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US Dairy Exports Jumped 34% In 
June; Imports Set Monthly Record
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Northeast Lawsuit Alleges That DFA 
Monopsonized Region’s Milk Market

June Cheese Exports Rose 31% And Set New 
Single-Month Record; Cheese Imports Fell 5%

29 percent; and Denmark, $75.2 
million, up 27 percent.

US cheese exports during June 
totaled 96.6 million pounds, up 31 
percent from June 2021 and a new 
single-month record. The previous 
record, 91.7 million pounds, was 
set in March of this year.

June cheese exports were valued 
at $224.4 million, up 47 percent 
from June 2021 and also a new 
single-month record. The previous 
record, $202.9 million, was set in 
May of this year.

During the first half of this year, 
cheese exports totaled 505.5 mil-
lion pounds, up 17 percent from 
the first half of last year. 

The value of those exports, $1.1 
billion, was up 26 percent from a 
year earlier.

Leading markets for US cheese 
exports during the first six months 
of 2022, on a volume basis, with 
comparisons to the first six months 
of 2021, were: Mexico, 132.5 mil-
lion pounds, up 18 percent; South 
Korea, 88.9 million pounds, up 
10 percent; Japan, 57.5 million 
pounds, up 28 percent; Australia, 
30.9 million pounds up 13 percent; 

• See June Dairy Trade, p. 13

Cheese Production 
Rose 2.7% In June, 
But Fell In Four Of 
Top Five Cheese 
Producing States
Washington—US cheese produc-
tion during June totaled 1.16 bil-
lion pounds, up 2.7 percent from 
June 2021, USDA’s National Agri-
cultural Statistics Service (NASS) 
reported Thursday.

Cheese production during the 
first six months of 2022 totaled 7.0 
billion pounds, up 2.5 percent from 
the first six months of 2021.

Regional cheese production in 
June, with comparisons to June 
2021, was: Central, 562.0 mil-
lion pounds, up 2.3 percent; West, 
460.2 million pounds, up 2.8 per-
cent; and Atlantic, 135.3 million 
pounds, up 4.4 percent.

June cheese production in the 
states broken out by NASS, with 
comparisons to June 2021, was: 
Wisconsin, 290.5 million pounds, 
down 0.5 percent; California, 
203.6 million pounds, up 5.1 per-
cent; Idaho, 84.2 million pounds, 
down 2.4 percent; New Mexico, 
79.4 million pounds, down 0.02 
percent; New York, 68.2 million 
pounds, down 3.8 percent; Min-
nesota, 66.1 million pounds, up 
8.4 percent; Pennsylvania, 38.8 
million pounds, up 27.5 percent; 
Iowa, 31.5 million pounds, up 
14.8 percent; Ohio, 19.8 million 
pounds, down 1.5 percent; Ver-
mont, 12.2 million pounds, up 4.5 
percent; Illinois, 6.0 million pounds, 
up 3.1 percent; and New Jersey, 4.8 

• See Cheese Output Rises, p. 6

Washington—US dairy exports 
during June were valued at $886.2 
million, up 34 percent from June 
2021, according to figures released 
Thursday by USDA’s Foreign Agri-
cultural Service (FAS).

That’s the fourth straight month 
in which US dairy exports were 
valued at more than $800 mil-
lion, although June’s export value 
was down from the single-month 
record of $904.9 million, which 
was set in May.

Dairy exports during the first 
six months of 2022 were valued at 
$4.75 billion, up 27 percent from 
the first six months of 2021.

Leading markets for US dairy 
exports during the first half of 
2022, on a value basis, with com-
parisons to the first half of 2021, 
were: Mexico, $1.15 billion, up 
36 percent; Canada, $520.2 mil-
lion, up 27 percent; China, $379.3 
million, up 8 percent; Philippines, 
$303.3 million, up 56 percent; 
South Korea, $296.4 million, up 
41 percent; Japan, $267.2 million, 
up 54 percent; Indonesia, $229.3 

million, up 40 percent; Malaysia, 
$143.3 million, up 68 percent; and 
Vietnam, $140.4 million, down 8 
percent.

US dairy imports during June 
were valued at $387.8 million, up 
10 percent from June 2021 and a 
new record high for a single month. 
The previous record, $385.0 mil-
lion, was set in May. Dairy imports 
have been valued at over $360 mil-
lion for four consecutive months.

During the first half of 2022, 
dairy imports were valued at $2.1 
billion, up 25 percent from the first 
half of 2021.

Leading sources of US dairy 
imports during the first six months 
of this year, on a value basis, with 
comparisons to the first six months 
of last year, were: New Zealand, 
$356.6 million, up 27 percent; Ire-
land, $266.5 million, up 32 per-
cent; Italy, $259.5 million, up 13 
percent; France, $154.2 million, 
up 18 percent; Canada, $142.8 
million, up 20 percent; Nether-
lands, $114.3 million, up 14 per-
cent; Mexico, $108.5 million, up 
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Petition Asks FDA 
To Adopt Mandatory 
Front-Of-Packaging 
Food Labeling 
System For All Foods
Washington—The Center for 
Science in the Public Interest 
(CSPI) petitioned the US Food 
and Drug Administration (FDA) 
on Thursday to issue regulations 
to implement a standardized front-
of-package nutrition labeling 
(FOPNL) system that is manda-
tory, nutrient-specific, includes 
calories, and is “interpretive” with 
respect to the levels of sodium, 
saturated fat, and added sugars per 
serving.

The request in this petition is 
for any FOPNL system that meets 
these criteria. Examples of systems 
that meet these criteria include  
warning labels that alert consum-

• See Front-Of-Pack Labels, p. 18

Allegations Are 
‘Completely Without 
Merit’, DFA Says
Burlington, VT—From at least 
May 10, 2016, Dairy Farmers of 
America (DFA) attempted to or 
did monopsonize the market for 
raw Grade A milk in the North-
east, a complaint filed in the US 
District Court for the District of 
Vermont last Friday alleges.

The allegations brought forth 
in the lawsuit “are baseless and 
completely without merit,” said 
Kristen Coady, DFA’s senior vice 
president, corporate affairs.

The plaintiff in the lawsuit is 
S.R.J.F., Inc., who brought this 
action on behalf of itself indi-
vidually and on behalf of a plain-
tiff class consisting of all dairy 
farmers, whether individuals or 

entities, who produced and sold 
raw Grade A milk within DFA’s 
Northeast Area region any time 
from at least May 10, 2016, until 
the present. 

During all times relevant to 
the complaint, SRJF produced 
raw Grade milk in Stamford, NY, 
marketed that raw milk through 
DFA to processors located in the 
Northeast, and “was paid artifi-
cially depressed prices for that raw 
milk as a result of DFA’s conduct,” 
the complaint alleges.

DFA attempted to or did 
monopsonize the raw Grade A 
milk market in the Northeast “by 
foreclosing Northeast dairy farm-
ers’ ability to market their milk 
independent of DFA, and even 
foreclosed farmers’ ability to prof-
itably market their milk through 

• See Northeast Lawsuit, p. 8

https://www.urschel.com/dairy.html?utm_source=Cheese+Reporter&utm_medium=web+banner&utm_campaign=WB2205CheeseShapingFutureCheeseReporter&utm_id=WB2205CheeseShapingFutureCheeseReporter
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...cheese exports are on track to 
easily break last year’s record, and 
probably break it by 50 million 
pounds or more.

Past Issues Read 
this week’s issue 
or past issues of  
Cheese Reporter on 
your mobile phone or 
tablet by scanning this 
QR code.

An Impressive ‘First Half’ For US Dairy Exports

D I C K  G R O V E S

Publisher / Editor
Cheese Reporter
e:   dgroves@cheesereporter.com
tw: @cheesereporter

EDITORIAL COMMENT

Fresh off a record-breaking 2021, 
US dairy exports through the first 
half of 2022 indicate that this year 
will be another record-breaking 
year for dairy exports. And it points 
to some major export milestones in 
the not-too-distant future.

Last year, US dairy exports 
reached a record $7.6 billion, up 
18 percent from 2020. That broke 
the previous record high for US 
dairy exports, $7.08 billion, which 
had been set back in 2014.

That alone tells you something 
about dairy export records: unlike, 
for example, cheese production, 
dairy exports don’t set new records 
every year. Indeed, after reaching 
$7.08 billion in 2014, dairy exports 
dropped by almost $2 billion the 
following year, to $5.2 billion, 
then fell to $4.7 billion in 2016.

It took five straight years of 
increases to finally break that 
2014 record, but the way things 
look halfway through 2022, that 
2021 record won’t last long. As 
reported on our front page this 
week, US dairy exports during the 
first six months of 2022 were val-
ued at $4.75 billion, up 27 percent, 
or $1.0 billion, from the first six 
months of 2021.

Just to put that figure in per-
spective, as noted earlier, US dairy 
exports in 2016 were valued at 
$4.7 billion for the entire year. 
This year, it took the US just half 
a year to surpass that level.

It’s pretty easy to predict that 
US dairy exports will set another 
record high in 2022. That’s because 
exports have already set new sin-
gle-month records twice this year: 
in March, dairy exports were val-
ued at $849.3 million, which shat-
tered the previous single-month 
record of $714.4 million, set in 
March 2014; and in May, when 
exports of $904.9 million shattered 
the record set two months earlier.

In between those two new 
records, April dairy exports were 
valued at $835.0 million, or $14.3 
million lower than March’s record 
high. And June exports were val-
ued at $886.2 million.

So, just during the first six 
months of 2022, we’ve seen 
monthly dairy export values break 
the $800 million mark four straight 
times, and also break the $900 mil-
lion mark for the first time ever. 
And the four months with the 
highest dairy export values ever are 
May, June, March and April 2022, 
in that order.

Meanwhile, cheese exports are 
also setting new monthly records 
this year. In March, US cheese 
exports reached a record high of 
91.7 million pounds, which broke 
the previous monthly record of 
88.93 million pounds, set in April 
of 2021. Cheese exports dipped 
slightly below that mark in April 
and May, then jumped to a new 
record high of 96.6 million pounds 
in June.

In other words, four of the top 
five months for US cheese exports, 
on a volume basis, have occurred 
during the first half of 2022; the 
other one occurred in 2021. Keep 
in mind that US cheese exports 
in 2021 reached a record high of 
890.3 million pounds, shattering 
the previous record of 810 million 
pounds, which had been set back 
in 2014.

The value of US cheese exports 
is also setting new records this 
year. In March, the value of those 
exports reached a record $194.7 
million, breaking the previous 
record of $175.8 million, set in 
April of 2021. Cheese export val-
ues then set new records again in 
April, at $197.3 million; in May, 
at $202.9 million; and in June, at 
$224.4 million.

So what do all of these monthly 
records mean for the future? Well, 
in the short term, it certainly 
seems likely that we’ll see several 
new export records set when year-
end export statistics are released.

For example, based on what hap-
pened during the first half of this 
year, it looks like US dairy exports 
will easily top $9.0 billion for the 
first time ever. It’s hard to under-
state how impressive that would 
be, considering that, as recently as 

2019, US dairy exports were val-
ued at less than $6.0 billion.

Cheese exports are on target to 
break records in both volume and 
value terms. Volume-wise, cheese 
exports reached a mighty impres-
sive record high last year, breaking 
the previous record high by 80 mil-
lion pounds, but through the first 
half of 2022, cheese exports are 
on track to easily break last year’s 
record, and probably break it by 50 
million pounds or more.

Cheese export values are also 
running well ahead of last year’s 
pace, and last year saw cheese 
exports reach a record $1.8 billion, 
breaking the previous record of 
$1.7 billion, set in 2014. It appears 
that cheese exports could reach 
$1.9 billion in value this year.

Finally, based on what’s hap-
pened so far this year, and expec-
tations for the remainder of 2022, 
dairy exports could possibly reach 
a couple of significant milestones 
in 2023. First, with dairy exports 
on track to top $9.0 billion this 
year, possibly approaching $9.5 bil-
lion, we could see dairy exports top 
$10.0 billion in 2023 for the first 
time ever. In that context, it’s hard 
to believe that US dairy exports 
were valued under $1.0 billion as 
recently as 2002.

Cheese exports could reach a 
couple of milestones next year. 
Volume-wise, it seems possible, if 
not likely, that cheese exports in 
2023 could top 1.0 billion pounds 
for the first time ever. That’s pretty 
impressive, considering that cheese 
exports first topped 100 million 
pounds back in 2000.

Value-wise, it looks like cheese 
exports could top $2 billion in 
value in 2023. Again, from a his-
torical perspective, that’s pretty 
impressive, considering that, as 
recently as 1995, the value of 
cheese exports was under $100 
million.

Last year was a memorable year 
for US dairy exports, but figures 
from the first half of 2022 indicate 
that this year will be even more 
memorable.
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Global Dairy Trade Price Index Falls 
5.0%; All Product Prices Decline
First Global Dairy 
Trade Pulse Auction 
Set For Aug. 9
Auckland, New Zealand—The 
price index on this week’s semi-
monthly Global Dairy Trade dairy 
commodity auction declined 5.0 
percent from the previous auction, 
held two weeks ago.

That’s the fourth straight decline 
in the  Index, and the ninth decline 
in the last 10 auctions.

In this week’s auction, which  
had 120 winning bidders, prices 
were lower for Cheddar cheese, 
skim milk powder (SMP), whole 
milk powder, butter, anhydrous 
milkfat and buttermilk powder. 

Results from this week’s GDT 
auction, with comparisons to the 
previous auction, were as follows:

Cheddar cheese: The average 
winning price was $4,798 per met-
ric ton ($2.18 per pound), down 
0.7 percent. Average winning 
prices were: Contract 1 (Septem-
ber), $4,879 per ton; Contract 2 
(October), $4,823 per ton, up 0.4 
percent; Contract 3 (November), 
$4,797 per ton, unchanged; Con-
tract 4 (December), $4,730 per 
ton, down 1.7 percent; Contract 
5 (January 2023), $4,829 per ton, 
down 1.5 percent; and Contract 6 
(February 2023), $4,815 per ton, 
down 1.1 percent.

SMP: The average winning 
price was $3,524 per ton ($1.60 per 
pound), down 5.3 percent. Aver-
age winning prices were: Contract 
1, $3,525 per ton; Contract 2, 
$3,525 per ton, down 4.7 percent; 
Contract 3, $3,528 per ton, down 
5.6 percent; Contract 4, $3,538 per 
ton, down 5.1 percent; and Con-
tract 5, $3,492 per ton, down 6.5.

Whole milk powder: The aver-
age winning price was $3,544 per 
ton ($1.61 per pound), down 6.1 
percent. Average winning prices 
were: Contract 1, $3,538 per ton, 
down 7.8 percent; Contract 2, 
$3,558 per ton, down 5.8 percent; 
Contract 3, $3,531 per ton, down 
5.8 percent; Contract 4, $3,542 per 
ton, down 6.7 percent; and Con-
tract 5, $3,548 per ton, down 5.0.

Butter: The average winning 
price was $5,194 per ton ($2.36 per 
pound), down 6.1 percent. Average 
winning prices were: Contract 1, 
$5,253 per ton, down 5.2 percent; 
Contract 2, $5,210 per ton, down 
5.7 percent; Contract 3, $5,180 per 
ton, down 6.6 percent; Contract 
4, $5,160 per ton, down 6.4 per-
cent; Contract 5, $5,180 per ton, 
down 6.2 percent; and Contract 6, 
$5,130 per ton, down 7.1 percent.

Anhydrous milkfat: The aver-
age winning price was $5,518 per 
ton ($2.50 per pound), down 1.4 
percent. Average winning prices 
were: Contract 1, $5,742 per ton, 

down 4.8 percent; Contract 2, 
$5,513 per ton, down 0.7 percent; 
Contract 3, $5,482 per ton, down 
1.8 percent; Contract 4, $5,494 per 
ton, down 1.8 percent; Contract 5, 
$5,502 per ton, down 0.5 percent; 
and Contract 6, $5,523 per ton, 
down 0.2 percent.

Buttermilk powder: The aver-
age winning price was $3,724 per 
ton ($1.69 per pound), down 9.2 
percent. Average winning prices 
were: Contract 1, $3,745 per ton, 
down 10.7; Contract 2, $3,711 per 
ton, down 9.0 percent; Contract 
3, $3,720 per ton, down 9.4 per-
cent; Contract 4, $3,725 per ton, 
down 9.0 percent; and Contract 5, 
$3,745 per ton, down 8.5 percent.

In other developments, CRA 
International, Inc., announced 
this week that Global Dairy Trade 
Pulse Auctions will be launched 
with the first GDT Pulse Auction 
scheduled for Aug. 9, 2022.

CRA has been working with its 
client, GlobalDairyTrade Hold-
ings Limited, to offer GDT Pulse 
Auctions to complement the 
twice-monthly GDT commod-
ity auctions, also known as GDT 
Trading Events, that CRA has 
managed since they were launched 
in 2008.

CRA will manage the GDT 
Pulse Auctions and the initial 
Pulse Auctions are considered to 
be a pilot program occurring on 
alternate weeks between GDT 
Trading Events.

The initial GDT Pulse Auctions 
will offer one dairy product speci-

fication to bid on: Fonterra Whole 
Milk Powder, Regular, Contract 
Period 2. This will ensure a short 
auction duration of 15 to 30 
minutes, providing a convenient 
option for bidders, CRA noted. 
GDT Pulse intends to provide 
interim price discovery for core 
commodity products between the 
GDT Trading Events auctions.

After the pilot period for GDT 
Pulse Auctions, the merit of GDT 
Pulse and the future potential for 
more frequent price discovery will 
be assessed. If the pilot is deemed 
successful, it is envisaged that GDT 
will invest in platform upgrades to 
enable scalability of the service 
offering and the potential for daily 
auctions. Other sellers would be 
invited to offer products at that 
time. For more information, visit 
www.globaldairytrade.info.

For more information, visit www.tetrapak.com/en-us
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from our 
archives

50 YEARS AGO
Aug. 4, 1972: Green Bay, WI—
Foremost Foods announced plans 
to discontinue its whey con-
centrating operations at Sha-
wano and Mishicot, WI. The 
announcement was made this 
week by Foremost regional pro-
duction manager George Ward, 
who said declining prices for dry 
feed whey, excessive inventories 
and increasing cost of operations 
contributed to the closures.

Arlington Heights, IL—Paul 
Affeldt, Sparta, WI, was re-
elected president for the Mid-
States region of Associated Milk 
Producers, Inc. (AMPI). Harold 
Smith, Akron, IN, was elected 
secretary, and Avery Vose of 
Antioch, IL, was elected secre-
tary.

