There, he became involved in all
parts of the cheesemaking process and earned his cheesemaking
license. PAT POLOWSKY has
been named training facilitator,
working with CDR staff in creating learning materials for the
dairy industry. A food scientist
and product developer by trade,
Polowsky has extensive experience creating technical teaching
tools and communicating scientific information to a variety of
audiences. ARAVIND CHANDRASEKARAN is CDR’s new
research specialist with previous
experience working in highly-regulated testing environments.
TASIA MALAKASIS, president
and CEO of Fromagerie Belle
Chevre in Elkmont, AL, since
2007, announced plans to retire.
Malakasis will continue to offer
inspirational speaking engagements, cooking demonstrations
and cheese seminars.
The American Frozen Food
Institute (AFFI) has added
ELISSA MCLERRAN GILLIAM
as its new senior director of public policy. Gilliam most recently
served as legislative director for
Rep. James Comer (R-KY). Before
that, she served as public policy
communications manager at the
Food Marketing Institute. A nineyear veteran of AFFI, ADRIENNE SEILING was promoted
to senior vice president of strategic communications. BRIAN
PETERITAS was promoted to
senior director of marketing and
communications. Peteritas most
recently served as director of marketing and communications.

DOUG LEMAN announced his
retirement as executive director of Indiana Dairy Producers
(IDP) after 10 years of leadership
service. STEVE OBERT, owner
and partner in Obert Farms and
Obert Legacy Dairy, will succeed
Leman, effective May 1. Obert
previously worked in the ag lending sector before returning in
1987 to the Fort Branch family
farm. Since then, he has served on
a number of dairy boards, including IDP president from 2014 to
2017. Leman will remain with
IDP during the transition period
ending July 1.
SpartanNash has appointed
JASON MONACO as executive
vice president and chief financial officer, succeeding MARK
SHAMBER, who will remain
with the company through April
to assist with the transition.
Monaco comes to SpartanNash
from Cornerstone Chemical
Company. He also served as chief
financial officer of Borden Dairy
and held increasing executive
leadership positions with Kimberly-Clark. TODD RIKSEN has
been promoted to vice president,
corporate controller, succeeding
TAMMY HURLEY, who will
retire April 23 after 20 years with
the company. Riksen joined the
SpartanNash in 2018 as director,
financial reporting and corporate
accounting.

CORRECTION
In last week’s issue of Cheese
Reporter, it was incorrectly stated
that Jed Davis of Cabot Creamery Cooperative joined Herbein +
Company, Inc. Rather, Jed Davis
of Pennsylvania joined Herbein.
We apologize for the error.

Why run your
own warehouse?
warehouse?
Focus on what you do best and let WOW Contract Operations:
Recruit and manage
� distribution
center staff
Increase efficiency with
� expert
engineering and a

�
�

cutting-edge Warehouse
Management System
Manage capital expenditures
such as racking and lift
equipment
Establish KPIs to
monitor performance
800-236-3565

www.fbfnorthamerica.com
262-361-4080 • info@fbfnorthamerica.com
formerly marketed under GD Process Design

For more information, visit www.fbfnorthamerica.com

wowlogistics.com

Let the leaders in logistics
manage your distribution operation.
For more information, visit www.wowlogistics.com
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FDA Extends Deadline To Submit Unique Wisconsin-Based
Food Facility Identifier To Dec. 31, 2022 Dairy Pricing
After hearing concerns from Association Marks
Silver Spring, MD—Domestic
and foreign facilities that manu- stakeholders about obtaining a 10th Anniversary
facture, process, pack, or hold food DUNS number in a timely manfor human or animal consumption
in the US are required to register with the US Food and Drug
Administration (FDA), and must
renew their registration every two
years.
The latest biennial registration
renewal period ended on Dec. 31,
2020. However, FDA had previously allowed facilities more time
to obtain and submit a unique
facility identifier (UFI) with their
registration submission, a requirement that began during the 2020
biennial registration renewal
period.
Now, FDA is further extending
the time period to obtain and submit a UFI until Dec. 31, 2022.
The requirement to include a
UFI began during this past biennial registration renewal period
and was introduced in accordance
with the 2016 rule implementing
the food facility registration provisions in the Federal Food, Drug
& Cosmetic Act. The requirement
applies to both new facilities registering for the first time, and those
submitting a registration renewal.
The UFI will be used by FDA
to verify that the facility-specific
address associated with the UFI is
the same address associated with
the facility’s registration.
At this time, FDA said it recognizes the DUNS number as an
acceptable UFI for food facility
registration. The DUNS number
is assigned and managed by Dun &
Bradstreet (D&B).
DUNS numbers can be obtained
or confirmed by visiting D&B’s
website at www.dnb.com/dunsnumber.html.

ner, FDA released guidance on
December 1, 2020 with information on what facilities should do
if they were unable to obtain a
DUNS number prior to the end
of the renewal period ending on
December 31.
The guidance explained that
FDA intended to allow registrants
to enter “PENDING” in the UFI
field of their registration if they did
not anticipate they could obtain
a DUNS number in time. The
agency also explained that failure
to update the registration with a
valid DUNS number within 90
days would result in cancellation
of the registration for failure to
renew.
FDA said it understands that
for some, a DUNS number has
remained difficult to obtain. The
agency now intends to allow registrants additional time — until the
end of the next registration cycle
on Dec. 31, 2022 — to submit a
DUNS number as part of the UFI
requirement.
This will help to avoid unnecessary cancellations of registrations
due to any difficulties registrants
may have with obtaining a valid
DUNS number; and allow FDA
to maintain the integrity of its
food facility inventory, the agency
explained. During this time, FDA
intends to continue to allow registrants to enter “PENDING” in
the UFI field of their registration
if they have not obtained a DUNS
number.
FDA also does not intend to
cancel any registrations for facilities with UFIs that cannot be verified at this time.

A year ago, as the coronavirus
pandemic hit and many dairy farmers were forced to dump milk, DPA
stepped in to support the plunging
Cheddar cheese market as it hit a
price of $1.00 per pound on the
CME cash market.
Five semi-loads of 40-pound
Cheddar blocks totaling 205,585
pounds and valued at $238,867
were purchased by DPA in April
2020 and donated to CCUSA,
Ruby’s Pantry in North Branch,
MN, and Operation Food Search
in St. Louis, MO, for distribution
in their extensive food pantry networks across the US.
“It is truly amazing what we
have been able to accomplish in
the past decade as a group of less
than 400 dairy farmers from 13
states. Just imagine the impact that
would be possible if money already
collected from the 30,000-plus US
dairy farmers for industry programs
could be refocused in this way to
ask a price for their production,”
said Tom Olson, a Wisconsin dairy
farmer and DPA president.
Through March 2021, DPA has
cumulatively removed from the
marketplace and donated the raw
milk equivalent of almost 10.5 million pounds. For more information
on Dairy Pricing Association, visit
www.dairypricing.org.