25 YEARS AGO
Aug. 8, 1997: Waukesha, 
WI—Beatrice Cheese will close 
its cheese manufacturing plant in 
Marshfield, WI, in October. The 
facility makes mostly Mozzarella 
cheese, and employs 156 work-
ers. Production will be shifted 
to other Beatrice Cheese plants, 
primarily a large facility in Fred-
ricksburg, IA.

Marshfield, WI—Nelson-Jame-
son, Inc., distributor to the dairy 
and food industries, marked 50 
years of business here with a spe-
cial celebration to pay tribute to 
the past and focus efforts on the 
future. 

10 YEARS AGO
Aug. 3, 2012: New York—
The drought currently grip-
ping the US will likely help the 
rally in global dairy commodity 
prices forecast two months ago 
by Rabobank come earlier than 
anticipated. This is the most 
widespread drought the US has 
seen in over 50 years. 

Raleigh, NC—Beecher’s Hand-
made Cheese of Seattle won 
Best of Show at the ACS annual 
Cheese Competition and Judg-
ing here this week with its Flag-
sheep entry. Beecher’s cow and 
sheep’s milk blended cheese 
earned first place in the Origi-
nal Recipe/Open Category Made 
From Sheep or Mixed Milk. Val-
ley Shepherd Creamery of Long 
Valley, NJ, earned second place 
with its Crema de Blue, and 
Emmi Roth USA of Monroe, 
WI, secured third place for its 
Roth Grand Cru Surchoix entry.

J O H N  U M H O E F E R

Executive Director
Wisconsin Cheese Makers Association
608-286-1001
jumhoefer@wischeesemakers.org

Dreams Like Idaho

I V A R S O N I N C . C O M

W I S C O N S I N  P R O U D .  Q U E S T I O N S  O R  I N Q U I R I E S . . .  G I V E  U S  A  C A L L !  4 1 4 - 3 5 1 - 0 7 0 0

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.

T H E  I V A R S O N  6 4 0  B C S

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

For more information, visit www.ivarsoninc.com

Imagine a place where “fixing” 
our broken milk pricing system is 
irrelevant and the only concern is 
managing dairy growth.

It’s not a dream, it’s Idaho.
The Gem State has soared to 

become America’s third largest 
milk-producing and cheese-pro-
ducing state, and has thrived in 
a free market environment: state 
dairymen have doubled milk pro-
duction in the 18 years since farm-
ers in the region voted to dissolve 
a federal milk marketing order in 
2004.

This week, WCMA spoke with 
dairy processors and cooperatives 
about purchasing milk in this free 
market state vs. purchasing milk in 
the federal-order-regulated Upper 
Midwest. The contrast isn’t subtle 
– Idaho milk programs enjoy fun-
damental advantages in simplicity 
and flexibility that Midwest milk 
buyers can only dream of.

Milk pricing and procurement, 
it turns out, doesn’t have to be 
complex, unchangeable and gov-
ernment controlled. 

Formulas, even federal order 
formulas in some cases, provide 
structure in Idaho for milk prices 
negotiated between dairymen and 
the large cheese makers, and milk 
powder and butter makers in the 
state. 

Formulas find a value for com-
ponents in milk, then processors 
work up a basis value or cost of pro-
duction, and, voilà, milk is priced.

“We price on Class 3 compo-
nents as a base, and add a basis 
adjustment, positive or negative. 
There’s no premiums, no pools and 
no differences in programs between 
farms,” one major processor told 
WCMA.

Places like Idaho, with 
no aging government-

mandated pricing system, 
offer a blueprint for a  

free-market future for the 
dairy industry. 

Idaho isn’t the only oasis of 
unregulated milk. In 2021, milk 
marketed through federal milk 
marketing orders accounted for 
61 percent of all milk sold, USDA 
reported in May. That means more 
than two California-fulls of milk 
didn’t price and pool on a milk 
order last year. 

Places like Idaho, with no 
aging government-mandated pric-
ing system, offer a blueprint for 
a free-market future for the dairy 
industry.  More than that, Idaho 
proves that a simpler, transpar-
ent business relationship between 
dairymen and milk processors can 
build long- term, stable partner-
ships – and decades of growth. 

“We have end product pric-
ing; some call it cheese yield pric-
ing,” a major cheese producer told 

WCMA.  “We set a realistic make 
allowance; use CME cash prices. 
Our formula is based on Van Slyke, 
like the Class 3, but ours is more 
accurate. We are 100 percent trans-
parent with pricing – our formula is 
on our producer webpage.”

Each proprietary and coop-
erative organization the WCMA 
spoke with emphasized the open 
communication lines between 
Idaho dairymen and their milk 
buyers. 

“We meet with our patrons, and 
we share information and bounce 
ideas off them. We may not always 
agree, but we communicate. We 
talk through ideas and come to 
solutions,” a processor said.  

A cooperative leader agreed: 
“We have strong, progressive 
members in Idaho. The negotiated 
pricing in that area can be more 
creative than orders, and there’s no 
impacts from depooling.”

This open, transparent environ-
ment – fueled by free market flex-
ibility – is fundamentally different 
than the Upper Midwest.  “Mid-
west producers can have a hard 
time calculating their basis from 
the way order pricing and pay pro-
grams work,” one processor said. 
The complexity of pricing in the 
Midwest breeds skepticism among 
producers, he added, while dairy-
men in Idaho know the competi-
tive set and can review each buyer’s 
pricing program. “We haven’t had 
a producer leave us in five years,” 
he said.

With clearer milk pricing comes 
a healthy use of risk manage-
ment tools. One processor with 
farm partners in multiple states 
noted that hedging is far more 
common among Idaho dairymen. 
Farms hedge on their own with 
milk futures or, in several cases, 
join their processor in hedging on 
cheese futures.  

• See Umhoefer, p. 14
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855-364-4797
sales@loosmachine.com
www.loosmachine.com

UTILIZING CUTTING 
EDGE TECHNOLOGY 
TO MAXIMIZE 
PERFORMANCE.

www.loosmachine.com

Custom
Solutions

Turnkey

Systems

Breakthrough
Designs

Automating With
INNOVATION
We use high quality, brand 
name components in our 
designs to engineer efficient 
and reliable systems.
To insure the highest quality product, 
each system is designed, built and 
installed with the oversight of our 
highly trained engineers. 

For more information, visit www.loosmachine.com

Saputo To Convert Reedsburg Mozz 
Plant To Goat Cheese, To Close Belmont 
Montreal, Quebec—Saputo, Inc., 
on Wednesday announced capital 
investments and consolidation ini-
tiatives intended to further stream-
line its manufacturing in its USA 
Sector.

Saputo plans to invest CDN$45 
million (US$34.8 million) to con-
vert its long-standing Mozzarella 
cheese manufacturing facility in 
Reedsburg, WI, to a goat cheese 
manufacturing facility to increase 
capacity, expand its position in 
growing specialty cheese catego-
ries, and improve productivity.

In line with Saputo’s strategy 
to modernize its Mozzarella opera-
tions, current cheese manufactur-
ing from the Reedsburg plant will 

be transferred to other existing 
Saputo facilities in the USA Sec-
tor, increasing capacity utilizaiton, 
improving operational efficiencies 
and reducing costs, the company 
said.

Complementing these network 
optimization activities, Saputo 
plans to close its existing goat 
cheese manufacturing facility in  
Belmont, WI. 

Approximately 200 impacted 
employees from this facility will 
be provided with financial support 
including severance, the company 
said. 

These initiatives will begin in 
the second quarter of Saputo’s fis-
cal 2023 and are expected to take

up to 18 months to implement.
“The latest series of investments 

and consolidation activities will 
strengthen the competitiveness 
and long-term performance of our 
cheese operations in our USA Sec-
tor, while increasing efficiency and 
productivity,” commented Lino 
A. Saputo, Saputo’s chair of the 
board, president and chief execu-
tive officer.

These capital investments 
and consolidation initiatives are 
expected to result in annual sav-
ings and benefits gradually, begin-
ning in fiscal 2024, and reaching 
approximately CDN$9 million by 
fiscal 2025.

“The initiatives we are announc-
ing today will allow us to enhance 
our manufacturing footprint and 
drive organic growth,” Saputo con-
tinued. 

Ohio’s Bunker Hill 
Cheese Announces 
Plant Expansion
Berlin Township, OH—Bunker 
Hill Cheese Company, in col-
laboration with JobsOhio, Ohio 
Southeast Economic Develop-
ment (OhioSE), and the Holmes 
County Economic Development 
Council, on Tuesday announced 
an investment of $104,000 in its 
Holmes county cheese plant, cre-
ating 10 new jobs.

The investment includes the 
purchase of new machinery and 
equipment to increase the produc-
tion of niche products, including 
Crunchy Cheese Crisps™, which 
are keto-friendly snacks made from 
cheese. The new equipment will 
also support the company’s sales 
to Hormel, which are included in 
protein-based snack packs under 
the Applegate brand.

Bunker Hill Cheese Company, 
or Heini’s, is a third-generation, 
family-owned company established 
in 1935. John (Hans) Dauwalder 
trained as a master cheese maker in  
Switzerland and came to the US 
in the 1920s to display his artisan 
talents in a growing cheese market.
Today, up to 12 tons of cheese can 
be made daily; Bunker Hill Cheese 
makes over 25 varieties of cheese 
averaging 50,000 pounds of cheese 
per week.

“Working with this collective 
team has been a delightful experi-
ence,” said Lisa Troyer, president of 
Bunker Hill Cheese.

“The insights and support aug-
menting a clear vision for con-
tinuing economic development 
for southeast Ohio businesses is an 
investment that will render both 
immediate, and long-term, bene-
fits to, in our case, Holmes county, 
and our continuing commitment 
to sustainable, reintegrative agri-
cultural, a growing personnel roster 
and the continued enhancements 
that make Bulker Hill Cheese and 
Ohio’s Amish Country a premier 
tourist destination for fellow Ohio-
ans and visitors from around the 
world,” Troyer added.

“Bunker Hill Cheee is an iconic 
Holmes county business and the 
company’s retail shop is a must-
stop for many visitors to the area,” 
said Mark Leininger, executive 
director of the Holmes County 
Economic Development Council. 
“The HCEDC is excited about the 
company’s plans for growth and its 
decision to invest in expanding its 
product line.”

JobsOhio supported the project 
with a $50,000 JobsOhio Inclusion 
Grant and OhioSE assisted the 
company with the grant process. 
The JobsOhio Inclusion Grant 
exists to provide financial support 
for eligible projects in designated 
distressed communities and/or for 
businesses owned by underrepre-
sented populations across Ohio.
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Cheese Output Up
(Continued from p. 1)

million pounds, down 6.1 percent. 
Cheese production in all other 
states was 252.4 million pounds, 
up 3.8 percent from June 2021.

American-type cheese produc-
tion totaled 462.0 million pounds, 
up 1.0 percent from June 2021. 
American-type cheese output dur-
ing the first half of 2022 totaled 2.8 
billion pounds, down 0.2 percent 
from the first half of 2021.

Production of American-type 
cheese, with comparisons to June 
2021, was: Wisconsin, 85.3 million 
pounds, down 4.5 percent; Min-
nesota, 55.3 million pounds, up 
10.0 percent; California, 47.2 mil-
lion pounds, up 6.3 percent; Iowa, 
17.0 million pounds, up 28.2 per-
cent; and New York, 11.8 million 
pounds, up 2.5 percent.

Cheddar cheese production 
totaled 333.5 million pounds, up 
1.1 percent from June 2021. Ched-
dar output during the January-June 
period totaled 1.96 billion pounds, 
down 2.5 percent from the same 
period in 2021.

Output of other American-type 
cheeses weretotaled 128.5 million 
pounds, up 0.7 percent from June 
2021.

Italian and Other Cheeses
During June, Italian cheese pro-
duction totaled 484.6 million 
pounds, up 4.2 percent from June 
2021. Italian cheese production 
during the first half of 2022 totaled 
2.95 billion pounds, up 3.5 percent 
from the first half of 2021.

June production of Italian 
cheese in the states broken out by 
NASS, with comparisons to June 
2021, was: Wisconsin, 140.7 mil-
lion pounds, up 1.8 percent; Cali-
fornia, 132.4 million pounds, up 
5.9 percent; New York, 27.0 mil-
lion pounds, up 4.3 percent; Penn-

sylvania, 22.6 million pounds, up 
3.9 percent; Minnesota, 10.5 mil-
lion pounds, up 0.7 percent; and 
New Jersey 2.2 million pounds, 
down 4.1 percent.

Mozzarella production during 
June totaled 385.2 million pounds, 
up 5.7 percent from June 2021. 
Mozzarella output during the first 
six months of this year totaled 2.3 
billion pounds, up 4.3 percent from 
the first six months of last year.

Production of other Italian 
cheese varieties during June, with 
comparisons to June 2021, was: 
Parmesan, 37.2 million pounds, 
down 6.0 percent; Provolone, 31.0 
million pounds, down fractionally; 
Ricotta, 18.9 million pounds, up 
14.7 percent; Romano, 4.1 mil-
lion pounds, down 29.6 percent; 
and other Italian types, 8.1 million 
pounds, up 6.1 percent.

June production of other cheese 
varieties reported by NASS, with 
comparisons to June 2021, was:

Swiss cheese: 29.1 million 
pounds, down 1.9 percent.

Cream and Neufchatel: 95.6 
million pounds, up 10.4 percent.

Hispanic cheese: 31.4 million 
pounds, up 7.1 percent.

Brick and Muenster: 16.6 mil-
lion pounds, down 4.9 percent.

Blue and Gorgonzola: 8.0 mil-
lion pounds, up 3.4 percent.

Feta: 12.0 million pounds, down 
22.6 percent.

Gouda: 6.1 million pounds, up 
31.8 percent.

All other types of cheese: 12.1 
million pounds, down 10.2 per-
cent.

Whey Products Output
Dry whey production, human, 
during June totaled 79.4 million 
pounds, up 5.6 percent from June 
2021. Manufacturers’ stocks of dry 
whey, human, at the end of June 
totaled 67.2 million pounds, up 
10.5 percent from a year earlier but 

down 4.7 percent from a month 
earlier.

Lactose production, human 
and animal, during June totaled 
102.3 million pounds, up 6.3 per-
cent from June 2021. Manufactur-
ers’ stocks of lactose, human and 
animal, at the end of June totaled 
165.6 million pounds, up 29.3 per-
cent from a year earlier but down 
3.2 percent from a month earlier.

Production of whey protein 
concentrate, human, during June 
totaled 44.4 million pounds, 
up16.8 percent from June 2021. 
Manufacturers’ stocks of WPC, 
human, at the end of June totaled 
69.9 million pounds, up 14.6 per-
cent from a year earlier and 1.9 
percent higher than a month ear-
lier.

June production of whey pro-
tein isolates totaled 13.2 million 
pounds, up 28.4 percent from June 
2021. Manufacturers’ stocks of 
WPIs at the end of June totaled 
15.6 million pounds, up 15.0 per-
cent from a year earlier and 7.0 
percent higher than a month ear-
lier.

Butter & Dry Milk Products
Butter production totaled 160.5 
million pounds, up 2.3 percent 
from June 2021. During the first 
half of 2022, butter output totaled 
1.1 billion pounds, down 2.9 per-
cent from the first half of 2021.

Regional butter production 
during June, with comparisons to 
June 2021, was: West, 89.5 million 
pounds, up 2.8 percent; Central, 
58.2 million pounds, up 1.1 per-
cent; and Atlantic, 12.8 million 
pounds, up 3.7 percent.

Nonfat dry milk production 
during June totaled 169.7 million 
pounds, down 8.6 percent from 
June 2021. NDM output during 
the January-June period totaled 1.1 
billion pounds, down 7.2 percent 
from the same period last year.

Manufacturers’ shipments of 
nonfat dry milk during June totaled 
162.3 million pounds, down 14.4 
percent from June 2021. Manu-
facturers’ stocks of NDM at the 
end of June totaled 317.4 million 
pounds, down 9.1 percent from a 
year earlier but up 0.3 percent from 
a month earlier.

June production of other dry 
milk products, with comparisons 
to June 2021, was: 

Skim milk powder: 45.2 mil-
lion pounds, down 16.6 percent; 

Dry whole milk: 11.5 million 
pounds, down 19.0 percent; 

Milk protein concentrate: 19.2 
million pounds, up 5.4 percent; 
and 

Dry buttermilk: 10.9 million 
pounds, up 19.3 percent.

Yogurt & Other Dairy Products
During June, production of yogurt, 
plain and flavored, totaled 391.4 
million pounds, up 0.5 percent 
from June 2021. Y
ogurt output during the first half of 
2022 totaled 2.35 billion pounds, 
down 2.6 percent from the first 
half of 2021.

Sour cream production during 
June totaled 125.0 million pounds, 
down 1.2 percent from June 2021. 
Sour cream output during the Jan-
uary-June period totaled 736.2 mil-
lion pounds, up 1.1 percent from a 
year earlier.

Cream cottage cheese produc-
tion during June totaled 29.1 mil-
lion pounds, up 1.7 percent from 
June 2021. Lowfat cottage cheese 
output during June totaled 24.9 
million pounds, down 3.0 percent 
from a year earlier.

June production of regular hard 
ice cream totaled 66.5 million 
gallons, up 0.7 percent from June 
2021. Output of lowfat ice cream 
during June totaled 42.1 million 
gallons, down 2.2 percent from 
June 2021.
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Complete Systems
Complete Satisfaction

Engineering for successful outcomes

Controls and Automation customized for each customer

Custom Fabrication with experience

Complete installation meeting quality & sanitary standards

APT’s experienced team o�ers 24/7 support to keep production
lines running smoothly and eciently. Above all, APT strives to
design, fabricate, and install high-quality sanitary products that

exceed expectations with a service experience team
that earns customer trust.

APT-INC.COM          APT@APT-INC.COM        877-230-5060

Advanced Process Technologies (APT) is
an employee-owned company that started

in 2000. We have locations in
Minnesota, Idaho, and California to
better serve our customers in the
Dairy & Food Industry. With our

combination of plant concept, process
design, automation & controls design;
along with equipment manufacturing,
automation integration, and complete

installation, we are committed to
designing, fabricating, automating, and

installing the best system possible
for new or existing facilities.
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Stainless
Steel
Evaporators

 

Caloris Engineering and
Seitz Stainless are your 
one-stop shop for the 
engineering, design and 
fabrication of stainless steel 
eevaporators and other food 
processing equipment.