Taylor, WI—Dairy Pricing Association (DPA), a grassroots dairy
farmer organization which utilizes
producer assessments to purchase
excess dairy products from the
marketplace and donate them to
humanitarian causes that do not
displace existing sales, is celebrating its 10th anniversary this year.
To mark the milestone, DPA is
donating 125,937 pounds of nonfat dry milk to help ease hunger
around the world while trying
to create upward pressure on the
Class IV milk market.
DPA, funded by voluntary dairy
farmer milk paycheck deductions,
purchased two semi-truckloads of
milk powder in January for repackaging and distribution by Christian
Aid Ministries based in Berlin,
OH, for its programs in Haiti,
Nicaragua, and Liberia, and one
semi-truckload in March for Catholic Charities (CCUSA), based
in Alexandria, VA, and HEART,
in Shakopee, MN. The value of
these powder donations totaled
$147,478, DPA noted.

PROUD SUPPORTERS

LEARN WHAT SETS US APART at

PEOPLE
PROGRAMS
PRODUCTS
SERVICES

Kelley
Advantage

Supporting our customers with unparalleled technical
support and best-in-class products to maximize your
performance, productivity and profitability.
PEOPLE!

Team of technical problem solvers
Years of experience in the food industry
Key categories led by product managers

PROGRAMS!

One-stop for primary supplies and services
Customized solutions for your unique needs
Inventory Management

PRODUCTS!

Diverse product portfolio
Sourced domestically
Drive innovation & technology

SERVICES!

Kelley Supply fleet with regional delivery
Equipment installation and service
Quality documentation management
Technical assistance and application experts on staff

Call Now: 1-800-782-8573
www.KelleySupply.com
For more information, visit www.epiplastics.com

For more information, visit www.kelleysupply.com
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We look at cheese differently.

SUPPLIER NEWS

www.cheesereporter.com/events.htm

Entry Deadline For Wisconsin State Fair
Dairy Products Competition Is June 4
West Allis, WI—The deadline to
enter products in the 2021 Wisconsin State Fair’s dairy products
competition is Friday, June 4.
The contest includes 30 cheese
classes, two butter classes, five
yogurt classes, three sour cream
classes, two fluid milk categories,
and two custard classes. Cheese
judging will take place on Thursday, June 24, and butter, yogurt,
sour cream, fluid milk and custard
will be judged the following day.
First place awards will be presented on Wednesday, Aug. 11,
during the Blue Ribbon Dairy
Products Auction at the Wisconsin State Fair.
Cheese made by a Wisconsin
licensed cheese maker in a Wisconsin licensed dairy manufacturing facility is eligible to compete in
the Wisconsin State Fair’s cheese
competition. In each cheese contest class, a manufacturer may submit an entry as an individual, team
or manufacturer’s name. Up to
three entries of each unique variety produced at each manufacturing site may be entered per class.
Any butter made in Wisconsin by a licensed butter maker in
a Wisconsin licensed dairy manufacturing facility is eligible to
compete in the butter contest.
Companies are allowed one entry
per variety (salted or unsalted), or
a total of two entries in the contest. Questions on class eligibility
for the cheese and butter contests

should be directed to Mike Pederson, contest chief judge, at michael.
pederson@wisconsin.gov.
Any yogurt or sour cream made
in a Wisconsin licensed dairy
manufacturing facility is eligible
to compete in the yogurt and sour
cream contests. Each yogurt and
sour cream entry must weigh at
least two pounds.
Open yogurt entries must meet
the standards as defined in the US
standards of identity, while high
protein yogurt must be concentrated by straining membrane filtration or protein fortification to
achieve a product with approximately twice the protein level of
standard yogurt.
Any fluid milk bottled in a Wisconsin licensed dairy manufacturing facility is eligible to compete in
the fluid milk contest. Companies
are allowed a total of four entries
per class; each entry submitted
for judging must include two onequart containers of fluid milk.
Any custard made in a Wisconsin licensed manufacturing facility
is eligible to compete in the custard contest. Each entry submitted
for judging must include two onepint containers of custard.
Questions on class eligibility for
yogurt, sour cream, fluid milk or
custard should be directed to Marianne Smukowski, contest chief
judge, at msmuk@cdr.wisc.edu.
For online entry information,
visit www.wistatefair.com.

New Dairy Risk Management Academy
Scheduled For May 18-20, 2021 Online
Washington—A new risk management conference for dairy industry
members has been scheduled for
May 18-20 in a virtual setting.
Hosted by the International
Dairy Association (IDFA) and
StoneX Group, Inc., the new Dairy
Risk Management Academy will
take place online for two hours a
day over the course of three days.
Experts at StoneX and IDFA
will be available throughout the
course to help students understand
key market concepts and considerations.
Participants will also receive six
hours of continuing professional
education (CPE) credits.
Instructors will outline the
right risk management tools and

strategies so that any farm or food
business can make data-driven
decisions to mitigate market risk
exposure, take advantage of favorable market prices, and be better
prepared to survive adverse market
prices.
The workshop kicks off May 18
with opening remarks and introductions, followed by a session on
future and hedging basics.
The second day will be devoted
to options, including an interactive options session. The final day
will cover fundamentals of today’s
milk market, wrapping up with a
industry panel discussion.
Registration and more information will soon be available online
at www.idfa.org/event.

Connect with us at:
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...because we don’t just
see cheese, we see the
whole picture.

USDA Virtual Data
Users Meeting To Be
Held April 14-15

1.866.404.4545 www.devilletechnologies.com
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Washington—The US Department of Agriculture’s (USDA)
National Agricultural Statistics
Service (NASS) will hold its biannual Data Users’ Meeting virtually
April 14-15.
This is the first time the event,
which is free and open to the public,
will span two afternoons. Organizers include the World Agricultural
Outlook Board (WAOB), Farm
Service Agency (FSA), Economic
Research Service (ERS), Agricultural Marketing Service (AMS),
Foreign Agricultural Service
(FAS), and US Census Bureau.
The meeting will share recent
and pending statistical program
changes with the public, and solicit
input on these and other ag-related
programs. The first day will feature
several breakout sessions, including
AMS Market News; World Meteorological Organization update;
NASS Grain Stocks Program; foreign production and trade; and the
latest import/export data.
The following day will be open
to participants for questions and
comments, and the event will close
with two breakout sessions: NASS
Modernization and ERS Research.
Those interested should register
online at www.nass.usda.gov/Education_and_Outreach/Meeting/.

National Restaurant
Association Cancels
2021 Trade Show
Chicago—The National Restaurant Association has canceled its
upcoming National Restaurant
Show and American Food Fair,
slated to take place here May
22-25, 2021 at McCormick Place.
The Association is currently
planning next year’s event, which
will take place May 21-24, 2022.
It is also offering key elements of
the show online with a new digital marketplace and virtual educational sessions.
Content is free. New online
sessions are added regularly, and
upcoming sessions may be subject
to change. For more details and
links to content, visit www.nationalrestaurantshow.com.

2021-03-29 2:09 PM

PLANNING GUIDE
April 6-8: New Virtual Format CheeseExpo Global Online. Registration now open and agenda
available online at www.cheeseexpo.org.
•
June 6-8: Canceled – IDDBA
2021, Houston, TX. Next year’s
tradeshow event set for June
5-7 in Atlanta, GA. For details,
visit www.iddba.org.
•
June 22 - 24: International Pizza
Expo, Las Vegas Convention
Center, Las Vegas, NV. For show
information, visit https://www.
pizzaexpo.com
•
July 18-21: IAFP Food Safety
Conference, Phoenix Convention Center, Phoenix, AZ.
Details will be online at www.
foodprotection.org.
•
July 18-21: IFT Annual Meeting & Food Expo, Chicago, IL.
Details at www.iftevent.org.
•
July 28-30: New Date & Format - American Cheese Society
Virtual Education & Networking
Event. Visit www.cheesesociety.org for updates.
•
Aug. 12-13: Idaho Milk Processors Association Meeting, Sun
Valley, ID. Visit www.impa.us.
•
Sept. 10-14: Tentative New
Date - National Conference on
Interstate Milk Shipments, Indianapolis, IN. Updates available
online at www.ncims.org.
•
Sept. 27-29: New Date - Fancy
Food Show 2021, Javits Convention Center, New York, NY. Visit
www.specialtyfood.com.
•
September 27 – 29: Pack Expo
Las Vegas Convention Center,
Las Vegas, Nevada USA. Visit
www.packexpolasvegas.com/
•
Oct. 25-28: ADPI Dairy Technology Week, Peppermill Resort &
Casino, Reno, NV. For details,
visit www.adpi.org.
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MARKET PLACE

CLASSIFIED ADVERTISING
phone: (608) 246-8430 fax: (608) 246-8431
e-mail: classifieds@cheesereporter.com

The “Industry’s” Market Place for Products, Services, Equipment and Supplies, Real Estate and Employee Recruitment
Classified Advertisements should be placed
by Thursday for the Friday issue. Classified ads
charged at $0.75 per word. Display Classified
advertisements charged at per column inch
rate. For more information, call 608-316-3792
or email kthome@cheesereporter.com

1. Equipment for Sale

1. Equipment for Sale

EQUIPMENT FOR SALE: Cryovac
Rotary Chamber Vac. Model 8610-14.
4 chambers with 14” dual seal wire setup. Chamber product size is 12”x14”
or 6”x18”. Machine is 460 volt 3 phase.
Completely refurbished. Call 608-4375598 x 2344 or email: akosharek@
dairyfoodusa.com

FOR SALE: Car load of 300-400-500
late model open top milk tanks. Like
new. (262) 473-3530

WESTFALIA SEPARATORS: New
arrivals! Great condition. Model
number 418. Call GREAT LAKES
SEPARATORS at (920) 863-3306 or
e-mail drlambert@dialez.net.
FOR SALE: 1500 and 1250 cream
tanks. Like New. (800) 558-0112. (262)
473-3530.
SEPARATOR NEEDS - Before you buy
a separator, give Great Lakes a call.
TOP QUALITY, reconditioned machines
at the lowest prices. Call Dave Lambert, GREAT LAKES SEPARATORS at
(920) 863-3306; drlambert@dialez.net
for more information.

Cut & Wrap
Lancaster Cheese is your cut &
wrap headquarters.
 7 standard conﬁgura�ons
available or bring us your
custom specs.
 Volume discounts
 Short lead �mes
 Located on the eastern shore
Contact Justin

LANCASTER

Cheese Solutions

717-355-2949
or justin@lancastercheese.com

SOLD: ALFA-LAVAL SEPARATOR:
Model MRPX 518 HGV hermetic
separator. JUST ADDED: ALFA-LAVAL
SEPARATOR: Model MRPX 718.
Call Dave Lambert at Great Lakes
Separators at (920) 863-3306 or
e-mail drlambert@dialez.net.

2. Equipment Wanted
WANTED TO BUY: Westfalia or AlfaLaval separators. Large or small. Old or
new. Top dollar paid. Call Great Lakes
Separators at (920) 863-3306 or email
drlambert@dialez.net

3. Replacement Parts
FBF HOMOGENIZERS: For service,
support, replacement parts or new
homogenizers, contact FBF NORTH
AMERICA SALES AND SERVICE
CENTER at 262-361-4080;
info@fbfnorthamerica.com or
visit www.fbfnorthamerica.com

5. Real Estate
DAIRY PLANTS FOR SALE:
https://dairyassets.weebly.com/m--a.
html. Contact Jim at 608-835-7705; or
by email at jimcisler7@gmail.com

6. Cheese Moulds, Hoops
WILSON HOOPS: NEW! 20 and
40 pound hoops available. Contact
KUSEL EQUIPMENT at (920) 2614112 email: sales@kuselequipment.
com.

Undergrade
Cheese Wanted
IIC can process a wide
range of cheese types:





Off-Spec  Trim
Beginning & End Run
Natural or Processed
Bulk or Packaged

IIC offers real value with
competitive prices
IIC has the ability to run
all logistics
Fully Compliant with all
FSMA Rules & all plants
are Safe Feed Safe Food
Certified

Is your company looking for
a safe, sustainable solution
for your undergrade cheese?
International Ingredient Corporation
is one of the nation’s largest
consumers of undergrade and
off-spec cheese.
We offer complete supply chain
security and the ability to track the
sustainability benefits of upcycling
your scrap product into animal feed.

6. Cheese Moulds, Hoops

11. Conversion Services

CHEESE FORMS, LARGEST
SELECTION EVER: Includes
perforated forms! Rectangular sizes:
11” x 4’ x 6.5” • 10.5” x 4” 6.5” •
10” x 4” x 4” Round sizes: 4.75” x 18”
• 7.25” x 5” • 7.25” x 6.75”. Many new
plastic forms and 20# and 40# Wilsons.
Call INTERNATIONAL MACHINERY
EXCHANGE for your cheese forms and
used equipment needs. 608-764-5481
or email sales@imexchange.com for
more information.

LANCASTER CHEESE SOLUTIONS:
A Cheese Conversion Company.
Blocks or bars from 5 ounce to
10 pound. Located in southeast
Pennsylvania. Call (717) 355-2949.

7. Interleave Paper, Wrapping
SPECIALTY PAPER MANUFACTURER
specializing in cheese interleave paper,
butter wrap, box liners, and other custom coated and wax paper products.
Made in USA. Call Melissa at BPM Inc.,
715-582-5253 or visit www.bpmpaper.
com.

12. Promotion & Placement
PROMOTE YOURSELF - By contacting
Tom Sloan & Associates. Job
enhancement thru results oriented
professionals. We place cheese makers,
production, technical, maintenance,
engineering and sales management
people. Contact Dairy Specialist David
Sloan, Tom Sloan or Terri Sherman.
TOM SLOAN & ASSOCIATES, INC.,
PO Box 50, Watertown, WI 53094.
Phone: (920) 261-8890 or FAX: (920)
261-6357; or by email: tsloan@tsloan.
com.

8. Cheese & Dairy Products

13. Walls & Ceiling

KEYS MANUFACTURING: Dehydrators of scrap cheese for the animal feed
industry. Contact us for your scrap at
(217) 465-4001 or email keysmfg@aol.
com.