Learn more at
caloris.com and
seitzstainless.com

Custom
Solutions

Contact us if you are 
in need of new processing

equipment for your
facility.

410-822-6900
problem.solved@caloris.com

For more information, visit www.caloris.com and www.seitzstainless.com
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Built to last.

Northeast Lawsuit
(Continued from p. 1)

DFA” the lawsuit alleges. “It 
achieved this foreclosure, and 
the consequent durable reduction 
in the Grade A raw milk prices 
received by all Northeast dairy 
farms, through a series of anticom-
petitive actions in the Northeast 
raw Grade A milk market. All of 
these actions were directed at con-
straining, and have constrained, 
Northeast dairy farmers’ ability 
to get milk to market other than 
through DFA.”

At the cooperative level, accord-
ing to the lawsuit, DFA:

•Used its monopsony power to 
create a price environment that 
pushed other dairy co-ops to the 

brink of insolvency, leaving those 
co-ops with no choice but to join 
DFA through merger;

•Purchased milk-hauling fleets 
that served non-DFA farmers 
and withdrew those vital services 
unless those non-DFA farmers 
joined DFA;

•Attempted to manipulate 
the federal milk marketing order 
(FMMO) pooling rules to both 
continue to set low raw milk prices 
and to disadvantage DFA’s non-
member farmer customers; and 

•Failing that, withdrew its fee-
based marketing services for non-
DFA members, leaving non-DFA 
member customers without alter-
native access to market unless they 
joined DFA.

At the processing level, DFA 

took steps to deny independent co-
ops and dairy farms access to both 
DFA and non-DFA processing 
outlets, the lawsuit alleges. DFA 
actually removed some alterna-
tive outlets through mergers and 
acquisitions of non-DFA dairy 
processors, and DFA functionally 
removed other formerly indepen-
dent raw milk processors by sign-
ing long-term, exclusive supply 
agreements with those processors, 
at times in breach of its 1977 Con-
sent Decree with the US Depart-
ment of Justice.

The result of DFA’s “anticompet-
itive, exclusionary, and predatory 
conduct” is that it has reinforced 
and extended its monopsony buyer 
power over the Northeast market 
for raw milk (measured as a per-
centage of volume marketed), from 
approximately 40 to 55 percent on 
the eve of the “Class Period” to 
approximately 50 to 60, the lawsuit 
alleges. 

DFA also expanded its already 
large share of Northeast dairy pro-
cessing capacity during the “Class 
Period,” the lawsuit continued. In 
particular, DFA’s control of North-
east fluid milk processing capacity 
rose to well above the 50 percent 
level courts regard to presump-
tively demonstrate market power. 
One analyst estimates that DFA 
controls 85 percent of the North-
east fluid milk processing capacity.

“DFA’s large share of the North-
east raw milk processing capacity 
provided the economic incentive 
to – contrary to its members’ inter-
est – exercise monopsony power in 
the purchase of raw Grade milk,” 
according to the lawsuit. “The 
unique characteristics of the raw 
milk market facilitated DFA’s anti-
competitive and predatory efforts 
to monopsonize the Northeast 
market for raw Grade A milk by 

foreclosing dairy farmers’ ability to 
sell their milk through or to any-
one other than DFA.”

DFA’s monopsonization was also 
and remains “facilitated by a lack 
of pricing transparency and the 
complicated way in which milk 
purchase and sale prices are calcu-
lated,” the lawsuit states. As alleged 
in greater detail in the lawsuit, the 
FMMO-established prices serve as 
reference points and do not dictate 
what DFA (or other co-ops) pay 
their members. 

“DFA has used this lack of pric-
ing transparency to shield from 
public and farmer member scru-
tiny the terms on which it sells its 
members’ milk to its own process-
ing facilities as well as other pro-
cessors,” according to the lawsuit. 
“DFA also charges its farmer mem-
bers fees for the marketing services 
it performs without providing 
members with clear visibility as to 
what those fees are for or where 
those fees are going.”

Throughout the Class Period, as 
“a direct and proximate result” of 
DFA’s actual or attempted monop-
sonization of the Northeast raw 
Grade A milk market, the plaintiff 
and the class received lower prices 
for raw Grade A milk than those 
dairy farmers would have received 
in a competitive market, the law-
suit alleges.

“DFA also charges its 
farmer members fees for 
the marketing services it 

performs without providing 
members with clear 

visibility as to what those 
fees are for or where those 

fees are going.”
—Lawsuit

Moreover, given its market share 
and DFA’s foreclosure of other 
profitable marketing opportuni-
ties, DFA’s misconduct has nega-
tively impacted prices paid to all 
farmers for the raw Grade A milk 
they produce across the Northeast, 
including to those who market 
their milk through different co-ops 
or independently, and those who 
sell their raw milk to non-DFA 
affiliated processors, according to 
the lawsuit.

“Any claim that a farmer-owned, 
farmer-governed cooperative is 
motivated to self-inflict damage 
on its member-owners is preposter-
ous, irrational and blatantly inac-
curate,” DFA’s Coady said. “Since 
DFA’s formation, our farmer-own-
ers have worked to build a coopera-
tive that is strategically invested in 
assets to ensure milk markets and 
provide additional returns on their 
investment in their cooperative.

“We will, as we always have, 
continue to make decisions and 
take actions that are in the best 
interest of our farmer-owners,” 
Coady added.
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Explore online
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YOUR POTENTIAL

www.natec-network.com/usa

Natec Network Services USA – 
highest fl exibility in wrapping
Natec Network Services USA was founded in 2015 
with the aim to be close to our customers within 
the US and Canada. Today we are proud, that we 
can off er sales, service, spare parts and a brand-new 
R&D lab which is called Natec Network Innovation Space,
right at your doorstep.

With the Natec FreePack® and its continuously operating 
production method, you get accurate, safe, shelf stable 
and easy to open IWS for burgers, sandwiches and 
melted cheese. Reduced consumption of foil and resources
lowers your production costs while Natec Network′s
technology increases your profi tability and fl exibility.
Together we turn opportunities into results.

+1 262 457 4071

www.natec-network.com/potential

Discover great opportunities 
and secure tomorrow′s 
food processing success.
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Consumer Bias Sees Plant-Based Dairy 
More Sustainable Than Conventional 
Elmhurst, IL—Consumers univer-
sally consider plant- and nut-based 
milk alternatives and protein pow-
ders more sustainable than their 
dairy counterparts – a bias the 
dairy industry needs to counteract 
with education and targeted mes-
saging.

That was focus of a webinar 
this week hosted by the American 
Dairy Products Institute (ADPI) 
featuring MaryAnne Drake, Wil-
liam Neal Reynolds Distinguished 
Professor of Food Science at North 
Carolina State University. 

Drake outlined her latest 
research on consumer perceptions 
of sustainability and their effects 
on the dairy industry.

Specifically, consumer defini-
tions of sustainability don’t always 
align with industry definitions of 
sustainability. 

Drake and her team began sev-
eral of these studies pre-COVID. 

If we look at dairy product 
launches over the past three to five 
years, we actually see that most 
products are in line with current 
trends, including new processing 
technologies, products meeting 
consumer demand for higher pro-
tein, and a host of dairy products 
that are focused on “conscious 
consumption” or “green consum-
erism,” Drake said.

Coinciding with these trends 
is the acceleration of plant-based 
dairy alternatives (PBDA).

“This is nothing new; these 
plant-based alternatives have been 
around since the mid-2000s and 
slowly growing,” Drake said. “Per-
haps what’s interesting is that over 
the last three years, that growth 
has accelerated, particularly during 
the pandemic.”

Many of these plant-based dairy 
alternatives claim to be more sus-
tainable and healthier compared 
to  their dairy product competitors, 
Drake said.

As an industry, we tend to think 
about sustainability from a farm 
perspective, Drake continued. 
The dairy industry has done great 
things in terms of sustainability as 
it relates to farm practices.

What we as an industry need 
to keep in mind is that while we 
think of sustainability in terms of 
agriculture, consumers have differ-
ent biases and perceptions of sus-
tainability, Drake said.

It shapes their idea of farm prac-
tices, as well as perspectives on 
food and food choices, that may 
not actually align with actual prac-
tices, she said.

“That means the future of dairy 
is going to be dependent on posi-
tioning. We have to understand 
how to strategically position in a 
marketplace that’s changing very 
rapidly, primarily because consum-
ers are changing,” Drake said. 

We need to understand these 
consumers, and how they perceive 
conscious attributes, she said. That 
gets down to how do we effectively 
message our products.

Drake and her team conducted 
one science-based study on the 
consumer perception of sustain-
ability in regard to dairy products, 
and how it compares to their com-
petitor, plant-based products.

The research team created con-
sumer focus groups – faithful dairy 
consumers and those who combine 
PBDAs and dairy products – and 
followed up with online surveys, 
looking to speak in a qualitative 
way on consumers’ perception of 
sustainability in regard to dairy.

Currently, consumers that pur-
chase dairy products 60 percent of 
the time, also consume dairy alter-
natives, Drake noted.

The study revealed four major 
findings:
 Consumers make a judge-

ment almost immediately about a 
product in the grocery store and its 
sustainability based on its packag-
ing. 

Glass is almost always perceived 
as more sustainable than cardboard, 
and both of those are perceived as 
more sustainable than plastic. A 
pouch is seen as more sustainable 
than a plastic tub, and they know 
what recyclable and returnable 
symbols look like, Drake said.
 Consumers make a quick 

judgement on animal welfare eth-
ics, environmental impacts, and 
simple or minimal ingredients.

“Two of these aspects actually 
align with the industrial percep-
tion of sustainability,” Drake said. 
“Simple or minimal ingredient 
decks are not something we that 
we would normally consider as part 
of sustainability, as its defined for 
agricultural practices.”

An organic label was always 
considered more sustainable than a 
conventional label, she continued. 
In general, any type of plant source 
is universally perceived as more 
sustainable than a dairy product.

The team then looked at survey 
results from 600 consumers, which 
mirrored exactly the information 
found in focus groups – minimal 
carbon footprint, greenhouse gas 
emissions, animal happiness and 
welfare, and simple ingredients as

• See Consumer Bias, p. 24
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For more information, visit www.kelleysupply.com
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                     PROGRAMS
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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

Introducing the

Call Now: 1-800-782-8573
www.KelleySupply.com

Technical assistance and application experts on staff

Supporting our customers with unparalleled technical 
support and best-in-class products to maximize your 

performance, productivity and profitability.

Kelley
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For more information, visit www.wowlogistics.com

Emmi Roth Breaks Ground For New 
Headquarters, Conversion Facility

Stoughton, WI—Emmi Roth 
employees, project partners, local 
leaders, industry representatives 
and others gathered here this week  
to celebrate the company’s ground-
breaking for what will be its new 
headquarters and cheese conver-
sion facility.

The new facility, which is 
expected to open in the fall of 
2023, will add conversion capabili-

ties, increase distribution capacity, 
and add 100 new local jobs.

The new headquarters in 
Stoughton will add to existing 
Emmi Roth locations in Wisconsin 
in Monroe, Platteville, and Sey-
mour.

“The primary purpose of this 
facility is cheese conversion,” said 
Jordan Ehlen, Emmi Roth’s direc-
tor of manufacturing. “Conversion 

In the photo above, Emmi Roth employees celebrate the groundbreaking Thursday for their new 
headquarters and cheese conversion facility in Stoughton, WI.

allows us to provide different pack-
aging options to customers and 
consumers, based on their needs — 
which may be a cup, bag, chunk, 
wedge, or other forms.

“This facility ultimately allows 
us to be agile so that we can quickly 
react to changes and get our new 
cheese innovations to market 
faster,” Ehlen added.

Emmi Roth had acquired the 
Athenos business, including what 
is described as the number one Feta 
brand in the US, last year, strength-
ening the company’s long-standing 
dedication to the specialty cheese 
industry. With that acquisition 
came the need for more conver-
sion and distribution capabilities.

The 134,000-square-foot facil-
ity will also become Emmi Roth’s 
new US headquarters. Its current 
corporate office in Fitchburg, WI, 
will remain operational until the 
building project is complete.

Tim Omer, president and man-
aging director of Emmi Roth, 
noted that he’s been in the cheese 
industry “going on 40 years,” and 
this groundbreaking for the new 
facility is “one of the best days of 
my career.”

Why is Emmi Roth building this 
new facility?

“The why is we need it so badly,” 
Omer said. Emmi Roth is growing, 
the industry is growing, and “we 
need more people in the indus-
try, we need more capacity in the 
industry.”

The new facility “will not only 
enable the future success of Emmi 
Roth,” said Jonas Leu, the Emmi 
Group’s executive vice president 
Americas. The facility is also a 
“very strong global commitment” 
to sustainability. It’s also a “clear 
commitment” by the Emmi Group 
to its US business, and is a “clear 
commitment” to the state of Wis-
consin.

UDIM Offers Grant 
Funding To Boost 
Food Pantry Dairy 
Product Purchases, 
Infrastructure
Detroit, MI—United Dairy Indus-
try of Michigan (UDIM), in collab-
oration with Blue Cross Blue Shield 
of Michigan and Blue Cross Com-
plete of Michigan, has launched a 
grant program with the goal that 
all clients visiting food pantries  in 
the state will have access to nutri-
ent-rich foods including dairy, fruit 
and vegetables.

The program contains two grant 
categories tailored to food pantries’ 
needs, including:

Dairy Foods Grant: Food pan-
tries are eligible to apply for up to 
$500 in dairy match funding. If a 
food pantry purchases dairy prod-
ucts from their food bank or a local 
retailer, they can receive matching 
funds to purchase additional dairy 
products. Eligible dairy products 
include milk, cheese, yogurt and 
cottage cheese.

Food Pantry Infrastructure 
Grant: Food pantries may apply for 
up to $2,500 in funds to improve 
pantry infrastructure in support of 
the distribution of dairy products 
and fresh produce. Examples of 
infrastructure requests to support 
dairy include coolers, transporta-
tion and maintenance of refrigera-
tion equipment.

This grant program aims to help 
reduce the number of people in 
Michigan facing hunger and food 
insecurity. According to 2021 sta-
tistics from Feeding America, there 
are 25 counties in Michigan where 
15 percent or more of the popula-
tion is food insecure. The numbers 
of food-insure children in the state 
are even higher.
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KSS is an industry leader in 
membrane filtration for water 
and wastewater treatment. 

We offer a wide range of hollow fiber, 
spiral, and tubular membrane products 
and systems that achieve high-quality 
process water, treat difficult wastewater 
streams, and even promote wastewater 
reuse for increased sustainability in the 
dairy industry.

visit  kochseparation.com

Wastewater 
Treatment 
for a Sustainable 
Dairy Operation

Together KSS & RELCO provide complete process solutions for the Dairy Industry

For more information, visit www.kochseparation.com

Freight Rail Shipping Fair Market Act 
Introduced By Four House Panel Chairs
Washington—The chairs of two 
House committees and two sub-
committees on Tuesday introduced 
the Freight Rail Shipping Fair 
Market Act, which will reauthorize 
the Surface Transportation Board 
(STB) and create what the chairs 
said will be a fair marketplace for 
the Class I freight railroads and 
their captured customers.

The legislation was introduced 
by US Reps. Peter DeFazio (D-OR), 
chair of the House Committee on 
Transportation and Infrastructure; 
Donald M. Payne, Jr. (D-NJ), chair 
of the subcommittee on railroads, 
pipelines, and hazardous materi-
als; David Scott (D-GA), chair of 
the House Agriculture Committee; 
and Jim Costa (D-CA), chair of 
the subcommittee on livestock and 
foreign agriculture.

The Freight Rail Shipping Fair 
Market Act specifically:
 Strengthens the STB’s 

authority to address rail service 
emergencies;
 Requires rail contracts to 

include service delivery standards 
and remedies, while leaving details 
to be privately negotiated between 
parties;
 Provides the STB with clear 

direction to resolve common car-
rier obligation complaints; creates 
financial incentives for both rail-
roads and their customers to effi-
ciently move railcars; and supports 
freight railroad efforts to identify 
where freight is located on their 
systems while in transit; and
 Adequately funds the STB to 

allow for quicker dispute resolu-
tion when petitioned. 

Rail customers have increasingly 
expressed concern with inconsis-
tent and unreliable rail service, 
according to the bill’s sponsors. 
The impacts of erratic rail service 
have been particularly acute in the 
agricultural and energy sectors. 

To better understand why rail 
service delivery problems persist, 
the railroad subcommittee held 
two hearings, one in March and 
one in May, and the STB held a 
hearing on urgent issues in freight 
rail service in late April. All three 
hearings documented serious prob-
lems in the freight rail industry. 

One of the witnesses who tes-
tifed at the March hearing was 
Herman Haksteen, president of the 
Private Railcar Food and Beverage 
Association (PRFBA), which is 
comprised of 18 global food and 
beverage companies, all of whom 
own or lease rail car equipment. 
Members include, among others, 
Leprino Foods, Land O’Lakes, 
Darigold, Kraft Heinz, General 
Mills, Sysco Corporation, and Pep-
siCo.

“The simple fact that freight rail 
volume is down, and truck volumes 
are up, helps illustrate that some-

thing is wrong with our freight rail 
network, and the additional ship-
ping expenses can be contribut-
ing factors to our current inflation 
concerns,” Haksteen noted in his 
written testimony.

Despite those hearings and 
actions undertaken by the STB, 
severe service issues continue to 
hamstring rail shipments across the 
US. This bill seeks to stem that 
tide, its sponsors stated.

“The pandemic has wreaked 
havoc on every segment of our 
economy. It has disrupted our sup-
ply chain, both in terms of imports 
and exports and has put our agri-
cultural community at great risk,” 
Costa commented. 

“The time is now to sit down 
with rail carriers to fix this broken 
supply chain system,” Costa con-
tinued. 

“Whether carrying inputs to our 
farmers or moving their products 
to market, rail is a vital tool in 
the American agriculture industry. 
This fact has become increasingly 
apparent as rail service issues have 
created challenges for our farmers, 
grain elevators, and ethanol pro-
ducers and resulted in increased 
costs for producers and consumers 
alike,” Scott said.