EXTRUTECH PLASTICS NEW! Antimicrobial POLY BOARD-AM sanitary
panels provide non-porous, easily
cleanable, bright white surfaces, perfect
for incidental food contact applications.
CFIA and USDA accepted, and Class
A for smoke and flame. Call Extrutech
Plastics at 888-818-0118 or
www.epiplastics.com for
more information.

9. Co-Packing, Manufacturing
CO-PACKER: Award-Winning manufacturer specializing in the co-packing
and private label manufacture of yogurt,
kefir, Swiss cheese and other varieties
has extra production capacity. SQF certified, IMS Grade A Rating. Non-GMO
project certified, organic, Kosher. Call
Penn Dairy at 570-524-7700 or visit
www.penndairy.com

10. Sheep Milk
SHEEP MILK AVAILABLE: We have
recently completed our growth plans
and ramped up production of a consistent, high-quality supply of sheep
milk. Shipments available in both fluid
tanker or frozen totes which enable
us to ship anywhere throughout
the U.S., and in quantities to match
your current production needs and
future growth. Convenient long-term
or short-term agreements are available. For more information, email
jeffw@msjandco.com.

14. Warehousing
COLD STORAGE SPACE
AVAILABLE: Sugar River Cold
Storage in Monticello, WI. has space
available in it’s refrigerated buildings.
Temp’s are 36, 35 and 33 degrees.
We are SQF Certified and work with
your schedule. Contact Kody at 608938-1377 or visit our website www.
sugarrivercoldstorage.com.

15. Help Wanted
Have you recently lost your job or
down-sized from your position? Would
you like the ability to stay in touch with
the latest job offerings? Apply for a
free 3-month subscription to Cheese
Reporter by calling 608-316-3792 or
visit www.cheesereporter.com for all
the latest listings.

Operations Manager
Yodelay Yogurt, an award-winning specialty yogurt manufacturer located in
Madison, WI, is seeking a personable, multi-faceted, individual to join our small
but growing team.
This position is full-time and substantially weekday and daytime work. It offers
advancement and leadership opportunities with competitive pay in a dynamic
and team-oriented environment.
Pasteurizer’s license and dairy plant experience is preferred but not essential.

Please Contact:

Jason Hrdlicka
jhrdlicka@intcos.com
636-717-2100 ext. 1239

Please send your resume to: hello@yodelayyogurt.com
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Class Milk & Component Prices

DAIRY FUTURES PRICES

March 2021 with comparisons to March 2020
Class III - Cheese Milk Price
PRICE (per hundredweight)
SKIM PRICE (per hundredweight)

2020
$16.25
$9.88

2021
$16.15
$10.51

Class II - Soft Dairy Products
PRICE (per hundredweight)
BUTTERFAT PRICE (per pound)
SKIM MILK PRICE (per hundredweight)

2020
$16.75
$1.9247
$10.38

2021
$15.07
$1.7246
$9.36

Class IV - Butter, MP
PRICE (per hundredweight)
SKIM MILK PRICE (per hundredweight)

2020
$14.87
$8.45

2021
$14.18
$8.46

$1.9177
$0.9387
$2.8424
$0.1810
$0.00085

$1.7176
$0.9396
$2.6954
$0.3652
$0.00080

2020

2021

BUTTERFAT PRICE (per pound)
NONFAT SOLIDS PRICE (per pound)
PROTEIN PRICE (per pound)
OTHER SOLIDS PRICE (per pound)
SOMATIC CELL Adjust. rate (per 1,000 scc)
AMS Survey Product Price Averages
Cheese
Cheese, US 40-pound blocks
Cheese, US 500-pound barrels
Butter, CME
Nonfat Dry Milk
Dry Whey

$1.7091
$1.8133
$1.5761
$1.7551
$1.1160
$0.3748

$1.5981
$1.6695
$1.5023
$1.5898
$1.1169
$0.5537

$25.00
$23.00
$21.00

Class III Milk Price:

March

2001 - 2021

$19.00
$17.00
$15.00
$13.00
$11.00
$9.00
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2001

2005

2010

DAIRY PRODUCT SALES

2015

2020

$2.80

SETTLING PRICE
Date Month Class
III

Class
IV

Dry
Whey

*Cash Settled

3-26
3-29
3-30
3-31
4-1

Mar 21
Mar 21
Mar 21
Mar 21
Mar 21

16.18
16.18
16.20
—
—

14.30
14.30
14.30
—
—

3-26
3-29
3-30
3-31
4-1

Apr 21
Apr 21
Apr 21
Apr 21
Apr 21

17.08
17.17
17.17
17.17
17.50

3-26
3-29
3-30
3-31
4-1

May 21
May 21
May 21
May 21
May 21

3-26
3-29
3-30
3-31
4-1

NDM

Block
Cheese

Cheese*

Butter*

55.000
54.950
54.950
—
—

112.200
112.000
112.000
—
—

1.689
1.689
1.689
—
—

1.6020
1.6030
1.6030
—
—

161.350
161.350
161.350
—
—

15.19
15.23
15.45
15.59
15.46

58.600
58.525
58.875
59.750
61.750

116.000
115.800
116.000
116.725
116.000

1.809
1.809
1.810
1.820
1.820

1.6690
1.6760
1.6770
1.7090
1.6940

174.325
176.000
179.525
181.000
179.000

17.52
17.50
17.56
17.57
18.45

15.46
15.57
15.69
15.95
15.93

57.000
57.025
58.000
59.500
61.500

117.675
118.000
118.000
119.000
118.950

1.801
1.801
1.801
1.830
1.830

1.7200
1.7230
1.7160
1.7700
1.7820

177.250
179.675
183.000
185.000
184.250

June 21
June 21
June 21
June 21
June 21

17.83
17.85
17.83
17.76
18.61

15.79
15.81
16.03
16.29
16.29

55.000
55.475
56.000
56.500
58.500

120.525
121.000
121.000
121.800
121.800

1.822
1.822
1.823
1.823
1.844

1.7640
1.7660
1.7570
1.8060
1.8160

179.500
183.175
185.000
187.500
187.000

3-26
3-29
3-30
3-31
4-1

July 21
July 21
July 21
July 21
July 21

18.13
18.15
18.17
18.14
18.64

16.06
16.11
16.24
16.50
16.53

53.700
53.600
54.475
55.000
56.525

122.300
122.500
122.500
123.500
123.975

1.850
1.850
1.850
1.851
1.860

1.8010
1.8060
1.8050
1.8320
1.8330

181.575
185.000
187.000
191.000
190.000

3-26
3-29
3-30
3-31
4-1

Aug 21
Aug 21
Aug 21
Aug 21
Aug 21

18.28
18.25
18.27
18.33
18.65

16.33
16.33
16.41
16.70
16.73

53.000
53.000
53.000
54.000
55.700

125.100
125.000
124.800
124.500
126.000

1.852
1.854
1.854
1.862
1.871

1.8240
1.8240
1.8240
1.8500
1.8470

185.975
188.000
188.000
193.000
191.975

3-26
3-29
3-30
3-31
4-1

Sept 21
Sept 21
Sept 21
Sept 21
Sept 21

18.40
18.40
18.46
18.46
18.74

16.50
16.63
16.67
16.79
16.90

53.400
52.500
52.500
53.000
55.000

125.925
126.225
125.975
126.525
127.000

1.874
1.876
1.876
1.876
1.876

1.8430
1.8450
1.8450
1.8570
1.8550

186.000
190.000
190.000
193.000
193.950

3-26
3-29
3-30
3-31
4-1

Oct 21
Oct 21
Oct 21
Oct 21
Oct 21

18.48
18.52
18.52
18.63
18.64

16.61
16.68
16.89
17.02
17.02

52.250
51.600
52.000
52.000
54.000

127.400
127.725
129.000
127.775
128.600

1.881
1.891
1.891
1.891
1.891

1.8580
1.8600
1.8560
1.8540
1.8540

188.000
188.000
190.000
193.000
195.000

3-26
3-29
3-30
3-31
4-1

Nov 21
Nov 21
Nov 21
Nov 21
Nov 21

18.25
18.29
18.24
18.30
18.34

16.77
16.87
16.99
17.02
17.06

52.500
51.500
51.500
51.500
53.750

128.500
128.925
129.725
127.900
129.000

1.862
1.863
1.863
1.863
1.863

1.8310
1.8320
1.8320
1.8300
1.8250

185.300
188.525
190.025
194.000
193.950

3-26
3-29
3-30
3-31
4-1

Dec 21
Dec 21
Dec 21
Dec 21
Dec 21

17.87
17.87
17.88
17.92
17.97

16.81
16.90
16.92
16.98
17.06

51.000
51.000
51.000
50.975
51.550

129.225
129.525
129.725
129.550
130.000

1.827
1.834
1.834
1.834
1.834

1.8000
1.8030
1.8030
1.8030
1.7990

186.000
188.025
189.000
192.000
192.000

3-26 Jan 22
17.57
3-29 Jan 22
17.57
3-30 Jan 22
17.53
3-31 Jan 22
17.60
4-1
Jan 22
17.65
4/1 Int
21,823

16.65
16.65
16.70
16.70
16.90
2,117

50.750
50.450
50.450
50.450
51.400
4,436

130.600
130.550
130.550
130.700
130.700
5,682

1.796
1.796
1.796
1.796
1.796
2,236

1.7700
1.7710
1.7730
1.7730
1.7730
23,245

183.000
183.000
184.100
187.225
188.750
8,360

$2.60

March 31, 2021—AMS’ National Dairy
Products Sales Report. Prices included
are provided each week by manufacturers. Prices collected are for the (wholesale)
point of sale for natural, unaged Cheddar;
boxes of butter meeting USDA standards;
Extra Grade edible dry whey; and Extra
Grade and USPH Grade A nonfortified
NFDM.

$2.40
$2.20
$2.00
$1.80

$1.40

Mar. 27

CME vs AMS

$1.20
$1.00

Week Ending

40-Pound
Block Avg

$1.60

A

M

J

J

Mar. 20

A

S

O

N

D

J

F

Mar. 13

M

M

A

Mar. 8

40-Pound Block Cheddar Cheese Prices and Sales

Weighted Price
US
Sales Volume
US

1.7488
11,459,910

Dollars/Pound
1.6941•
Pounds
12,746,126•

1.6308
12,359,041

Superior Solutions

FLOOR DRAINS

1.6134•
13,225,380•

 12 gauge single piece,
seamless construction on body

500-Pound Barrel Cheddar Cheese Prices, Sales & Moisture Contest

Weighted Price
US
1.6227
Adjusted to 38% Moisture
US
1.5459
Sales Volume
US
13,537,385
Weighted Moisture Content
US
34.92

Dollars/Pound
1.5926

Weighted Price
US
Sales Volume
US

Dollars/Pound
1.6233•
Pounds
3,516,444•

1.5199
Pounds
13,233,129
Percent
35.03

1.5439

1.5423

1.4717

1.4727

14,968,639

 T-304 or T-316 Stainless Construction
 Rated for heavy equipment - 10,000#
 Standard size 4” sch.-10 outlet
(2”, 3”, 6” also available)

12,326,980

34.96

35.07

1.6069

1.5087

 Many styles of bodies,
baskets & covers available

AA Butter

1.5985
10,342,893

2,571,919

3,105,069

Extra Grade Dry Whey Prices

Weighted Price
US
Sales Volume
US

0.5806

Dollars/Pounds
0.5568

0.5465•

4,914,612

4,935,336

6,-16,237

0.5300
4,398126

Extra Grade or USPHS Grade A Nonfat Dry Milk

Average Price
US
Sales Volume
US

1.1353
15,913,669

Dollars/Pound
1.1320•
Pounds
17,957,216•

1.1021•
20,868,452

1.1035
19,185,000

 Glass beaded finish
 USDA Approved

Stainless
Steel Floor
CIP TANKS,
T
P-Trap
Drains,
BALANCE
T
TANKS
&
Clean-Outs
STORAGE
T
TANKS
and
Accessories

E: sales@awimfg.com
www.awimfg.com
Tel: 888.272.2600
Winsted, MN 55395

For more information, visit www.awimfg.com
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DAIRY PRODUCT MARKETS
AS REPORTED BY THE US DEPARTMENT OF AGRICULTURE

WHOLESALE CHEESE MARKETS
NATIONAL - MARCH 26: Cheese makers across the country report readily accessible
milk supplies. Spot milk prices in the Midwest ranged from $5 to $3 under Class, compared
to $6 to $2 under a year ago during week 12. Cheese demand upticks have been reported,
particularly on the foodservice side, as pandemic restrictions ease. Western contacts relay
export numbers have improved, as well. Cheese inventories are noted as steady to a bit
higher than they were in early spring 2020. Cheese market tones are somewhat stable.
NORTHEAST - MARCH 31: Foodservice demands in the East are improving. Numerous restaurants are opening outdoor seating and accommodating all service options.
Warmer temperatures and spring holidays have revved up consumers’ cheese demands.
Retail cheese sales are solid. Market participants report specialty aged cheese interests are
good from several customers. Grocers are advertising cheese products for outdoor grilling.
Milk supplies are readily available for Class III processing. Cheese production schedules are
fairly strong this week. Inventory levels are available for spot/contract agreements.
Wholesale prices, delivered, dollars per/lb:
Cheddar 40-lb blocks: $2.1675 - $2.4550 Process 5-lb sliced: $1.5475 - $2.0275
Muenster:		
$2.1550 - $2.5050 Swiss Cuts 10-14 lbs: $3.2175 - $3.5400

MIDWEST AREA - MARCH 31:

Cheese makers continue to say milk is available.
Spot milk prices are similar to last week. Some cheese plant manager contacts report
using internally sourced milk, which has also been available as regional dairy farmers are
seeing increases in day to day production. Cheese demand has remained steady on the
retail side, but notably, foodservice orders have picked up. Barrel producers report steadily
busy customer activity has kept loads moving out the doors. Some cheese contacts report
hearing of potential carnivals/fairs, but this year’s spring/summer events could be eleventh
hour decisions due to the pandemic. Cheese market tones are holding somewhat steady,
although some contacts view them more bullishly than not.