“The freight rail companies have 
focused on profits instead of perfor-
mance and it has led to delays and 
problems in how we transport com-
modities to farms, factories, and 
stores across the country,” Payne 
said. “My bill gives the Surface 
Transportation Board the power 

to prohibit rail rate increases dur-
ing a rail emergency and resolve 
rail emergencies when they occur. 
This bill will improve the speed 
and reliability of rail service and 
guarantee that freight rail shipping 
continues to improve in the future 
without unnecessary regulations.”

“It is imperative that our rail 
network is reliable, and yet con-
solidation and Wall Street pres-
sures on railroads to cut costs and 
increase profits have made that 
near impossible,” DeFazio said.  

“This bill will also provide the 
tools and guidance the Surface 
Transportation Board needs to ful-
fill its mandate and better regulate 
disputes among Class I railroads 
and their customers, weed out 
unfair practices, and incentivize 
efficient operations,” DeFazio con-
tinued.
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QualiTru Verifies Process, Milk Quality 
From Farm To Plant To Whey Stream
Oakdale, MN—After nearly 40 
years in business, a key microbio-
logical sampling method designed 
to aid cheese makers, whey utiliz-
ers, milk haulers and farmers, has 
increased the importance of accu-
rate data collection and meeting 
the new challenges of the industry. 

QualiTru Sampling Systems, 
known previously as QMI, has 
been a leader in the science of 
aseptic liquid sampling since 1983.

The sampling systems have 
many applications along raw milk’s 
journey to finished product. Qua-
liTru’s products are used to verify 
and validate product quality, good 
manufacturing practices, and pro-
cess control across the entire sup-
ply chain.

“If you can’t measure it, 
you can’t control quality.”

—Anne Bigalke, QualiTru

The company’s TruStream Sani-
tary Ports can be installed at key  
points along the process, providing 
easy access for inline monitoring 
and the collection of truly repre-
sentative samples.

The milk samples are then 
tested to identify potential con-
taminants, verify components for 
payment, measure for bacteria, and 
for CIP monitoring.

“The system is driven by qual-
ity,” said Anne Bigalke, vice presi-
dent of strategic development at 
QualiTru. “You need the collection 
of good data to have good control 
of the entire process. If you can’t 
measure it, you can’t control qual-
ity.”

“It started out as an effective 
method to monitor post-pasteur-
ization contamination. The sys-
tem was designed to take aseptic 
samples along the manufacturing 
process,” Bigalke said. “It all began 
on the processing side and grew to 
the farm side.”

 Bigalke said it was kind of like 
peeling an onion after that. See-
ing successful results post-pasteur-
ization, the company kept moving 
closer and closer to the sampling 
of raw milk.

“Once we started looking at 
the raw milk side of things, what 
was moving into the milk silos, we 
asked ourselves, why are we stop-
ping there? Why aren’t we looking 
at farm?”

QualiTru identified eight key 
critical control point (CCP) areas, 
from the raw milk coming off the 
line to silo to milk hauler, where 
they could diagnose the condition 
and quality of the milk. 

“The dairy market really pushed 
our business in that direction. Say-
ing to us, here are the sampling 
needs we have. Here are all the 
issues we have with microbiology. 
Here are some of the contaminants 
we are finding in the finished prod-
uct. Here are the problems we are 
finding when trying to get a truly 
representative sample,” Bigalke 
said. “We continue to adapt the 
way we collect samples, to meet 
the challenges of the industry.” 

QualiTru’s TruStream Septum 
is a multi-channel food-contact 
grade-material that fits in the com-
pany’s sanitary port, facilitating the 
collection of milk samples. 

The septum features either a 7- 
or 12-needle guide, that provides 
discrete samples to be drawn asep-

tically and segregated for analysis, 
mitigating the risk of contaminat-
ing the sample during collection,  
and increasing the specificity of a 
comprehensive processing moni-
toring system rather than relying 
on final product testing.

Upon entering the 
milk processing facility, 
ports before and after 
each piece of equipment 
from milk tanker truck 
sampling to packaging 
diagnose system quality 
and efficiency.

“Understanding the 
product at the beginning 
provides the data we 
need at the end. For instance, if we 
are losing fat, we can grab a repre-
sentative sample in the process and 
find out where the fat is being lost 
and rectify the problem.”

QualiTru systems are easily used 
at critical control points through-
out the dairy processing plant to 
monitor the process and the system 
may be used to inoculate, as well. 

“A sanitary tank port may 
be installed on the exterior of a  
cheese culture tank,” Bigalke said. 
“This allows access to inoculate the 
milk with cultures while keeping 
the process closed to the environ-
ment, further mitigating the risk 
of unwanted microorganisms and 
bacteriophage entering the tank 
and contaminating the product.”

The company’s equipment and 
expertise for aseptic and truly rep-
resentative sampling provide the 
highest levels of assurance for 
achieving product quality, safety, 
public health and business goals.

“Our systems helps our custom-
ers with national brands build con-
sistency in their products,” Bigalke 
said. “No matter where the prod-
uct is made, West Coast or East 
Coast, the data collected is used 
to centralize flavor, quality, food 
safety and consistency.”

QualiTru systems are used in 
over 1,000 US dairy processing 
plants and dairy farms, as well as in 
facilities in more than 30 countries 
worldwide, including dairy farms,  
milk tanker trucks, and fluid and  
milk processing operations, as well 
as whey utilizers. 

“About a third of our business 
is on the farm side,” Bigalke said. 
“We continue to see a lot of growth 
there. As we expand into the dif-
ferent applications, we are finding 
more areas where we can bring our 
expertise and science.”

QualiTru has the distinction 
of being the only inline aseptic 
sampling system to be cited in 
the FDA’s Grade “A” Pasteuriza-
tion Milk Ordinance (PMO), as 
approved for the required col-
lection of representative samples 
directly from farm bulk tanks or 
silos prior to the milk being trans-
ported for processing.

How It All Began 40 Years Ago
Ned Galloway of Galloway Com-
pany in Neenah, WI, invented 

the aseptic sampling system to 
improve product quality in his 
family-owned Wisconsin dairy pro-
cessing plant. 
 Subsequently, Darrell Bigalke 
reached a manufacturing and mar-
keting with Galloway to make 

the sampling system more widely 
available.

Drawing from his knowledge 
of the dynamics of microbial con-
tamination, Darrell Bigalke played 
a central role in helping shape the 
establishment and adoption of new 
sampling and testing procedures in 
the industry, said Anne Bigalke, 
Darrell’s daughter.

A salmonella outbreak in 1985 
that sickened over 1,500 people 
and a listeria outbreak in Califor-
nia which sickened over 85 people 
were the impetuses for the indus-
try and regulators to take action to 
establish more stringent standards 
and greater consumer protection 
against such bacterial outbreaks.

“He and the regulatory bod-
ies, and to some extent, the dairy 
industry, all shared the goal to ini-
tiate process monitoring measures 
to reduce those kind of outbreaks,” 
Bigalke said.

Darrell Bigalke, along with 
long-time customer service repre-
sentative, Gwen Raddatz, focused 
the new company, Quality Man-
agement Inc. (QMI), on the sin-
gular mission of promoting aseptic 
sampling and testing to achieve 
effective process monitoring for 
the dairy industry, extending far 
beyond final product testing. 

Darrell Bigalke stepped down 
from day-to-day responsibilities at 
QualiTru in 2019. 

Recently the company hired Ian 
G. Davis as the company’s CEO. 
The company also hired Barbara 
Grayes as vice president of sales, 
and Scott Larson, vice president of 
operations and supply chain.

The company recently doubled 
the size of its Oakdale, MN, head-
quarters and warehouse to effec-
tively and efficiently serve the 
thousands of dairy farms, haulers 
and food processing plants around 
the world that are wrestling with 
the demands of the rapidly evolv-
ing food and dairy production 
environment.

“As we begin to celebrate 40 
years, we can also review what 
we’ve accomplished and prepare 
for the next 40 years,” said Anne 
Bigalke. “It’s an exciting time to 
be here.”

For more details on QualiTru 
products, visit www.qualitru.com.

1-800-826-8302   •   nelsonjameson.com
sales@nelsonjameson.com
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F R O M  M I L K  T O  C H E E S E
ALPMA-SULBANA brining systems

 For all cheese sizes

 Fully automated - minimal manual labor

 Automatic rack transport with no overhead crane

 Cheese is mechanically guided and pushed in & out of the system

 Hygienic and sturdy design

 Brine racks easily removable for 
cleaning and inspection

 Fully passivated before delivery

Technology for Processing | Cheese-Making | Cutting | Packaging

For more information, visit www.alpma.com

June Dairy Trade
(Continued from p. 1)

Panama, 18.4 million pounds, up 
95 percent; Canada, 13.6 million-
pounds, up 3 percent; Saudi  Ara-
bia, 13.3 million pounds, up 31 
percent; Dominican Republic, 12.3 
million pounds, up 42; Chile, 12.2 
million pounds, down 21 percent; 
Guatemala, 12.1 million pounds, 
up 17 percent; and Honduras, 10.1 
million pounds, up 44 percent.

Nonfat dry milk exports totaled 
152.6 million pounds, down 14 
percent from June 2021. NDM 
exports during the first half of 
2022 totaled 939.5 million pounds, 
down 8 percent from the first half 
of 2021.

Exports of dry whey totaled 41.0 
million pounds, up 7 percent from 
June 2021. Dry when exports dur-
ing the January-June period totaled 
217.0 million pounds, down 18 
percent from the same period last 
year.

Whey protein concentrate 
exports totaled 35.9 million 
pounds, up 43 percent from June 
2021. WPC exports during the first 
six months totaled 184.4 million 
pounds, up 18 percent from the 
first six months of last year.

Lactose exports totaled 91.8 
million pounds, up 22 percent 
from June 2021. Lactose exports 
during the first half of 2022 totaled 
487.3 million pounds, up 12 per-
cent from the first half of 2021.

Butter exports during June 
totaled 13.0 million pounds, up 

63 percent from June 2021. Dur-
ing the first six months of 2022, 
butter exports totaled 64.2 million 
pounds, up 25 percent from the 
first six months of 2021.

June ice cream exports totaled 
15.3 million pounds, up 5 percent 
from June 2021. Ice cream exports 
during the January-June period 
totaled 86.3 million pounds, down 
1 percent from a year earlier.

Cheese Import Volume, Value Fall
US cheese exports totaled 37.4 
million pounds, down 5 percent 
from June 2021. The value of those 
imports, $138.8 million, was down 
3 percent.

Cheese imports during the first 
six months of this year totaled 
194.0 million pounds, up 3 percent 
from the first six months of last 
year. The value of those imports, 
$725.2 million, was up 9 percent.

Leading sources of US cheese 
imports during the first half, on a 
volume basis, with comparisons to 
the first half of 2021, were:

Italy: 42.5 million pounds, up 
11 percent.

France: 23.2 million pounds, up 
25 percent.

Netherlands: 15.9 million 
pounds, down 4 percent.

Ireland: 9.7 million pounds, 
down 5 percent.

Spain: 9.6 million pounds, up 6 
percent.

Switzerland: 8.8 million 
pounds, down 9 percent.

United Kingdom: 8.4 million 
pounds, up 30 percent.

Mexico: 7.3 million pounds, up 
54 percent.

Greece: 7.1 million pounds, up 
5 percent.

Butter Exports Decline
June imports of butter and other 
butterfat-based products totaled 
11.7 million pounds, down 17 
percent from June 2021. Butter 
imports during June totaled 7.7 
million pounds, down 23 percent 
from a year earlier.

During the first half of 2022, 
imports of butter and other but-
terfat-based products totaled 67.4 
million pounds, up 15 percent 
from the first half of 2021. Butter 
imports during that period totaled 
45.9 million pounds, up 4 percent 
from a year earlier.

Casein imports totaled 7.1 mil-
lion pounds, down 28 percent from 
June 2021. Casein imports during 

the January-June period totaled 
54.5 million pounds, up 4 percent 
from the same period last year.

Imports of caseinates totaled 4.3 
million pounds, down 15 percent 
from June 2021. Imports of casein-
ates during the first half of 2022 
totaled 24.3 million pounds, up 4 
percent from the first half of 2021.

Imports of Chapter 4 milk pro-
tein concentrates during June 
totaled 8.2 million pounds, down 
15 percent from June 2021. During 
the January-June period, imports of 
Chapter 4 MPCs totaled 47.0 mil-
lion pounds, down 13 percent from 
a year earlier.

June imports of Chapter 35 
MPCs totaled 1.2 million pounds, 
down 17 percent from June 2021. 
Imports of Chapter 35 MPCs dur-
ing the first half of 2022 totaled 
16.8 million pounds, up 163 per-
cent from the first half of 2021.
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For more information, visit www.evapdryertech.com

1805 Ridgeway Street  •  Hammond, Wisconsin 54015  USA
Tel. 715.796.2313  •  Fax. 715.796.2378
Website: www.evapdryertech.com  •  Email: info@evapdryertech.com

Featuring EDT Liquid-Activated, Retractable

CIP Spray Nozzles designed to remain in place

during production.

This value-added technology eliminates the repetitive tasks of 

installing and removing spray devices; and provides a reliable,

repeatable CIP cycle.

Give us a call. Today.

Featuring EDT Liquid-Activated, Retractable

CIP Spray Nozzles designed to remain in place

during production.

Featuring EDT Liquid-Activated, Retractable

CIP Spray Nozzles designed to remain in place

Clean-in-Place Systems
Value-Added Technology

Let’s start a dialog…
• Are you thinking about retiring?
• Do you know how to ID the ideal buyer?
• Would you like to avoid costly missteps? 
• Do you know what it takes to 

create goodwill in the marketplace?

Successful outcomes require 
preparation and a plan!

Call Bob Wolter, cheese and dairy’s 
proven mergers & acquisition advisor, at 
312.576.1811 today.

Business Brokerage Specialists in Cheese & Dairy Since 1979

Bob Wolter
312.576.1811

bwolter@cbs-global.com

TIME TO SELL YOUR BUSINESS?

Shopper Survey Finds Confusion, Lack 
Of Knowledge About Plant-Based Foods
Washington—Shopper feedback 
indicates confusion about plant-
based foods and beverages and a 
lack of knowledge about key attri-
butes of these options, according to 
the inaugural Power of Plant-based 
Foods and Beverages 2022 report, 
which was released by FMI-The 
Food Industry Association.

Insights for the report are based 
on a consumer survey, consumer 
interviews, digital consumer eth-
nography, retail and manufacturer 
interviews and sales-data review.

The consumer confusion isn’t 
necessarily surprising, given the 
evolving nature of this topic and 
absence of widely accepted defini-

tions for these categories, the study 
pointed out.

Many shoppers (42 percent) 
responding to FMI’s survey put 
either a lot or some effort into 
selecting plant-based options. 
Those who regularly eat animal 
product alternatives (43 percent 
of shoppers) are more likely to 
put additional effort into selecting 
plant-based foods and beverages.

Members of younger genera-
tions, particularly Millennials (25 
percent a lot, 37 percent some) 
show a greater inclination than 
Gen X and Baby Boomers to say 
they put more effort into selecting 
plant-based foods and beverages.

Shoppers were asked if they 
regularly, occasionally, or just tried 
eating five categories of animal 
product alternatives. Dairy milk 
alternatives (24 percent) or dairy 
product alternatives (21 percent) 
lead the way as they are consumed 
regularly by a little more than two 
in 10 shoppers, with another quar-
ter of shoppers (26 percent, 24 
percent) occasionally consuming 
these dairy alternatives.

Slightly fewer shoppers reguarly 
consume the meat alternatives, 
with also another quarter of shop-
pers consuming them occasionally. 
Plant-based seafood alternatives 
are consumed regularly by 12 per-
cent of shoppers and by another 17 
percent occasionally.

Across these five categories, 43 
percent of shoppers report they are 
regular consumers of at least one of 
these animal product alternatives. 
Another 39 percent of all shoppers 
have just tried or only occasion-
ally buy these products. This leaves 
about one in five shoppers (18 per-
cent) who have not yet tried these 
animal product alternatives.

“More than 40 percent of shop-
pers at least occasionally eat a 
meat, dairy or seafood alternative, 
but dairy alternative sales are more 
than twice those of meat alterna-
tives,” noted Steve Markenson, 
director of research and insights 
for FMI. 

The research also looked at how a 
number of factors drive trial among 
regular or occasional users in four 
alternatives categories. Those cat-
egories are dairy milk alternatives, 
veggie-based meat alternatives 
(with beans/veg/grains), look-alike 
meat alternatives (with isolated 
protein/starch), and seafood alter-
natives.

Health rose to the top of the 
rankings in importance but varied 
by category. Some 45 percent said 
nutrition/health was a driver in 

the veggie-based meat/poultry cat-
egory, compared to 38 percent for 
the look-alike meat/poultry alter-
natives and 36 percent for dairy 
milk alternatives. And 27 percent 
cited health as a reason for trying 
seafood alternatives.

Taste is a primary driver of pur-
chase behavior, and is of major 
importance to about a third of 
consumers in choosing to try these 
foods. Allergies and intolerances 
are more prominent as a factor for 
those choosing dairy milk alterna-
tives.

Curiosity is a major factor in 
trying these foods, which reflects 
the experimental side of shopper 
behaviors. 

The influences of friends and 
family represent a crucial factor 
in the decisions of shoppers to try 
these products, FMI noted.

Being better for the planet influ-
ences some shoppers to try plant-
based foods, particularly meat 
alternatives. 

Affordability isn’t a big catalyst 
for purchasing, except to some 
extent for seafood.

“Our ethnographic research 
suggests consumers are seeking out 
plant-based foods and beverages 
primarily for both taste and nutri-
tion,” said Krystal Register, FMI’s 
senior director for health and well-
being. 

For more information, visit www.cbs-global.com

Umhoefer
Continued from p 4

Successful communication and 
partnership have resulted in an 
abundance of milk in Idaho. “These 
dairymen are amazing,” one pro-
cessor stated. “They’ve got genom-
ics and feeding and cross breeding 
dialed in. We’re never below 4.1 
percent milkfat, even in the hot 
summer months. They can make 
milk and solids like never before.”

Across the state, milk buyers 
have moved to production caps 
and base/overbase programs on 
milk production. A cooperative 
milk buyer believes dairy exports 
are an important part of Idaho’s 
future. “Exports will become key 
to utilizing the milk available here. 
The Idaho model for negotiating 
milk prices makes more sense for 
offering stable prices for export 
customers.”

While dairy organizations like 
Wisconsin Cheese Makers Asso-
ciation wrestle with reform ideas 
for milk pricing and pooling in 
federal milk marketing orders, the 
free-market milk buyers in Idaho 
are busy managing growth. 

“Our relationship with our pro-
ducers is very strong in Idaho,” 
one major buyer concluded. “The 
simplicity, the transparency in our 
pricing is appreciated. We can talk 
with every producer about our pro-
gram. We may disagree, but we can 
talk openly, and we keep moving 
forward.” JU
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USDA Buys Fluid Milk, UHT, Evaporated 
Milk For Delivery Through December
Washington—The US Depart-
ment (USDA) last Friday 
announced the purchase of a 
total of 2,087,100 containers of 
fluid milk for delivery from Oct. 3 
through Dec. 28, 2022.

The purchases include 205,200 
gallons and 364,500 half-gallons 
of 1 percent milk; 327,600 gal-
lons and 324,000 half-gallons of 2 
percent milk; 147,600 gallons and 
89,100 half-gallons of skim milk; 
and 183,600 gallons and 445,500 
half-gallons of whole milk.

The total price of the fluid milk 
purchases is $5,515,044.97.

A total of 24 truckloads (61,200 
gallons and 56,700 half-gallons)  
received no bids. 

Also, a total of 10 truckloads 
(36,000 gallons) were not awarded 
due to price considerations.

Contracts were awarded to:
Aggrigator, Inc.: 83,700 con-

tainers of fluid milk, at a total price 
of $219,838.65.

Dairy Farmers of America 
(DFA): 18,900 containers of milk, 
at a total price of $57,920.40.

DFA Dairy Brands Fluid, 
LLC: 265,500 containers of milk, 
at a total price of $778,418.55.

Foster Dairy Farms:135,900 
containers of milk, at a total price 
of $273,888.00.

GH Dairy, Ontario, CA: 
111,600 containers of milk, at a 
total price of $276,377.04.

GH Dairy, El Paso, TX: 10,800 
containers of milk, at a total price 
of $34,650.00.

GH Dairy, Ontario, CA, 
116,100 containers of milk, at a 
total price of $278,682.84.

GH Dairy, El Paso, TX: 3,600 
containers, at a price of $10,620.00.

Hiland Dairy Foods Company, 
LLC: 287,100 containers of milk, 
at a total price of $760,167.00.

HP Hood LLC: 165,600 con-
tainers of milk, at a total price of 
$391,977.00.

Maryland and Virginia Milk 
Producers: 8,100 containers of 
milk, at a total price of $18,225.00.

Prairie Farms Dairy: 397,800 
containers of milk, at a total price 
of $1,085,653.08.

Royal Crest Dairy: 21,600 con-
tainers of milk, at a total price of 
$84,024.00.

Smith Brothers Farms: 32,400 
containers of milk, at a total price 
of $101,282.40.

Turner Dairy Farms: 27,900 
containers of milk, at a total price 
of $61,876.35.

United Dairy, Inc.: 341,100 
containers of milk, at a total price 
of $940,695.12.

Upstate Niagara Cooperative:
24,300 containers of milk, at a 
total price of $56,772.77.

USDA is also inviting offers to 
sell a total of 153,900 containers 
of fluid milk for use in federal food 
and nutrition assistance programs. 

Bids under this solicitation are 
due by 1:00 p.m. Central time on 
Friday, Aug. 12. Deliveries are to 
be made from Oct. 3 to Dec. 14, 
2022.

USDA is specifically seeking 
32,400 gallons of 1 percent milk, 
10,800 gallons of 2 percent milk, 
10,800 containers of skim milk, 
43,200 gallons of whole milk, and 
48,600 half-gallons of whole milk.

Offers must be submitted elec-
tronically via the Web-Based Sup-
ply Chain Management System 
(WBSCM). Offerors who intend 
to use more than one processing 
plant and shipping point for con-
tracts awarded under this solici-
tation, other than the processing 
plant and shipping point entered 
in their bids, may submit a list of 
their processing plants, as listed on 
the FDA Interstate Milk Shippers 
(IMS) list, and shipping points in a 
separate document to be uploaded 
in WBSCM and to be submitted 
with their bids.

Purchases will be made on an 
f.o.b. destination basis to cit-
ies on thie solicitation. Destina-
tion quantities listed are estimates 
and subject to adjustment based 

on offerings, changes in recipient 
needs, market conditions, and pro-
gram operations.

For more information on sell-
ing milk or other dairy products 
to USDA, visit www.ams.usda.gov/
selling-food.

Finally, USDA announced 
the purchase of UHT and evapo-
rated milk for delivery in Octo-
ber, November and December 
2022. Specifically, the agency 
announced awards for the pur-
chase of 11,610,000 pounds of 1 
percent UHT 1500, 12/32-fluid 
ounce boxes; 877,282.56 pounds 
of 1 percent UHT 2640, 27/8-fluid 
ounce boxes; and 111,537 pounds 
ov skim evaporated milk, 24/12-
fluid ounce cans. The total price of 
these purchases was $6,430,790.03.

Contracts were awarded to:
Diversified Foods, Inc.:

76,842.72 pounds of UHT milk, at 
a total price of $56,120.89.

Gossner Foods, Inc.:
1,845,339.84 pounds of UHT milk, 
at a total price of $1,281,478.47.

Industria Lechera de Puerto 
Rico:2,709,000 pounds of 
UHT milk, at a total price of 
$1,417,770.63.

Naturally Brand Inc.:
7,856,100 pounds of UHT milk, at 
a total price of 43,554,235.22.

O-AT-KA Milk Products 
Cooperative:111,537 pounds of 
evaporated milk, at a total price of 
$121,184.94.

For more information, visit www.vivolac.com
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For more information, visit www.bruker.com/dairy

WAITING IS OVER
TANGO. ANALYSIS TO GO.

Instant Results with FT-NIR Spectroscopy

Faster, simpler, and easier to use - with TANGO 
your NIR analysis speeds up. TANGO has 
exactly what users require of an FT-NIR 
spectrometer suitable for a food analysis lab: 
robustness, high precision and straightforward  
operator guidance. 

An intuitive user interface with touch screen 
operation makes the analysis of food 
ingredients and fi nished food available 
to everybody.

Contact us for more details: 
www.bruker.com      info.bopt.us@bruker.com

Bruker Optics
40 Manning Road
Billerica, MA 01821
Tel. +978-439-9899
Fax. +1 978-663-9177

Innovation with Integrity
A pplied Spec t roscopy

WAITING IS OVER
TANGO. ANALYSIS TO GO.

Instant Results with FT-NIR Spectroscopy

Faster, simpler, and easier to use - with TANGO 
your NIR analysis speeds up. TANGO has 
exactly what users require of an FT-NIR 
spectrometer suitable for a food analysis lab: 
robustness, high precision and straightforward  
operator guidance. 

An intuitive user interface with touch screen 
Contact us for more details: 
www.bruker.com      info.bopt.us@bruker.com

From Conveyors
to Carts

Koss has you covered.

kossindustrial.com    |    Green Bay, WI

Custom stainless steel  
    processing equipment
      for the dairy industry. 
        You dream it, we build it.

Plus parts, components, 
spares and service kits.
You need it? We’ve got it.

For more information, visit www.kossindustrial.com

PERSONNEL
STEVE SNYDER has been tapped 
as the new CEO of Schuman 
Cheese, immediately succeeding 
third-generation leader and cur-
rent CEO NEAL SCHUMAN, 
who serves as board chairman. 
Snyder most recently led White-
hall Specialties, Inc. as president 
and CEO, where he created and 
launched the company’s New-
Fields plant-based cheese divi-
sion. Before that, Snyder was 
president and COO of food safety 
company Neogen, and spent 13 
years at Cargill.  

STACY WAND of Prairie Farms 
has been elected president of the 
Wisconsin Dairy Products Asso-
ciation (WDPA) for 2023. Other 
elected officers include Sargento 
Foods’ PAUL BLACKLEY, vice 
president; JOE MILLER, Fore-
most Farms USA, treasurer; and 
JEREMY NICKELOTTI, Kwik 
Trip, secretary. Eight WDPA 
members were also approved to 
serve three-year terms, including 
DAN WILLIAMSON, Kemps; 
DAVE ROBBINS, Dairy Farm-
ers of America (DFA); ANDY 
PFISTER, Masters Gallery Foods; 
PAUL BLACKLEY, Sargento 
Foods; DAN ZASTOUPIL, 
Marathon Cheese; JERRY LIP-
PERT, Nelson-Jameson; BOB 
BERANEK, Ecolab; and GREG 
SCHEER, T.C. Jacoby.

KEVIN O’DONNELL has joined 
Dairy Farmers of America 
(DFA) as the cooperative’s new 
senior vice president, sustain-
ability. In this role, O’Donnell 
will be responsible for steering 
DFA’s sustainability activities 
and managing its environmental, 
social and governance efforts. He 
comes to DFA from FTW Ven-
tures, an early-stage venture fund 
investing in sustainability focused 
agriculture and food technology 
startups, where he served as sus-
tainability strategy advisor.

Seven members have been 
selected to serve on the National 
Fluid Milk Processor Promo-
tion Board. Six of the seven 
appointees will serve three-year 
terms, immediately to June 2025. 
The other appointee will serve 
the remaining year of a vacant 
position, effective immediately 
and expiring June 30, 2023. The 
appointed members are: LYNNE 
BOHAN, Lynnfield, MA, 
Region 1; PAT BOYLE, Dallas, 
TX, Region 4; BRAD GRUEN, 
Chicago, IL, Region 7; ROBIN 
DUBUC, Cincinnati, OH, at-
large processor, one-year term; 
and ROBERT BAKER, Atlanta, 
GA, at-large public member. 
Newly reappointed members 
are: HUGO LIZARRAGA, San 
Antonio, TX, Region 10; and
RACHEL KYLLO, St. Paul, MN, 
at-large processor.

Washington—The International 
Dairy Foods Association (IDFA) 
has welcomed 30 emerging leaders 
into the fourth installment of its 
NextGen Leadership Program.

The program is a signature 
program of IDFA’s People Strat-
egy, which  works to ensure that 
IDFA members have the knowl-
edge, tools and talent to succeed 
in a more competitive, diverse and 
inclusive future.

For the Leadership Program, 
applicants were selected based 
on their experience and scope of 
responsibility. Now in its fourth 
year, the program is designed to 
support, guide, and prepare mid- to 
senior-level professionals who are 
ready to take the next step towards 
greater leadership roles. 

The 2022-23 class includes:
Nathan Bass, Valley Queen 

Cheese; Gale Beard, Grande 
Cheese; Melissa Bischoff, Lep-
rino Foods; Corey Brower, Saputo 
Dairy USA; Brian Carden, Crys-
tal Creamery; Steven Christian-
sen, Idaho Milk Products; Rylen 
Dickey, Hilmar Cheese Company; 
Dakonya Freis, Nelson-Jameson; 
Jeff Galbraith, Continental Dairy 
Facilities, LLC; Grant Gondell, 
United Dairymen of Arizona; Erin 
Graf, Darigold; Ben Hoperich, 

Abbott Labs; Heather Krebsbach, 
Sargento Foods, Inc.; Ana Leach, 
Land O’Lakes, Inc.; Edward Lear-
oyd, Great Lakes Cheese Com-
pany; Jose Maldonado, Lala US 
Inc.; Matthew Maxson, Califor-
nia Dairies, Inc.; Ryan Murphy, 
Prairie Farms Dairy, Inc.; Mark 
Petersen, Valley Milk, LLC; Chris 
Pritchard, DairyAmerica, Inc.; 
Matthew Ryan, Hershey Cream-
ery Company; Casey Sallander, 
Kemps LLC, and Dairy Farmers of 
America; Sarah Schmidt, AMPI; 
Billie Shaffer, Glanbia Nutrition-
als; Jason Smith, Maryland & Vir-
ginia Milk Producers Cooperative 
Association, Inc.; Sean Steichen, 
Diversified Foods, Inc.; Blake 
Tangen, First District Association; 
Klazien Voogt, Columbia River 
Technologies; Jeff Wilkerson, 
Kroger Co.; and Matt Zimbric, 
Foremost Farms USA.

“IDFA and current dairy busi-
ness leaders have made it a prior-
ity to develop future leaders for 
our industry who can manage 
disruption, advocate for sound 
policy, and lead with integrity,” 
said IDFA president and CEO 
Michael Dykes. 

For more information on the 
NextGen initiative, visit www.
idfa.org/nextgen-leadership.

IDFA NextGen Leadership Program 
Welcomes 30 Emerging Dairy Leaders
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UW-River Falls 
Awards Four Faculty 
Fellowships To 
Boost Dairy-Related 
Research Capacity
River Falls, WI—The University 
of Wisconsin-River Falls College 
of Agriculture, Food and Environ-
mental Sciences (CAFES) recently 
awarded four faculty research fel-
lowships to help increase dairy-
related research capacity through 
Wisconsin’s Dairy Innovation Hub 
initiative.

The selected UW-River Falls  
faculty members will tackle 
research projects in the Hub’s four 
priority areas, which are: stew-
arding land and water resources; 
enriching human health and nutri-
tion; ensuring animal health and 
welfare; and growing farm business 
and communities.

The following UW-River Falls 
faculty fellows were selected for 
funding:

Youngmi Kim, Department of 
Agricultural Engineering Tech-
nology, “Development of whey 
protein-lignin based film/coating 
materials for dairy food packag-
ing.” This project will use lignin, a 
natural plant polymer, to improve 
whey-protein film. The research 
team will also define how the film 
can be used in large-scale process-
ing facilities.

Grace Lewis, Department 
of Animal and Food Science, 
“Optimization of casein micelle 
nanoparticle formation using high 
pressure homogenization and pro-
cessing aids.” Many studies have 
looked to use casein proteins for 
the formation of nanoparticles, 
which allow for desirable applica-
tions in both the food and pharma-
ceutical industries. This research 
project aims to evaluate a model 
system with new combinations 
that include ethanol, heat, salts, 
and high-pressure homogenization.

Bob Zhiwei Zeng, Department 
of Agricultural Engineering Tech-
nology, “Efficient manure land 
application through vertical tillage 
systems: preliminary studies.” The 
goal of this preliminary project is 
to develop a viable liquid manure 
application system that maximizes 
field efficiency and crop nutrient 
availability while minimizing envi-
ronmental impacts.

Kate Creutzinger, Department 
of Animal and Food Science, 
“Characterizing the behavior and 
management of dairy cows and 
calves shortly after birth.” This 
study has two main objectives: 
investigate the disease prevalence 
and behavior after calving for cows 
and calves kept together on pas-
ture; and survey Wisconsin dairy 
farmers to characterize the man-
agement, housing, and reported 
disease rates for cows in the first 
three weeks of lactation.

Auburn, NY—The Cayuga 
County Industrial Development 
Agency (CCIDA) has been 
awarded $1.1 million through the 
Economic Development Admin-
istration’s American Rescue Plan 
Economic Adjustment Assistance 
Program.

The funds, along with $264,270 
in local investments, will be used 
to construct a new wastewater 
pumping station.

This project will create 70 jobs, 
generate $107 million in private 
investment, and will aid Cayuga 
Milk Ingredients’ 50,000-square-
foot expansion project planned for 
2023. 

The wastewater improvements 
in CCIDA’s industrial develop-

ment park will help expansions for 
both the milk processing plant and 
its neighbor, Denkavit, an animal 
feed producer.

Along with ensuring both of 
these companies can grow and 
retain jobs for Cayuga county, 
investments like these continue 
the county dairy industry’s forward 
momentum, according to  the 
CCIDA.

“These funds will be used to 
expand the capacity of the sewer 
line in the CCIDA Industrial 
Development Park, which will 
better support the existing tenants’ 
needs, as well as their anticipated 
needs for future expansions,” said 
Ray Lockwood, CCIDA Chairper-
son.

Grant To Cayuga County Agency To Help 
Cayuga Milk’s Expansion Project

The CCIDA is thankful for 
the support of US Sen. Chuck 
Schumer (D-NY) and the Central 
New York Regional Planning and 
Development Board, Lockwood 
said.

Senator Schumer explained 
that the Cayuga County Industrial 
Park’s existing wastewater infra-
structure that serves the two dairy 
processing plants is insufficient 
for their  needs, as dairy facilities 
require significantly higher capac-
ity wastewater conveyance systems 
than a typical manufacturing facil-
ity. 

But now, thanks to this EDA 
investment, Cayuga county will 
construct a new pump station and 
upgrade the existing sewage infra-
structure so that both Cayuga Milk 
Ingredients and Denkavit can pro-
ceed with their current growth 
plan.
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Front-Of-Pack Labels
(Continued from p. 1)

ers to high levels of nutrients, and 
traffic light labels that rate levels 
of nutrients as high, medium, or 
low (typically using the colors red, 
yellow, and green).

Other FOPNL formats, such as 
NutriScore or Health Star Ratings, 
do not meet these criteria because 
they are not nutrient-specific and 
interpret the overall healthfulness 
of the food as opposed to the levels 
of specific nutrients, according to 
the petition.

CSPI, the food and health 
watchdog group, was joined by the 
Association of SNAP Nutrition 
Education Administrators and the 

Association of State Public Health 
Nutritionists in submitting the 
petition to FDA.

Current US food labeling 
requirements (i.e., the Nutri-
tion Facts label) and voluntary 
industry initiatives (i.e., Facts Up 
Front) “are insufficient to promote 
healthy diets,” the petition noted. 
The Nutrition Facts label has low 
utilization, and experimental stud-
ies find that Facts Up Front does 
not adequately inform consumers 
or influence their food choices.

By contrast, “experimental and 
real-world evidence shows that 
interpretive FOPNL can improve 
consumer understanding and 
encourage healthier diets,” the 
petition stated. 

In experimental studies, nutri-
ent warnings (which identify foods 
as containing high levels of over-
consumed nutrients like added sug-
ars, sodium, and saturated fat) and 
traffic light labels (which identify 
foods as containing high, medium, 
or low levels of overconsumed 
nutrients) improved participants’ 
ability to identify foods with excess 
nutrients, correctly select health-
ier products and rank or compare 
products according to healthiness, 
assess nutrient levels, and compare 
product healthfulness, compared to 
Nutrition Facts labels alone, the 
petition continued.

Dozens of countries have already 
implemented interpretive FOPNL 
to supplement previous nutrition 
labeling requirements, but the US 
has not yet adopted a government-
led FOPNL policy. 