Wholesale prices delivered, dollars per/lb:
Blue 5# Loaf :		
$2.3525 - $3.4200 Mozzarella 5-6#:
$1.8825 - $2.8275
Brick 5# Loaf:		
$2.0825 - $2.5075 Muenster 5# Loaf:
$2.0825 - $2.5075
Cheddar 40# Block:
$1.8050 - $2.2050 Process 5# Loaf:
$1.5325 - $1.8925
Monterey Jack 10#
$2.0575 - $2.2625 Grade A Swiss 6-9#: $2.7325 - $2.8500
							
WEST - MARCH 31: Western retail cheese demand has been slightly lower this week,
while demand for cheese for foodservice continues to increase. Demand for cheese for
export is strong. There is plenty of milk available for cheese production as plants are running at or near capacity. Inventories are mixed as some inventories grow, while others are
committed to the surging foodservice sales. Plenty of Cheddar style cheese is available for
purchase, though much is currently contracted. Hard Italian cheese demand is stable.
Wholesale prices delivered, dollars per/lb: Monterey Jack 10#:
Cheddar 10# Cuts :
$2.0425 - $2.2425 Process 5# Loaf:
Cheddar 40# Block:
$1.7950 - $2.2850 Swiss 6-9# Cuts:

$2.0300 - $2.3050
$1.5500 - $1.8050
$3.0250 - $3.4550

FOREIGN -TYPE CHEESE - MARCH 31:

Italian cheese makers have begun 2021
by achieving among the larger percentage cheese production increases in Western Europe.
Demand has been brisk. Sources in Italy believe that the pandemic has prompted more
consumers to eat at home, and shoppers are willing to purchase more expensive specialty
cheese for home dining as an alternative to restaurants. More Pecorino Romano P.D.O.
cheese is being made in Italy to keep up with brisk demand. The current Italian cheesemaking season began in October 2020. This season, through February 2021, production
of Pecorino Romano is up nearly 20 percent from the previous season through February.
Selling prices, delivered, dollars per/lb:		Imported
Blue:			 $2.6400 - 5.2300
Gorgonzola: 		 $3.6900 - 5.7400
Parmesan (Italy):		 0
Romano (Cows Milk):		 0
Sardo Romano (Argentine):		 $2.8500 - 4.7800
Reggianito (Argentine):		 $3.2900 - 4.7800
Jarlsberg (Brand):		 $2.9500 - 6.4500
Swiss Cuts Switzerland:		 0
Swiss Cuts Finnish:		 $2.6700- 2.9300

Domestic
$2.1750 - 3.6625
$2.6825 - 3.4000
$3.5625 - 5.6525
$3.3650 - 5.5200
0
0
0
$3.2525 - 3.5775
0

WHOLESALE BUTTER MARKETS - MARCH 31
NATIONAL:

Cream is ample in the West,
but contacts anticipate supplies tightening,
as reported in the Central and East regions.
Butter churns are attracting less cream than
in recent weeks, and ice cream makers are
starting to pull more heavily at available supplies to support seasonal production needs.

WEST:
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With milk output increasing and
robust spring holiday butter churning wrapped
up, cream supply has loosened a little. Production for domestic butter markets has
slowed down slightly now that holiday retail
orders are fulfilled. Some butter makers are
producing additional 82% unsalted butter to
keep up with steady export interest. Butter
inventories are up year-over-year. Much of
the butter on hand is already on contract,
and butter makers expect to work through
the stock over the next few months. Contacts
hold varying opinions on how responsive consumers will be to retail holiday promotions;
changes in grocery shopping habits and inhome gatherings pose challenges to accurate
forecasting. However, as vaccination rates
increase, consumers are venturing out more,
and foodservice demand is burgeoning.

CENTRAL:

As foodservice demand continues its upswing, the push into the $1.80s
at the end of March is not surprising. Retail
orders have continued to outdo expectations,
but foodservice customers refilling pipelines
have definitely given the market tones some
life. That said, contacts are questioning longevity as butter prices pushing higher could
offset some of the recent international luster.
Cream availability remains somewhat tight.
Plant managers say the heavy availability
of cream during much of the pandemic era
has dissipated.

NORTHEAST: Butter makers are working
through slightly increased butter production
schedules in the East. This holiday week,
cream supplies have loosened a bit. Additional cream supplies are clearing to some
butter plants. Market participants report buyers have slowed cream trading activity for
spring holiday products. Retail sales continue to display healthy numbers, as consumers’ butter demands have been strong
for at home cooking. Foodservice sales are
slightly improving throughout the eastern
region. The butter market tone is stable.

NATIONAL - CONVENTIONAL DAIRY PRODUCTS
The total number of conventional dairy ads increased this week by 7 percent to 84,620; total
organic ads fell by 1 percent to 3,387. The most advertised dairy product was conventional
48- to 64-ounce ice cream, with an average price of $3.17 up 36 cents over last week.
The most advertised organic product was gallon-sized milk. The average price was $5.11.
Retail ads for cheese were led by conventional 8-ounce shred bags, which were advertised
3 percent more than last week. The average price for 8-ounce shred bags of conventional
cheese was $2.30 down $0.12 from last week. Organic cheese made a return to the retail
survey with 8-ounce shred bags; the average price was $2.99. The organic premium for
8-ounce shred cheese this week was $0.69.
Conventional Greek yogurt in 4- to 6-ounce containers was the most advertised yogurt product, appearing in 7,190 ads. The average price was $0.97, dropping $0.01 from the week
prior. The price for the conventional milk gallons was up by $0.20 to $3.09. Organic gallons
were advertised at $5.11, representing a $2.02 organic premium.

RETAIL PRICES - CONVENTIONAL DAIRY - APRIL 2
Commodity

US

NE

SE

MID

SC

SW

NW

Butter 1#

2.69

2.69

2.54

2.73

2.53

2.70

3.30

Cheese 8 oz block

2.10

2.18

2.09

1.96

2.23

2.08

2.17

Cheese 1# block

3.63

3.50

NA

NA

NA

3.67

NA

Cheese 2# block

6.82

NA

NA

NA

NA

6.99

6.77

Cheese 8 oz shred

2.30

2.60

2.24

2.11

2.15

2.28

1.86

Cheese 1# shred

4.61

6.92

3.99

NA

NA

NA

NA

Cottage Cheese

2.04

2.44

1.77

2.19

2.14

1.49

NA

Cream Cheese

1.74

1.69

1.75

1.56

1.84

1.83

1.73

Flavored Milk ½ gallon NA
Flavored Milk gallon
NA

NA

NA

NA

NA

NA

3.79

NA

NA

NA

NA

NA

NA

Ice Cream 48-64 oz

3.17

3.06

2.81

3.33

3.54

3.17

2.47

Milk ½ gallon

2.10

NA

NA

NA

2.00

NA

NA

Milk gallon

3.09

2.99

NA

3.99

NA

NA

1.99

Sour Cream 16 oz

1.81

1.78

1.60

1.75

1.86

1.75

2.10

Yogurt (Greek) 4-6 oz

.97

.94

1.00

.98

1.00

.91

.99

Yogurt (Greek) 32 oz

4.53

4.99

4.32

3.99

3.29

5.00

NA

Yogurt 4-6 oz

.48

.54

.41

.53

.49

NA

NA

Yogurt 32 oz

2.35

2.66

2.49

1.98

1.99

NA

NA

US: National
Northeast (NE): CT, DE, MA, MD, ME, NH, NJ, NY, PA, RI, VT;
Southeast (SE): AL, FL, GA, MD, NC, SC, TN, VA, WV; Midwest (MID): IA, IL, IN,
KY, MI, MN, ND, NE, OH, SD, WI; South Central (SC): AK, CO, KS, LA, MO, NM,
OK, TX; Southwest (SW): AZ, CA, NV, UT; Northwest (NW): ID, MT, OR, WA, WY