Most recently, several weeks 
ago, Canadian Health Minister 
Jean-Yves Duclos announced new 
nutrition labeling regulations for 
packaged foods that will require a 
new symbol to be displayed on the 
front of packaged foods that are 
high in saturated fat, sodium and/
or sugars. Food companies have 
until Jan. 1, 2026, to change their 
labels and comply with the new 
requirement.

CSPI first petitioned FDA to 
adopt a FOPNL system in 2006. 
That petition called for a symbol 
on the principal display panel 
that would communicate to con-
sumers the healthfulness of foods. 
Shortly thereafter, in 2007, FDA 
held a public hearing on the use of 
symbols to communicate nutrition 
information; however, the agency 
never formally responded to CSPI’s 
petition.

FDA has the statutory author-
ity to require interpretive nutrient 
disclosures on the principal display 

panel, according to the petition. 
The Nutrition Labeling and Educa-
tion Act (NLEA) of 1990 (which 
required Nutrition Facts labels on 
packaged foods) authorizes FDA 
to require interpretive calorie and 
nutrient disclosures on the front of 
packages (described in regulation 
as the “principal display panel”).

“Shopping for healthy foods 
should be as easy as possible, and 
front-of-package nutrition labels 
have a proven track record for 
helping consumers make bet-
ter choices,” said CSPI president 
Dr. Peter G. Lurie, who served as 
associate commissioner of FDA 
during the Obama administration. 
“Clearly, this is too important to 
be left to the food industry, whose 
own efforts in this area bear more 
resemblance to marketing than to 
nutrition education.”

“Current food labels cre-
ate confusion and fail to provide 
important, useful information to 
consumers,” said US Sen. Richard 
Blumenthal (D-CT) who, with US 
Reps. Frank Pallone (D-NJ) and 
Rosa DeLauro (D-CT) and Sen. 
Cory Booker (D-NJ), among oth-
ers, have sponsored legislation 
that would require FDA to deliver 
front-of-package nutrition labeling 
to consumers. 

Clearly, this is too 
important to be left to 

the food industry, whose 
own efforts in this area 

bear more resemblance to 
marketing than to nutrition 

education.”

—Dr. Peter G. Lurie,      
Center for Science in the 

Public Interest 

“The FDA can and should take 
action to update our food labels, 
putting essential nutrition infor-
mation front-and-center and giv-
ing people the tools they need to 
make healthier choices,” Blumen-
thal added.

DeLauro supports CSPI’s peti-
tion and is urging the FDA to get 
started on a rulemaking in response. 

“Times have changed, our shop-
ping habits have changed, and the 
food industry is always changing,” 
DeLauro said. 

The Food Labeling Moderniza-
tion Act, which was introduced a 
year ago by, among others, Pallone 
and DeLauro in the House and Blu-
menthal and Booker in the Senate, 
would direct the secretary of heatlh 
and human services to establish a 
single, standard front-of-package 
nutrition labeling system for all 
food products with nutrition labels.

“Front-of-package labels are the 
future, and a welcome change that 
will better consumer knowledge 
of what is in the food they buy,” 
DeLauro said.
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DFA Acquires Two 
ESL Processing 
Facilities From 
SmithFoods
Kansas City, KS—Dairy Farmers 
of America (DFA) on Monday 
announced the acquisition of two 
extended shelf-life (ESL) process-
ing facilities from SmithFoods.

The processing plants, located 
in Richmond, IN, and Pacific, 
MO, produce a variety of extended 
shelf-life dairy and non-dairy bev-
erages, ice cream and shake mixes 
for both retail and foodservice cus-
tomers. The facilities will become 
part of the DFA Dairy Brands divi-
sion and will operate as Richmond 
Beverage Solutions and Pacific 
Dairy Solutions.

“There is increasing consumer 
interest in extended shelf-life 
dairy products, and this acquisi-
tion aligns with our strategy to 
increase commercial investments 
and expand our ownership in this 
space,” commented Pat Panko, 
executive vice president of DFA 
and president of DFA Dairy Brands 
North. 

Despite the change in owner-
ship, there will be no disruption 
in plant operations, and custom-
ers can expect the same quality 
products and level of service that 
they’re accustomed to, DFA said. 

Patent Awarded For Methods Of 
Producing Milk Proteins From Plants
Patents Also 
Awarded For In-Vitro 
Production Of Milk
Washington—The US Patent and 
Trademark Office (USPTO) this 
week awarded a patent for compoi-
sitions and methods for producing 
milk proteins in transgenic plants.

Inventors areViviane Lanquar 
and Magi El-Richani. The patent 
was assigned to Nobell Foods, Inc.

In some embodiments of this 
invention, a milk protein is stably 
expressed in a transgenic plant by 
fusing it to a stable protein, such as 
a stable mammalian, avian, plant 
or fungal protein. 

The compositions and methods 
provided in the patent allow for 
safe, sustainable and humane pro-
duction of milk proteins for com-
mercial use, such as use in food 
compositions, according to a sum-
mary of the patent.

In some embodiments, the dis-
closure provides a stably trans-
formed plant comprising in its 
genome: a recombinant DNA 
construct encoding a fusion pro-
tein, the fusion protein compris-
ing: an unstructured milk protein, 
and a structured animal protein; 
wherein the fusion protein is sta-
bly expressed in the plant in an 

recombinant fusion protein from 
the plant; optionally, separating 
the milk protein from the struc-
tured animal protein or the struc-
tured plant protein; and creating 
a food composition using the milk 
protein or the fusion protein.

Also this week, the USPTO 
awarded two patents for an inven-
tion directed to systems, compo-
sitions and methods for in-vitro 
production of milk using an array 
of mammary organoids seeded on 
tertiary-branched, resilient duct 
scaffolding. The inventor for both 
patents is Sharon Fima. The pat-
ents were assigned to Biomilk, Ltd.

Disclosed in these patents, in 
various implementations, are sys-
tems, compositions and methods 
for in-vitro production of milk using 
an array of mammary organoids. In 
other implementations, provided 
in the patent are methods for bio-

printing of biostructures having a 
predetermined three-dimensional 
structure with cells incorporated 
therein in a non-random two- and 
three-dimensional pattern.

In an exemplary implementa-
tion, provided in the patent is a 
system for in-vitro production of 
milk comprising: an array of ves-
sels, each vessel comprising a 
plurality of mammary organoids 
(MO); a nutrient supply reservoir 
operable to feed each vessel; a 
milk collection module, in com-
munication with each vessel, oper-
able to collect milk produced by 
the MO; and a central processing 
module (CPM) in communication 
with the vessels’ array, the nutri-
ent supply reservoir, and the milk 
collection module, the CPM being 
in further communication with at 
least one processor and a memory 
storage device.

amount of 1 percent or higher per 
total protein weight of soluble pro-
tein extractable from the plant.

In some embodiments, the dis-
closure provides a stably trans-
formed plant, comprising in its 
genome: a recombinant DNA 
construct encoding a fusion pro-
tein, the fusion protein comprising 
kappa casein and beta lactoglobu-
lin; wherein the fusion protein is 
stably expressed in the plant in an 
amount of 1 percent or higher per 
total protein weight of soluble pro-
tein extractable from the plant.

Also provided in the patent are 
methods for making food compo-
sitions, the methods comprising: 
expressing the recombinant fusion 
protein in a plant; extracting the 
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Ruth and Al Martin recently broke ground on Martin Warehousing’s new 100,000 square-
foot food grade storage facility. This is the company’s fourth location in Sparta, WI.

Martin Warehousing Begins 
Construction On 13th Facility

Madison, WI—Martin Ware-
housing, LLC, recently began 
construction on a new 100,000 
square-foot food grade storage 
facility in Sparta, WI.

The primary function will 
be storage of organic and non-
organic dairy products.

This will be Martin’s 13th 
warehouse across Wisconsin and 
Utah and the fourth in Sparta. 

The company also recently 
announced that Luke Martin was 
named the organization’s new 
business manager, and Shawn 
Brewer will serve in the role of 
warehouse operations manager.

“Each location is strategically 
placed near our customer base,” 
Luke Martin said. “As our custom-
ers grow, so does their demand. 
We intend to grow along with 
them.”  

Martin’s warehouses are 
located in Sparta, WI, Wilton, 
WI, La Crosse, WI, Tomah, WI, 
Kendall, WI, and St. George, UT. 

Martin’s Milk Service, Inc., 
has two trucking terminals in 
Wilton, WI, and St. George, UT. 
The company owns 200 tractors 
and 500 trailers.

“Having the ability to truck 
and house our customers’ prod-
ucts puts us in a unique position,” 
Martin said. “We build partner-
ships with our customers that are 
mutually beneficial.”

Martin’s Milk Service and 
Martin Warehousing are affili-
ated with MBM Logistics located 
in Winona, MN, and Martin’s 
Refrigerated Express of Wilton 
WI, St. George UT, and Lafayette 
IN. Both are brokerage compa-
nies that arrange transportation.

“We are approaching 1 mil-
lion square feet of total ware-
house space,” Martin said. “We 
are strong in the dairy industry. 
A large percentage of the space is 
devoted to dairy - cheese, butter, 
powders, you name it.”

On the cheese side, the com-
pany stores 640- and 40-pound 
blocks, 500-pound barrels, Par-
mesan wheels and cut products 
such as slices and shreds. 

In 2019, Martin Warehousing, 
completed construction of its sec-
ond location in St. George, UT, 
that services the western region. 

Mark Foley has been with Mar-
tin Warehousing for the past 17 
years overseeing the trucking and 
warehousing operations in Utah. 

The company was started in 
1932 by Vern Martin. Luke Mar-
tin is the fourth generation of 
this family-owned and operated 
business. Luke’s grandfather, Al, 
is the owner/president and father, 
Dave, is COO. 

For details on Martin Ware-
housing or Martin Milk Service, 
visit www.martinmilk.com.

1933 Cofrin Drive  Green Bay, WI 54302          Ben@fiberglasssolutions.us
920.468.6261                                                                www.fiberglasssolutions.us
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● Fiberglass Tanks
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● Spray Systems
● Brine Tank Ladders & Covers
● Refurbish & Repairs
● Solutions through Fiberglass

For more information, visit www.fiberglasssolutions.us

Organic Valley, 
Planet To Extend 
Pilot Using Satellite 
Tech To Measure 
Pasture Health
San Francisco, CA—Planet Labs 
PBC recently announced the com-
pletion of a successful pilot pro-
gram with Organic Valley to utilize 
satellite technology to measure 
pasture health on dairy farms.

By using Planet’s near-daily 
satellite images, farmers accessed 
reports to improve their use of 
pastures and herd nutrition, and 
to contribute to sustainable agri-
cultural practices like regenerative 
rotational grazing, Planet reported. 

The pilot program started with 
20 farms and, after a successful 
implementation, Planet’s satel-
lite insights are being extended to 
about 100 Organic Valley farms 
this year. 

After proof of scale, the program 
will be offered to Organic Valley’s 
entire membership.

Traditional on-the-ground prac-
tices of monitoring the quantity of 
pasture vegetation is time-consum-
ing and labor-intensive, but Planet 
said its satellite-enabled datas-
ets now support a more efficient 
monitoring system, saving time 
and money for farmers. Organic 
Valley estimates its farmers will be 

able to capture at least a 20 per-
cent increase in pasture utilization 
through this satellite technology.

During the pilot program, 
Organic Valley worked directly 
with Planet’s Professional Services 
team to develop a tool that uses 
Planet’s Data and Orders APIs to 
select and order farm-level satel-
lite imagery. From these images, 
Organic Valley generates pasture 
reports for its farmers that support 
data, including NDVI metrics, a 
technique for measuring vegeta-
tion presence and health. 

The pasture reports provide 
pixel-level detail, allowing farm-
ers to identify trouble spots due to 
overgrazing and excessively wet or 
dry conditions.

“Our goals are to support our 
farmers, helping them raise happy 
cows and continuously improve 
their farm ecosystems, and with 
Planet’s highly accessible satel-
lite datasets, we have been able to 
advance these goals,” said Lessica 
Luhning, Organic Valley senior 
sustainability manager.

“People don’t always realize how 
using data captured from space 
could support farming initiatives 
at any scale. Our relationship with 
Organic Valley is very compelling, 
as we work in tandem to build 
tailored solutions for each unique 
farm operation,” said Misty Tucker, 
Planet’s global agriculture industry 
principal.
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Farm Bureau Plans Industry-Wide 
Federal Order Forum For Oct. 14-16
Washington—Prompted by a call 
from US Secretary of Agriculture 
Tom Vilsack to get as many dairy 
people involved as possible in one 
room to discuss solutions to federal 
milk marketing order (FMMO) 
shortcomings, the American Farm 
Bureau Federation (AFBF) is host-
ing a forum Oct. 14-16, 2022, in 
Kansas City, MO.

“Meaningful changes to the 
FMMO system are long overdue,” 
said Zippy Duvall, AFBF’s presi-
dent. “Even before the COVID-19 
pandemic highlighted how volatile 
milk prices and outdated milk pric-
ing and pooling provisions were 
harming dairy farmers, it was clear 
the FMMO system needs modern-
izing to address consolidation in 
the processing business, shifting 
consumer preferences and fluctu-
ating trade demands.”

The forum will open Friday 
afternoon, Oct. 14, with welcome 
remarks from Duvall and an invited 
guest. That will be a followed by a 
panel session on “Origins and Pur-
poses of Federal Milk Marketing 
Orders.” The first speaker will be 
Dana Coale, deputy administrator, 
USDA, Agricultural Marketing 
Service, Dairy Programs.

Following Coale will be round-
table discussions featuring dairy 
farmers and industry participants 
from across the supply chain, who 
will discuss topics from the panel 
session on the origins and purposes 
of federal orders.

Saturday morning will focus on 
Class I pricing issues, including, 
but not limited to, calculation of 
the Class I mover, Class I location 
adjustments, and the role of fluid 
milk in federal orders. 

The first speaker will be Joe 
Wright, president, V&W Farms, 
and president emeritus, Southeast 
Milk, Inc. Following Wright will 
be a roundtable discussion on Class 
I pricing issues.

Saturday afternoon will focus 
on Class III and IV pricing issues, 
including, but not limited to, make 
allowance formulations and struc-
tures, yield factors, and methods of 
price discovery.

The Sunday morning sessions 
will focus on ways to simplify 
federal orders, including, but not 
limited to, standardization of milk 
checks, implications of a two-
class system and other structural 
changes.

“We hope dairy farmers and 
other leaders will join us in Kan-
sas City this fall for a productive 
industry-wide discussion on dairy 
pricing and much-needed changes 
to the FMMO system,” Duvall said.

Registration for AFBF’s forum is 
open through Sept. 22. More infor-
mation about the forum, including 
the agenda and registration and 
lodging information, is available at: 

https://na.eventscloud.com/ehome/
index.php?eventid=694686&0/.

AFBF has been focusing on 
federal order shortcomings and 
potential reforms for several 
years now. In January 2019, vot-
ing delegates to the AFBF’s 100th 
annual meeting recommended to 
the AFBF board of directors that 
the organization convene a Farm 
Bureau- and producer-led coalition 
to review methods to restructure 
and modernize the current federal 
order system. 

Following a year-long debate 
among Farm Bureau dairy farmer 
members from across the US, 
farmer and rancher delegates con-
vened at AFBF’s 101st annual 
convention  in early 2020 to adopt 

policies to guide the organization’s 
work to improve federal dairy pol-
icy and milk pricing provisions. 
Farm Bureau’s federal order poli-
cies adopted in 2020 include:

—Give dairy farmers an oppor-
tunity to cast an individual and 
confidential ballot during the fed-
eral order ballot casting process.

—Enhance price discovery by 
expanding mandatory price report-
ing to include the wholesale sales 
prices of more finished dairy prod-
ucts.

—Improve federal orders by 
adopting more uniform milk pric-
ing rules across the US; enhance 
the ability of farmers and proces-
sors to share risk and processing 
costs through flexible make allow-
ances; and improve efficiency 
through more robust performance 
standards and an elimination of 
transportation subsidies.

Although federal orders have 
been a pillar of the dairy industry 
for more than 80 years, outside of 
the 2018 farm bill, the program has 
not undergone substantial change 
in almost two decades, Farm 
Bureau noted. The organization is 
concerned about the large imbal-
ances in the pricing and pooling of 
milk, which it says have recently 
cost dairy farmers hundreds of mil-
lions of dollars. 

An AFBF working group 
released a final report more than 
two years ago that looks at a num-
ber of priorities, principles and pol-
icy considerations for federal order 
reforms. AFBF has also published a 
number of background reports on 
federal order issues. 

More information is available 
at: https://www.fb.org/issues/farm-
policy/federal-milk-marketing-order-
reform/.
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Free Flow® XF is the cheese anti-caking technology that eliminates gas �ushing. Now 
there’s no need for nitrogen gas, equipment and maintenance. And there’s no CO2
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Bel Acquires Majority Stake In Chinese 
Cheese Company To Accelerate Growth
Bel Also Agrees 
To Sell Stake In 
Morocco’s Safilait
Suresnes, France—Bel Group on 
Monday announced the closure 
of the acquisition of 70 percent of 
Shandong Junjun Cheese’s share 
capital.

This controlling stake enables 
Bel to open a new phase in its 
international expansion strategy 
and strengthens the company’s 
growth ambitions with state-of-
the-art manufacturing and innova-
tion capabilities in China, Bel said.

Shandong Junjun Cheese is 
based in northeastern China, in the 
fourth-largest milk producing area 
nationwide, and primarily operates 
as a co-manufacturer with strong 
financial, industrial, and R&D 
capabilities, Bel noted. Founded in 
2017 by a team of dairy experts, 
Shandon Junjun Cheese’s portfolio 
of products is comprised of a large 
range of cheeses which achieved 
over a 100 percent annual growth 

since 2018. Bel’s acquisition also 
includes the required authoriza-
tions and licenses to operate Shan-
dong Junjun Cheese’s factory.

“With the acquisition of 
majority stake in Shandong Jun-
jun Cheese, we are pursuing our 
growth strategy by expanding our 
product portfolio and strengthen-
ing our manufacturing footprint,” 
said Bel Group CEO Cecile Beliot.  

“We have chosen Shandong Jun-
jun Cheese, a company with huge 
industrial capabilities and innova-
tion potential,” Beliot continued. 
“This will enable us to increase our 
scale on the Chinese market and 
compete for leadership. We warmly 
welcome the more than 300 Shan-
dong Junjun Cheese employees to 
the Bel Group and look forward 
to successfully developing our posi-
tion together.”