ORGANIC DAIRY - RETAIL OVERVIEW
National Weighted Retail Avg Price:		 Yogurt 32 oz:
Butter 1 lb:
$5.99
Greek Yogurt 32 oz:
Cheese 8 oz shred:
$2.99
Milk UHT 8 oz:
Cheese 8 oz block:
NA
Milk ½ gallon:
Cream Cheese 8 oz:
NA
Milk gallon:
Cottage Cheese 16 oz:
$4.29
Sour Cream 16 oz:
Yogurt 4-6 oz:
NA
Ice Cream 48-64 oz:

$4.18
NA
NA
$3.99
$5.11
NA
$5.99

NDM PRODUCTS - APRIL 1
NDM - CENTRAL: The Central low/
medium heat NDM price range contracted
this week, while the mostly prices remained
steady. Contacts continue to say demand
from Latin America is hearty. That said, it
was a busy week for domestic end users,
as spot trading activity perked up when
compared to the last couple of weeks.
Some contacts suggest there is a rangebound quality regarding current NDM markets/prices. With steadily active production
rates and a somewhat balanced supply/
demand ratio, market tones are currently
steady. Interestingly, the high heat NDM
price range grew as lower prices were
reported on the bottom of the range, while
higher prices came in on the top.
NDM - WEST: The low/medium heat
NDM price range has narrowed, while the
mostly price series shifted lower. Demand
from both domestic and international markets is solid. Some contacts report a slight
decrease in interest for low/medium heat
NDM for export to Mexico. With the high
availability of milk, dryers are running at a
steady pace. Contacts report that inventories are available for spot and contract purchasers. Low/medium marketsare stable.

The bottom of the price range for high heat
NDM, in the West, dropped slightly. Manufacturers continue to favor low/medium
heat. Demand for high heat is present and
inventories remain steady.

NDM - EAST:

Eastern contacts suggest demand is somewhat steady, while
trades are generally falling in the mid to
upper $1.10s in the area. Some end users
reported being somewhat content with
their current supplies and/or contractual
intakes. NDM production is busy and could
remain so as flush season nears. The high
heat NDM price range moved lower on the
bottom and higher on the top. Some contacts relayed receiving offers at $1.40 or
above for high heat NDM, so that market
tone remains uncertain.

LACTOSE: Lactose prices are steady
to higher, stepping up a penny at the top
of the mostly price series. Manufacturers
report end users are actively seeking coverage for near-term needs and for needs
later in the year. Q2 contracted volumes
are starting to ship, and contacts relay they
will start piecing together Q3 business in
the next few weeks.

WEEKLY COLD STORAGE HOLDINGS
SELECTED STORAGE CENTERS IN 1,000 POUNDS - INCLUDING GOVERNMENT
DATE

.  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .

03/29/21
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .
03/01/21
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .
Change
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .
Percent Change. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .

BUTTER
62,584
59,466
3,118
5

CHEESE
80,437
84,063
-3,626
-4
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Dining Alliance
Partners With
Loffredo Fresh
Foods, Atlantic Food
Distributors

CME CASH PRICES - MARCH 29 - APRIL 2, 2021
Visit www.cheesereporter.com for daily prices
500-LB
CHEDDAR

40-LB
CHEDDAR

MONDAY
March 29

$1.4800
(+1¾)

$1.7475
(+2¾)

TUESDAY
March 30

$1.4800
(NC)

WEDNESDAY
March 31
THURSDAY
April 1

AA
BUTTER

GRADE A
NFDM

DRY
WHEY

$1.7925
(+1¾)

$1.1750
(+½)

$0.6275
(NC)

$1.7475
(NC)

$1.8225
(+3)

$1.1800
(+½)

$0.6300
(+¼)

$1.4825
(+¼)

$1.7375
(-1)

$1.8175
(-½)

$1.1850
(+½)

$0.6600
(+3)

$1.5125
(+3)

$1.7750
(+3¾)

$1.8450
(+2¾)

$1.1900
(+½)

$0.6600
(NC)

FRIDAY
April 2

NO
TRADING

NO
TRADING

NO
TRADING

NO
TRADING

NO
TRADING

Week’s AVG $
Change

$1.48875
(+0.04075)

$1.75188
(+0.03888)

$1.81938
(+0.09938)

$1.18250
(+0.0265)

$0.64438
(+0.02288)

Last Week’s
AVG

$1.4480

$1.7130

$1.7200

$1.1560

$0.6215

2020 AVG
Same Week

$1.1985

$1.2995

$1.3265

$0.8785

$0.3300

MARKET OPINION - CHEESE REPORTER
Cheese Comment: Seven cars of blocks were sold Monday, the last at $1.7475,
which raised the price. There was no block market activity at all on Tuesday. On
Wednesday, 2 cars of blocks were sold, 1 each at $1.7200 and $1.7300; an unfilled
bid for 1 car at $1.7375 then set the price. Two cars of blocks were sold Thursday,
the last at $1.7750, which raised the price. The barrel price increased Monday on an
unfilled bid at $1.4800, rose Tuesday on an unfilled bid at $1.4825, and increased
Thursday on a sale at $1.5125. The March monthly average for Blocks was $1.7362
up 15.41 cents from February but down 1.88 cents from March 2020. The March
barrel average was $1.4811 up 3.69 cents from February 2021.
Butter Comment: The price rose Monday on a sale at $1.7925, increased Tuesday
on an unfilled bid at $1.8225, declined Wednesday on an unfilled bid at $1.8175 (following a sale at $1.8150), and rose Thursday on a sale at $1.8450.
Nonfat Dry Milk Comment: The price increased Monday on a sale at $1.1750, rose
Tuesday on an unfilled bid at $1.1800, increased Wednesday on a sale at $1.1850,
and rose Thursday on a sale at $1.1900.
Dry Whey Comment: The price increased Tuesday on an unfilled bid at 62.75 cents,
rose Wednesday on a sale at 63.0 cents, and jumped Wednesday on an unfilled bid
at 66.0 cents