“Partnering with Bel immedi-
ately appealed to us as a win-win 
approach, with a culture close to 
ours and strong synergies,” said 
Zhao Lu, founder of Shandong 
Junjun Cheese. “With over 150 

years of experience in cheese, Bel 
will enable the further develop-
ment of Shandong Junjun Cheese 
by strengthening R&D and pro-
duction capabilities. Meanwhile, 
our company will help accelerate 
the deployment of Bel branded 
products in China through its 
state-of-the-art R&D and pro-
duction facilities, supported by a 
strong team of experts and entre-
preneurs.”

Bel has been present in China 
in the cheese category for 15 years 
with some of its global brands such 
as The Laughing Cow, Kiri and 
Mini BabyBel. Bel entered China’s 
yogurt category in 2018.

Meanwhile, Bel Group and Pol-
mlek recently announced that they 
have signed an agreement to sell 
Bel’s stake in Safilait, part of Bel’s 
activities in Morocco, and the Tar-
mast farm which supplies Safilait. 

Bel has been present in the 
Moroccan market for five decades. 
It is a key market for Bel, in which  
the group has increased its invest-
ments, including in its state-of-
the-art Tangier factory, and where 
it will continue to invest.

In 2015, Bel expanded its offer 
in Morocco by acquiring Safilait, a 

dairy company specializing in the 
processing, packaging and sale of 
fresh milk, UHT milk and fresh 
dairy products. 

Since then, Bel Group has 
supported Safilait to develop its 
products and activities, and has 
invested in the company’s Moroc-
can production facility.

Given its international ambi-
tion and strong expertise in the 
fresh dairy segment, Polmlek will 
be mobilized to pursue Safilait’s 
development and growth achieved 
under Bel’s ownership, according 
to the announcement. 

The Bel Group said it is com-
mitted to a smooth transtion and 
will ensure a harmonious takeover 
by Polmlek for all stakeholders 
involved.

Polmlek is a major player in the 
Polish dairy market and is described 
as the largest privately owned dairy 
group in Poland. 

The company, founded in 1994, 
currently operates 13 specialized 
dairy plants throughout Poland, it 
was announced. 

“The transaction will enable 
Polmlek International to imple-
ment a long-term plan of foreign 
expansion by establishing a foot-
print in the Moroccan market, 
with a well-established household 
brand, a solid asset base, and an 
experienced management team,” 
Polmlek’s CEO commented.

Emmi Sells Its 25% 
Stake In Italy’s 
Ambrosi To Lactalis
Lucerne, Switzerland—Emmi 
is selling its 25 percent stake in 
Italian cheese specialist Ambrosi 
SpA to the Lactalis Group, Emmi 
announced Monday.

The 25 percent stake in Ambrosi, 
which Emmi had acquired in 2007, 
was aimed at achieving joint inter-
national growth in several selected 
countries in the specialty and 
premium cheeses segment. Both 
partners now have structures of 
their own outside their domestic 
market and are well-positioned for 
future growth, according to the 
announcement.

“Italian cheese classics such as 
Parmigiano Reggiano and Grana 
Padano have been the ideal addi-
tion to our high-quality traditional 
range of Swiss cheese specialties, 
but are no longer part of our core 
range,” said Urs Riedener, CEO of 
the Emmi Group. 

In line with Emmi’s successful 
business development over recent 
years, there is also increased inter-
est in Ambrosi from other market 
participants, Emmi noted. Against 
this backdrop and having achieved 
the goals set, the majority share-
holders of the Italian cheese spe-
cialist and Emmi have accepted 
the purchase offer from the Lactalis 
Group.
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For more information, visit www.epiplastics.com
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Post-pasteurization contaminations increase 
the potential for pathogenic bacteria, which 
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Schreiber Foods, Chobani Among Firms 
Joining Farm Powered Alliance
Boston, MA—Schreiber Foods, 
Chobani, Polar Beverages, Hil-
lebrand and Kikkoman Foods are 
the latest food and beverage com-
panies to join the Farm Powered 
Strategic Alliance (FPSA), a col-
laborative movement to boost food 
waste reduction and recycling, and 
expand renewable energy produc-
tion across the US.

The Alliance, founded in 2020 
by Unilever, Dairy Farmers of 
America, Starbucks and Vanguard 
Renewables, aims to avoid or elim-
inate food waste first and repur-
pose what can’t be eliminated into 
renewable energy via farm-based 
anaerobic digesters.

Based in Green Bay, WI, Sch-
reiber Foods has plants worldwide, 
and has made sustainability at 
home and abroad a strategic opera-
tional focus. 

The company has committed 
to: reducing Scope 1 and Scope 2 
greenhouse gas (GHG) emissions 
by 27 percent; pledged to reduce 
Scope 3 GHG emissions by 30 
percent by 2030; and reduce the 
amount of water, electricity, and 
the fuel used to power its opera-
tions year over year.

Chobani, headquartered in Nor-
wich, NY, and with plants in New 
York state and Idaho, is best known 
as the number one yogurt brand in 
the US, and makes numerous dairy 
and plant-based products. 

Chobani’s sustainability goals 
include: continuously find ways 
to reduce carbon emissions; be 
responsible stewards of water and 
other natural resources needed 
in food production; minimize the 
amount of waste that is sent to 
landfills; use recyclable materials 
across all product packaging; and 
source high-priority ingredients 
from sustainable sources.

“We are creating a food system 
for the future, with a purpose to 
improve the world around us,” said 
Mark Broadhurst, vice president, 
impact and advocacy, Chobani. 
“We are also deeply committed 
to playing an active role in this 
transformation for the betterment 
of our planet, our people, and our 
communities. 

“We view our membership in 
the Alliance as a way for us to 
share our common goals and ideas 
with our partners,” Broadhurst 
continued. “We don’t just want 
to check boxes but make a real 
and impactful difference. We are 
excited to join this Farm Powered 
movement.”

Polar Beverages, based in Mas-
sachusetts, is a leader in spar-
kling water beverages as well as a 
regional bottler for other national 
brands. Polar recycles the waste-
water from its manufacturing pro-
cess at one of Vanguard’s six New 
England Farm Powered anaerobic 
digesters located on generational 
dairy farms. 

Also, Polar Beverages has pur-
chased renewable energy generated 
from Vanguard’s Farm Powered 
process to power its manufacturing 
facility in Worcester, MA, since 
2015.

As a result, Polar has a truly 
circular approach to its waste and 
energy management.

“If you’re reckless with natural 
resources it’s very expensive. What 
Vanguard Renewables is doing, it’s 
just spectacular. They’re combin-
ing food waste with cow waste and 
they’re gathering all this methane 
and they’re generating power. We 
couldn’t be more thrilled to join 
the FPSA and further our com-
mitment to being stewards of the 
environment,” said Chris Crow-

ley, executive vice president, Polar 
Beverages.

Hillebrand is a leader in the 
global beverage logistics indus-
try specializing in beer, wine, and 
distilled spirits. As a shipping and 
logistics company, Hillebrand has 
a unique perspective on environ-
mental impact, from its carbon 
footprint to the containers it uses 
to ship bulk liquid around the 
world.

Hillebrand also works to provide 
its customers with environmental 
impact metrics so they can better 
understand their carbon footprint 
and look for ways to reduce their 
emissions. Also, the company’s 
US-based EcoBev service has 
helped beverage partners recycle 
their unsaleable products into bio-
fuel. This was a vital service for 
brewers in the aftermath of the 
pandemic lockdown, with millions 
of gallons of draft beer trapped in 
retail or various stages of the sup-
ply chain.

“When I learned about the 
Farm Powered Strategic Alliance 
from founding member, Vanguard 
Renewables, it became very clear 
we needed to participate in this 
alliance. For our customers, this is 
a way to facilitate lowering their 
carbon footprint and moving their 
sustainability goals forward when 
waste is unavoidable,” said Malaina 
Hudson, Hillebrand’s director of 
supply chain services.

Somerdale Adds 
New Flavors To Irish 
Claddagh Bó Line
Somerset, England—Somerdale 
International has launched a new 
extension of its Claddagh Bó Irish 
Cheddar for both retail and food-
service customers.

Building on Somerdale’s origi-
nal Claddagh Bó Irish Cheddar, 
the  range now includes Claddagh 
Bó Irish Whiskey Cheddar and 
Claddagh Bó Irish Porter Cheddar.  

Claddagh Bó Original Irish 
Cheddar is aged 12 months and 
sealed in tri-color wax. The cheese 
is packaged in 5-pound wheels, 
14-ounce truckles and 7-ounce 
packages.

All three cheeses are made by 
Old Irish Creamery in County 
Limerick. 

Claddagh Bó Irish Whiskey 
Cheddar is flavored with single 
malt Irish whiskey and sold in 
5-pound wheels.

Claddagh Bó Irish Porter Ched-
dar is washed with Irish porter 
stout, and is also available in 
5-pound wheels.

“British and Irish specialty 
cheeses are growing in popular-
ity in the States,” said Somerdale 
International director Alan Jen-
kins.

For more information, visit 
www.somerdale.com.
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Consumer Bias
Continued from p. 9

markers of sustainability.
Drake and her team took a closer 

look at what defines sustainability 
for fluid milk, keeping in mind that 
consumers consider plant-based 
alternatives as “fluid milk” as well.

“When consumers are making a 
judgement on fluid milk, it comes 
down to the source,” Drake said. 
“A dairy milk is universally con-
sidered less sustainable than any 
plant sources.”

“Consumers were able to point 
out that the coconut milk source 
was less sustainable than almonds, 
which was less sustainable than 
pea protein,” she said. 

An HDE plastic package is uni-
versally less sustainable, whereas 
a glass package is considered the 
most sustainable.

“This potentially represents a 
possible disconnect, because con-
sumers don’t understand the weight 
for transport with glass or the cost 
potential of washing, which in 
many cases makes glass not as sus-
tainable compared to other pack-
aging sources,” Drake said.

Looking at plant and dairy pow-
ders, dairy powders are once again 
considered less sustainable than 
plant-based powders. Pouches are 
likewise more sustainable than 
plastic in terms of packaging.

“However, consumers univer-
sally consider all protein powders 

mostly healthy – they’re less cer-
tain that they’re natural or sustain-
able,” Drake said.

Effective Messaging: Less 
Science, More Simple Emotion
In a subsequent study, research-
ers took a closer look at the words 
“natural,” “healthy” and “sustain-
able,” focusing specifically on dried 
dairy ingredients.

We were very excited about the  
potential for using an educational 
statement to impact consumers on 
sustainability, but “there was no 
evidence that providing consumers 
with a carefully-written and vet-
ted fact-based statement had any 
impact on consumer perception 
of the label claims for sustainable, 
healthy or natural,” Drake said.

For some consumers, each of 
these three words can be defined 
with labels associated with ethical 
treatment of animals, happy cows 
and conscious farming, she said. 

There’s also a large group of con-
sumers that associate “clean label” 
– simple ingredients and minimal 
processing – with sustainable, nat-
ural and healthy, she continued.

“Sustainable” is distinct from 
label terms “natural” and “healthy” 
in that some consumers define it 
consistently with how we as an 
industry define it, which is reduc-
tion of waste and reduction of 
environmental harm, Drake said.

Among the least-important label 
claims were certification-related 
claims or fact-based, science-based 
claims, she said. These include 
“Fair Trade Certified,” “B Corpo-
ration Certified,” and “Rainforest 
Alliance Certified Packaging.”

“Instead, the most important 
claims for a product to be consid-
ered sustainable, healthy or natu-
ral tended to be emotional claims, 
claims that are easy to read and 
simple to visualize,” Drake said. 

“Milk From 100 Percent Sus-
tainable US Farms,” “Minimally 
Processed, Grass fed & Pasture 
Raised Cows” and “Real US Dairy”  
that consumers associate with sus-
tainable, healthy and natural, she 
said. 

If we look at these two stud-
ies, we have consumer beliefs, and 
perhaps a lack of consumer infor-
mation about certain practices or 
issues as they pertain to healthy, 
natural and sustainable, Drake said.

“I have to hope at the 
end of the day, flavor 

is always going to rule 
because if the product 

doesn’t taste good, they’re 
going to force themselves 
to buy it and eat it a few 

times, but they’re not going 
to be a faithful customer.”

—MaryAnne Drake,           

North Carolina State University

“That leads us to ask what con-
sumers really know about basic 
ingredients, nutrition and pro-
cesses for dairy products,” she said.

“It’s a different perspective if 
you have to educate them or have 
them believe the things we want 
them to know about as it pertains 
to the healthiness, naturalness and 
sustainability of our own products,” 
Drake continued.

A third study of 1,200 consum-
ers found roughly 90 percent found 
“milk” to be natural and healthy. If 
a word is put in front of it such as 
“micro-filtered milk,” the product 
is perceived as less natural. This 
doesn’t negatively affect purchase 
decisions, except in the case of 
“shelf-stable.”

“Ultra pasteurized, shelf stable” 
decreases purchase intent, Drake 
said. The word “shelf stable” carries 
some connotation of things con-
sumers don’t want to see, or they’re 
mistrusting of.

Moving forward, consumers are 
responding favorably to the claim 
of “complete protein,” but are 
unfamiliar with the definition of 
“complete protein.”

While most consumers also 
expect the product to taste great 
and be reasonably priced, there’s a 
large group already priming them-
selves not to expect protein prod-
ucts to taste that good, Drake said.

“I find that a little bit alarming,” 
Drake said. “I have to hope at the 
end of the day, flavor is always 
going to rule because if the product 
doesn’t taste good, they’re going to 
force themselves to buy it and eat 
it a few times, but they’re not going 
to be a faithful customer.”

It’s something we need to think 
about in this new mind-set of 2021 
and 2022 with this huge barrage 
of pushing and promoting plant-
based products, she continued.
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Throughout the world, DR Tech’s dairy processing equipment has been used by a host of
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Irish Government Agrees To 25% Cut In  
Ag Emissions; Farm Groups Concerned
Dublin, Ireland—Ireland’s gov-
ernment agreed late last week 
to ceilings for emissions for each 
sector of the economy, including 
a ceiling for agriculture that will 
require a cut of 25 percent in its 
emissions by 2030, compared to 
2018 levels.

“This target reflects a very chal-
lenging but achievable ambition 
for the sector,” said Charlie McCo-
nalogue, Ireland’s minister for agri-
culture, food and the marine. “The 
protection and enhancement of 
our sustainable food production 
system, while ensuring that agri-
culture plays its part in climate 
change mitigation, has been a pri-
ority for this government. 

“I am confident that farmers 
will embrace this challenge and, 
as minister, I will stand full square 
behind our farmers on this jour-
ney to support them at every step,” 
McConalogue continued.”

Pat McCormack, president of 
the Irish Creamery Milk Suppli-
ers Association (ICMSA), said 
that the government’s decision 
to require a 25 percent emis-
sions reduction for agriculture 
would have wholly negative and 
predictable economic, social and 
demographic consequences for the 
massive areas of the country that 
depend on farming and food pro-
duction and represent a “sell-out” 
of Ireland’s family farm model.

“ICMSA has repeatedly stressed 
that if we are to move forwards 
together towards the new low-
emissions farming and primary food 
production now set as policy, then 
the ambitions and targets must be 
possible and achievable,” McCor-
mack said. “If the historic process 
and transition is to win the confi-
dence that will be necessary for it 
to succeed, then it simply must be 
realistic. If it is not realistic, and 
25 percent is not realistic, then the 
whole process loses all momentum, 
trust and confidence. The govern-
ment has badly let down family 
farms and their communities and 
we won’t be fobbed off by vague 
promises of future income streams. 
Our livestock industry — both 
dairy and beef — is the lifeblood of 
rural Ireland and Minister McCo-
nalogue and the three-party lead-
ers of the coalition have struck it 
at its very heart today.”

James O’Donnell, president of 
the Irish Cooperative Organiza-
tion Society (ICOS), said that 
ICOS, as the representative body 
for the cooperative movement and 
representative body for the dairy 
cooperative and livestock mart 
sectors,  recognizes the responsibil-
ity to reduce emissions to prevent 
global climate change.

“That said, the goal of reduc-
ing emissions must be balanced 
against the need to protect food 

security and the viability of our 
rural businesses and communities,” 
O’Donnell said. “The target set is 
legally binding and must be met by 
the sector. This will result in sig-
nificant change at farm and co-op 
level as a result.

“We need to be honest about 
the implications. Unfortunately, 
again we see a target established 
without a concrete plan as to 
how the target will be achieved,” 
O’Donnell continued. “The reality 
is that there isn’t a clear pathway 
to a 25 percent reduction in emis-
sions from agriculture without new 
technologies and innovation.”

According to O’Donnell, the 
odds “are stacked against agricul-

ture in its efforts to reduce emis-
sions as the current accounting 
framework for emissions is not fit 
for purpose. Farmers and the sec-
tor will not get credit for adopting 
renewable energy nor will they get 
credit for sequestration from grass-
land and hedgerows. This remains 
an unacceptable element of the 
government’s approach to climate 
change.”

Tim Cullinan, president of the 
Irish Farmers Association (IFA), 
said the government’s announce-
ment of a 25 percent cut in emis-
sions for agriculture is a potentially 
devastating blow for Irish farming 
and the rural economy.

“The government has agreed to 
a target without any pathway to 
get there or any budget to assist 
farmers to reduce emissions. They 
have no idea of the economic and 

social impact of today’s decision on 
the farming sector or rural Ireland. 
Farmers across the country will be 
rightly worried about what this 
means for their future,” Cullinan 
said.

“The implementation plan to 
achieve the target will be vital. 
I want to make it clear that any 
attempt to undermine farmers’ 
livelihoods or the viability of sec-
tor, in order to achieve these tar-
gets, will be opposed vigorously by 
the IFA,” Cullinan said. 

Dermot Kelleher, president of 
the Irish Cattle & Sheep Farmers’ 
Association, said that while farm-
ers are willing to do everything 
they can to improve sustainability 
and reduce emissions, the govern-
ment will have to step up to the 
plate and deliver the financial sup-
port that farmers need.
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Chesterton, IN—Urschel Labora-
tories, Inc., a global leader in food 
cutting technology, has officially 
acquired JIFCO Products, Inc.

The business has been renamed 
Urschel South. All previous 
JIFCO employees are now Urschel 
employees. JIFCO specializes in 
CNC machining services to pro-
duce top-quality, American-made 
parts, Urschel explained. JIFCO is 
one of the few precision machine 
shops in the manufacturing proto-
type industry.