Waltham, MA—Loffredo Fresh
Foods, a Des Moines, IA-based
distributor of dairy and other food
products, has partnered with Dining Alliance, a group purchasing
organization for independent restaurants.
Founded in 1892 as Loffredo
Fruit & Tobacco, Loffredo Fresh
Foods operates seven distribution
centers in Iowa, Nebraska, Missouri, Wisconsin, and Minnesota,
and delivers to more than 3,000
businesses in the Midwest.
“Making a difference in the
communities we serve is why
Loffredo Fresh Foods exists,” said
James Loffredo, the company’s
director of marketing. “By leveraging this partnership with Dining Alliance, we are now able to
expand our offerings with bottom-line discounts to our clients
and additional support to save on
food and non-food savings programs.”
Also partnering with Dining
Alliance is Atlantic Food Distributors, an Ohio-based broadline
food distribution specialist. Atlan-

tic Food Distributors offers a full
range of food service items, including dairy products.
The partnerships with Loffredo
Fresh Foods and Atlantic Food
Distributors allow Dining Alliance
“to extend our reach and fulfill our
mission of helping independent
restaurants succeed,” said Tina
Davie Donahue, Dining Alliance
president.
When distributors like Loffredo
Fresh Foods and Atlantic Food
Distributors partner with Dining
Alliance, “it can provide a huge
benefit to restaurant operators,
which in turn is lucrative for all
parties involved,” Davie Donahue
added.
In addition to being what it
says is the largest group purchasing organization for independent
restaurants in the US, Dining
Alliance is a founding member of
Buyers Edge Platform, a Digital
Procurement Network for the food
service industry.
Dining Alliance pools the buying power of independent restaurants, then uses that volume to
negotiate deals and terms with
manufacturers and distributors to
help member restaurants get the
best prices available in their markets.
For more information, visit
www.diningalliance.com; or buyersedgeplatform.com.
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Animal Feed Whey—Central: Milk Replacer:

.5000 (+3) – .5700 (-1)

Buttermilk Powder:
Central & East:
1.0900 (NC) – 1.1625 (+1)
Mostly:
1.0800 (NC) – 1.1000 (NC)

West: .9900 (-1) – 1.1300 (NC)

Casein: Rennet:

Acid: 4.1500 (-1) – 4.3000 (NC)

3.6500 (-2) – 3.7500 (NC)

Amplify Your Cheese Dicing
U.S.D.A., Dairy Division
Accepted Cheese Dicer.

Dry Whey—Central (Edible):
Nonhygroscopic:
.5600 (NC) – .6300 (NC)

Mostly: .5900 (+1) – .6200 (NC)

Dry Whey–West (Edible):
Nonhygroscopic:
.5550 (+1) – .6400 (NC)

Mostly: .5850 (+½) – .6225 (+1¼)

Dry Whey—NorthEast: .5500 (+½) – .6400 (+3)
Lactose—Central and West:
Edible:
.3500 (NC) – .5500 (NC)

Mostly: .4000 (NC) – .4900 (+1)

Nonfat Dry Milk —Central & East:
Low/Medium Heat: 1.1400 (+2) – 1.2200 (-2)
High Heat:
1.2300 (-5) – 1.3800 (+2)

Mostly: 1.1500 (NC) – 1.1800 (NC)

Nonfat Dry Milk —Western:
Low/Medium Heat: 1.1100 (NC) – 1.2125 (-2¾) Mostly: 1.1450 (-½) – 1.1875 (-1¾)
High Heat:
1.2800 (-1½) – 1.3550 (NC)
Whey Protein Concentrate—Central and West:
Edible 34% Protein: 1.0000 (+2) – 1.2300 (+1) Mostly: 1.0500 (NC) – 1.1300 (+4)

Meet the new Affinity® Integra-D
Dicer, a smaller version of the popular
Affinity Dicer. The Integra-D's
turnkey approach fits easily into
production lines. It is also designed
to replace in-line RA series
machines to deliver increased
capacity and newer technology.
Features the Ultimate
in Sanitary Design.
Simple Operation at
the Push of a Button.
Effectively Processes
All Types of High-fat
and Imitation Cheese.

Whole Milk—National: 1.6200 (+2) – 1.7500 (NC)
Visit www.cheesereporter.com for historical dairy, cheese, butter, & whey prices

HISTORICAL MONTHLY AVG BUTTER PRICES
‘08
‘09
‘10
‘11
‘12
‘13
‘14
‘15
‘16
‘17
‘18
‘19
‘20
‘21

Jan

Feb

Mar

Apr

May

Jun

Jul

Aug

Sep

Oct

Nov

1.2246
1.1096
1.3950
2.0345
1.5077
1.4933
1.7756
1.5714
2.1214
2.2393
2.1587
2.2481
1.8813
1.3496

1.2088
1.1097
1.3560
2.0622
1.4273
1.5713
1.8047
1.7293
2.0840
2.1534
2.1211
2.2659
1.7913
1.3859

1.3454
1.1770
1.4641
2.0863
1.4895
1.6241
1.9145
1.7166
1.9605
2.1392
2.2011
2.2773
1.7235
1.7153

1.3905
1.2050
1.5460
1.9970
1.4136
1.7197
1.9357
1.7937
2.0563
2.0992
2.3145
2.2635
1.1999

1.4750
1.2526
1.5896
2.0724
1.3531
1.5997
2.1713
1.9309
2.0554
2.2684
2.3751
2.3366
1.4710

1.5001
1.2235
1.6380
2.1077
1.4774
1.5105
2.2630
1.9065
2.2640
2.5688
2.3270
2.3884
1.8291

1.5385
1.2349
1.7787
2.0443
1.5831
1.4751
2.4624
1.9056
2.2731
2.6195
2.2361
2.3897
1.6925

1.6279
1.2000
1.9900
2.0882
1.7687
1.4013
2.5913
2.1542
2.1776
2.6473
2.3009
2.2942
1.5038

1.6973
1.2199
2.2262
1.8724
1.8803
1.5233
2.9740
2.6690
1.9950
2.4370
2.2545
2.1690
1.5163

1.7320
1.2830
2.1895
1.8295
1.9086
1.5267
2.3184
2.4757
1.8239
2.3293
2.2600
2.1071
1.4550

1.6165
1.5008
1.9295
1.7356
1.7910
1.6126
1.9968
2.8779
1.9899
2.2244
2.2480
2.0495
1.3941

NEW!

Visit www.urschel.com to learn more.
Dec
1.2007
1.3968
1.6327
1.6119
1.4848
1.5963
1.7633
2.3318
2.1763
2.2078
2.2071
1.9736
1.4806

®
The Global
Leader
in Foodof
Cutting
Set-up
a free
test-cut
yourTechnology
product:

info@urschel.com

www.urschel.com
MADE IN THE U.S.A.

THE GLOBAL LEADER

IN FOOD CUTTING TECHNOLOGY

1

# Best Selling
provider of industrial cutting
machinery throughout the world.

® Affinity, Urschel, Urschel logo symbol, and The Global Leader in Food Cutting
Technology are registered trademarks of Urschel Laboratories, Inc. U.S.A.

For more information, visit www.urschel.com
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