“We welcome all of our new 
Urschel South employees into the 

Urschel family,” said Rick Urschel, 
president/CEO of Urschel Labora-
tories.

Urschel South is currently 
located on Brown Street in Val-
paraiso, IN. The business will 
remain at that 
location until 
the expansion 
at Urschel head-
quarters, slated to 
begin sometime in 
the fourth quarter, has been com-
pleted.

The plant expansion will add 
approximately 115,000 square 

feet of manufacturing space. This 
expansion will be the second-
largest construction project under-
taken by Urschel since building 
the current new campus in 2015 at 
1200 Cutting Edge Drive in Ches-
terton, IN.  Current square footage 
stands at over 410,000 square feet.

Meanwhile, new from Urschel 

Urschel Acquires JIFCO Products, Plans 
Expansion Of Manufacturing Plant

is the M VersaPro™ (MVP) next-
generation protein powerhouse. 
The 2-D dicer excels in process-
ing meat, poultry, and alternative 
proteins, the company said. The 
machine provides the best in sani-
tary design and the ultimate in ver-
satile cutting of all types of protein.

“After years of R&D, Urschel is 
proud to release the MVP. Thank 
you to all of the leading proces-
sors who shared with us their must-
have wish lists and to those who 
allowed in-plant testing,” stated 
Alan Major, Urschel’s CSO.

The MVP offers 33 percent 
increased feeding capacity versus 
the standard M6 due to wider belts, 
optimized cutting, and increased 
horsepower. The belt-fed MVP 
delivers two-dimensional dices, 
strips, or shreds from product of a 
predetermined thickness.

The MVP is designed for contin-
uous operation for uninterrupted 
production. The IP69K certified 
electrical enclosure features a dou-
ble-sealed door for extra protection 
during washdowns. The mechani-
cal zone is isolated from the prod-
uct zone to promote sanitation.

For more information on the 
MVP or other Urschel products, 
visit www.urschel.com.

Middleby Acquires 
Colussi Ermes, 
Producer Of Washing 
Systems For Dairy, 
Food Industries
Elgin, IL—The Middleby Cor-
poration recently announced the 
acquisition of Colussi Ermes, a 
global manufacturer of automated 
washing systems for the food pro-
cessing industry.

Colussi Ermes, based in Porde-
none, Italy, provides automated 
washing solutions in a number of 
food industry sectors, including 
dairy, confectionery, meat, fruit 
and vegetables, poultry and fish, as 
well as in fields such as the phar-
maceutical, hospital and logistics 
sectors.

In the dairy sector, Colussi 
Ermes’ product offerings include, 
among others, cheese block mould-
washers, rack washers, crate wash-
ers, bin and vat washers, cheese 
washing systems, conveyor belt 
and filter washers, cheese mat and 
small basket washers, bucket wash-
ers, and spin drying systems.

“The transaction makes me 
proud as it represents the acknowl-
edgment of the value of the com-
pany by a leading international 
group, created over more than 50 
years thanks to the work of all the 
people who are a fundamental part 
of Colussi Ermes,” said Giovanni 
Battista Colussi, chairman of 
Colussi Ermes. 

For more information about The 
Middleby Corporation, visit www.
middleby.com.

ProMach Acquires 
Italy’s Reepack
Covington, KY—ProMach 
recently announced that it has 
acquired Reepack, a manufacturer 
of flexible packaging machinery 
known for its vacuum chambers, 
thermoformers, tray sealers, and 
flow wrappers.

The addition of Reepack helps 
ProMach continue expanding in 
the food packaging space, ProM-
ach said. Reepack joins six other 
product brands under ProMach’s 
Flexibles & Trays business line.

Each of Reepack’s core product 
categories has a comprehensive 
range of models to address package 
styles, end-product sizes, and pro-
duction speeds, according to Pro-
Mach. Reepack’s suite of solutions 
is also complementary to another 
ProMach product brand, Ossid, an 
industry leader in tray sealing and 
overwrapping solutions for case-
ready products, weigh/price label-
ing equipment, and case scales.

As part of the acquisition,  
Newell will be promoted to senior 
vice president of tray packaging, 
appointed to oversee both Reepack 
and Ossid operations.
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Keystone®

stabilizer systems
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consistency and quality

  Plant-based options for shreds, spreads and 
blocks

  Strategically developed products to meet 
ingredient demands

  Applications for: ice cream, frozen desserts, 
cultured products and processed cheese

Cellulose Nanocrystals Found To Stop 
Growth Of Ice Crystals In Ice Cream
San Diego, CA—A form of cel-
lulose obtained from plants can be 
added to ice cream to stop crys-
tals cold, and the additive works 
better than currently used ice 
growth inhibitors in the face of 
temperature fluctuations, scientists 
reported at the spring meeting of 
the American Chemical Society 
here Sunday.

Freshly made ice cream contains 
tiny ice crystals. But during stor-
age and transport, the ice melts 
and regrows. During this recrystal-
lization process, smaller crystals 
melt, and the water diffuses to join 
larger ones, causing them to grow, 
explained Tao Wu, Ph.D., the 
project’s principal investigator. 

If the ice crystals become bigger 
than 50 micrometers, or roughly 
the diameter of a hair, the dessert 
takes on a grainy, icy texture that 
reduces consumer appeal, Wu said. 
“Controlling the formation and 
growth of ice crystals is thus the 
key to obtaining high-quality fro-
zen foods.”

One fix would be to copy 
nature’s solution.

“Some fish, insects and plants 
can survive in sub-zero tempera-
tures because they produce anti-
freeze proteins that fight the 
growth of ice crystals,” Wu said. 
But antifreeze proteins are costlier 
than gold and limited in supply, 
so they’re not practical to add to 
ice cream. Polysaccharides such as 
guar gum or locust bean gum are 
used instead. 

“But these stabilizers are not 
very effective,” Wu noted. “Their 
performance is influenced by many 
factors, including storage tempera-
ture and time, and the composition 
and concentration of other ingre-
dients. This means they sometimes 
work in one product but not in 
another.”

In addition, their mechanism of 
action is uncertain. Wu wanted to 
clarify how they work and develop 
better alternatives.

Although Wu didn’t use anti-
freeze proteins in the study, he 
drew inspiration from them. These 
proteins are amphiphilic, mean-
ing they have a hydrophilic sur-
face with an affinity for water, as 
well as a hydrophobic surface that 
repels water. 

Wu knew that nano-sized crys-
tals of cellulose are also amphi-
philic, so he figured it was worth 
checking if they could stop ice 
crystal growth in ice cream. These 
cellulose nanocrystals (CNCs) are 
extracted from the plant cell walls 
of agricultural and forestry byprod-
ucts, so they are inexpensive, 
abundant and renewable.

In a model ice cream — a 25 per-
cent sucrose solution — the CNCs 
initially had no effect, according to 
Min Li, a graduate student in Wu’s 

lab at the University of Tennes-
see. Though still small, ice crystals 
were the same size whether CNCs 
were present or not. 

But after the model ice cream 
was stored for a few hours, the 
researchers found that the CNCs 
completely shut down the growth 
of ice crystals, while the crys-
tals continued to enlarge in the 
untreated model ice cream.

The research team’s tests also 
revealed that the cellulose inhibits 
ice recrystallization through sur-
face adsorption. CNCs, like anti-
freeze proteins, appear to stick to 
the surfaces of ice crystals, prevent-
ing them from drawing together 
and fusing. 

“This completely contradicted 
the existing belief that stabiliz-
ers inhibit ice recrystallization by 
increasing viscosity, which was 
thought to slow diffusion of water 
molecules,” added Li, who pre-
sented the work at the American 
Chemical Society’s meeting.

In their latest study, the scien-
tists found that CNCs are more 
protective than current stabiliz-
ers when ice cream is exposed to 
fluctuating temperatures, such as 
when the ice cream is stored in the 
supermarket and then taken home. 

The research team also discov-
ered the additive can slow the 
melting of ice crystals, so it could 
be used to produce slow-melting 
ice cream. Other labs have shown 
the stabilizer is nontoxic at the 
levels needed in food, Wu noted, 
but the additive would require 

review by the US Food and Drug 
Administration (FDA).

With further research, CNCs 
could be used to protect the qual-
ity of other foods — such as frozen 
dough and fish — or perhaps to 
preserve cells, tissues and organs in 
biomedicine, Wu said. 

“At present, a heart must be 
transplanted within a few hours 
after being removed from a donor,” 
he explains. “But this time limit 
could be eliminated if we could 
inhibit the growth of ice crystals 
when the heart is kept at low tem-
peratures.”

The researchers acknowledged 
support and funding from the 
USDA National Institute of Food 
and Agriculture (NIFA), Agricul-
ture and Food Research Initiate 
(AFRI) project (2019-06761) and 
Hatch project (1016040).
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World Dairy Expo To Feature DATCP 
Global Dairy Symposium October 6
Madison—The Wisconsin Depart-
ment of Agriculture, Trade and 
Consumer Protection (DATCP) 
will host a Global Dairy Sympo-
sium here Thursday, Oct. 6 as part 
of World Dairy Expo at the Alliant 
Energy Center.

The symposium will be held 
from 9 a.m. until noon, with dis-
cussions on timely topics such as 
production trends, economic fluc-
tuations, supply chain challenges, 
climate change, sustainability, 
labor shortages, and trade conflicts.

Speakers will also give special 
attention to the pandemic’s effect 
on the dairy industry. Each speaker 

will provide a 30-minute presen-
tation and participate in a panel 
discussion.

The speaker lineup includes 
Krysta Harden, CEO, US Dairy 
Export Council (USDEC); Tor-
sten Hemme, president, Interna-
tional Farm Comparison Network 
(IFCN), Germany; Ad Van Velde, 
president of Global Dairy Farm-
ers, the Netherlands; and Sheryl 
Meshke, co-president and CEO, 
Associated Milk Producers, Inc. 

The event is provided at no 
cost to attendees. Registration is 
required by Sept. 30, 2022. To sign 
up, visit  www.datcp.wi.gov. 

Registration, Cheese Contest Entry 
Open For NCCIA Meeting Oct. 11-13 
Bloomington, MN—The North 
Central Cheese Industries Asso-
ciation (NCCIA) has set the date 
for its annual conference, held in 
conjunction with a special Mid-
west Dairy Research Forum.

The conference will take place 
here Oct. 11-13 at the Embassy 
Suites. 

Along with the Midwest Dairy 
Research Forum, the three-day 
event will include the annual 
cheese judging contest, cheese auc-
tion and educational sessions led 
by leaders from the academic and 
industry sectors.

The NCCIA board members are 
still fine-tuning the agenda, and 
more information will be available 
in the coming weeks.

The early registration deadline 
is Oct. 1. Cost to attend prior to 
the deadline is $200 per member 
and $230 for non-members. 

Registration includes Midwest 
Dairy Reserach Forum, full confer-
ence sessions and banquet dinner. 
Participants may also register for 
single events.

For registration details and to 
sign up online, visit www.northcen-
tralcheese.org/events.

Contest Rules, Entry Deadline
Cheese contest entries must be 
received no later than Sept. 9. To 
participate, the individual or plant 
must be a current member of North 
Central Cheese Industries Associa-
tion. Contestants may submit one 
cheese per category.

Judges will select one Grand 
Champion along with first, second 

and third place winners in each 
category. The contest will feature 
three categories: Cheddar Block, 
Barrel and Miscellaneous.

Each block entry must be a 
minimum of 40 pounds and must 
include the manufacture date.

Cheese barrel entries must con-
sist of three plugs of cheese taken 
at random with a barrel cheese 
trier. Plugs must be individually 
wrapped with aluminum foil and 
placed in a plastic bag.

Miscellaneous entries must be 
standard commercial size, and any 
type of cheese can be entered in 
this classification.

Barrel entry fees are $50. All 
other cheese entries are considered 
a donation to NCCIA and are not 
charged a fee.

Judging will take place at Bon-
gards Creameries in Bongards, 
MN. Entries must arrive no later 
than Sept. 9 and contain the man-
ufacture date, name and address of 
the contestant.

Entries should also be securely 
wrapped and packaged for safe 
delivery. Packages should be 
marked “Refrigerate: Do Not 
Freeze.” Entries can be mailed to: 
Bongards Creameries, Attn: Terry 
Simon, 13200 County Rd. 51, 
Bongards, MN 55368.

Contest winners will be recog-
nized during the NCCIA confer-
ence and auction on Wednesday, 
Oct. 12. 

For questions, contact NCCIA’s 
Susan Eschbach at (612) 968-1080 
or via email: seschbach.nccia@gmail.
com.

IMPA Conference: Aug. 11-12,  
Sun Valley Resort, Sun Valley, ID. 
See www.impaconference.com.

•
Northeast Dairy Convention: 
Aug. 17-19,  Landing Hotel & Riv-
ers Casino, Schenectady, NY. Visit 
nyscheesemakers.com/event.

•
International Whey Confer-
ence: Sept. 11-14, Hyatt Regency 
Downtown, Chicago. More details 
available online at www.adpi.org.

•
IDF World Dairy Summit: Sept. 
12-15, New Delhi, India. Check 
www.fi l-idf.org for updates.

•
ADPI Dairy Ingredients Semi-
nar:  Sept. 26-28, Hilton Beach-
front Resort, Santa Barbara, CA.  
Check www.adpi.org for updates.

•
NCCIA Annual Meeting: Oct. 
12-13, Embassy Suites Airport, 
Minneapolis, MN. Visit www.
northcentralcheese.org.

•
Dairy Products Processing & 
Packaging Innovation Con-
ference: Oct. 12-14, The Cliffs 
Resort, Shell Beach, CA. Visit 
www.dairy.calpoly.edu.

•
Pack Expo International: Oct. 
23-26, McCormick Place, Chi-
cago, IL. Visit www.packexpointer-
national.com for registration.

•
NMPF, DMI, UDIA Joint Annual 
Meeting: Oct. 24-26, Aurora, CO.  
Check www.nmpf.org for updates 
and registration information.

•
PLMA 2022 Private Label Trade 
Show: Nov. 13-15, McCormick 
Center, Chicago. Check www.
plma.com/events for information.

•
Winter Fancy Food Show: Jan. 
15-17, 2023, Las Vegas Conven-
tion Center, Las Vegas, NV. Visit 
www.specialtyfood.com.

•
Dairy Forum: Jan. 22-25,  J.W. 
Marriott Grande Lakes, Orlando, 
FL. Visit www.dairyforum.com.

•
US Championship Cheese Con-
test: Feb. 21-23, 2023, Green 
Bay, WI. Details available soon at 
www.uschampioncheese.org.

PLANNING GUIDEFDA Webinar On Food 
Facility Registration, 
Renewal Is Aug. 11
Washington—A webinar on the 
logistics of how food and dairy 
operations register or renew with 
the US Food & Drug Association 
(FDA) will be held Aug. 11.

Nicole Shokatz and Robert 
Spear from the FDA’s Center for 
Food Safety and Applied Nutrition 
(CFSAN) will lead the webinar 
and answer questions submitted 
during registration.

Shokatz and Spear will cover 
food facility registration, biennial 
renewal (FFR), and obtaining an 
acceptable unique facility identi-
fier (UFI).  

Specifically, they will cover 
which companies need to register 
or renew; how and where to regis-
ter and renew; and the benefits of 
registering your food facility.

US and foreign human and ani-
mal food facilities that are required 
to register with the FDA must 
renew their registration this year 
between Oct. 1 and Dec. 31, 2022. 

The webinar sign up deadline is 
Aug. 10. Registration is available 
online at www.fda.gov/food.

CWCBA Golf Outing 
Planned For Sept. 21 
In Marshfield, WI
Marshfield, WI——The Central 
Wisconsin Cheesemakers & But-
termakers Association is gearing 
up for its annual golf outing, set 
for Wednesday, Sept. 21 here at 
Holm’s Riveredge Golf Course.

The scramble tournament 
begins with registration at 10:30 
a.m., cookout lunch and a shotgun 
start at noon. Hole prizes will be 
awarded, followed by a reception 
and banquet at 5:30 p.m. 

Cost to attend the event is $135 
per person. For those interested in 
the banquet only, cost is $35.

A number of sponsorship oppor-
tunities are available, including a 
$135 hole recognition, funding for 
the cookout lunch, and cash dona-
tions for hole prizes.

Registration information, fees, 
and sponsorship funds should be 
sent to CWCBA, Tayt Wuethrich, 
Grassland Dairy, PO Box 160, 
Greenwood, WI 54437-0160.
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Equipment for Sale

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 
details.

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. CONTACT: Dave Lam-
bert at Great Lakes Separators,
(920) 863-3306 or e-mail drlam-
bert@dialez.net.

FOR SALE: 1500 and 1250 cream 
tanks. Like New. (800) 558-0112. 
(262) 473-3530.

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

Equipment Wanted

WANTED TO BUY: Westfalia or 
Alfa-Laval separators. Large or 
small. Old or new. Top dollar paid. 
CONTACT: Dave Lambert at Great 
Lakes Separators, (920) 863-3306 
or e-mail drlambert@dialez.net.

Replacement Parts

CRYOVAC ROTARY VALVE 

RESURFACING: Oil grooves 

measured and machined to 

proper depth as needed. Faces 

of the steel and bronze plates 

are machined to ensure perfect 

flatness. Quick turnaround. Contact 

Dave Lambert, GREAT LAKES 

SEPARATORS (GLS) at 920-863-

3306; or Rick Felchlin, MARLEY 

MACHINE, A  Division of GLS, at 

marleymachine2008@gmail.com

or call 920-676-8287.

Components, Repair

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

Trucking, Trucks

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. www.
bpmpaper.com.

Cheese Moulds, Hoops

The “Industry’s” Market Place for Products,  Services, Equipment and Supplies, Real Estate and Employee Recruitment

Cheese Moulds, Hoops

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 information.

Conversion Services

LANCASTER CHEESE 
SOLUTIONS: A  Cheese 
Conversion Company. Blocks or 

bars from 5 ounce to 10 pound. 

Located in southeast Pennsylvania. 

Call (717) 355-2949.

Warehousing & Storage

COLD STORAGE SPACE         
AVAILABLE: Sugar River Cold 
Storage in Monticello, WI. has 

space available in it’s refrigerated 

buildings. Temperature’s are 36, 35 

and 33 degrees. Sugar River Cold 

Storage is SQF Certified and works 

within your schedule. Contact Kody 

at  608-938-1377 or visit our website

www.sugarrivercoldstorage.com.

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

Walls & Ceiling

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.

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.

Cheese & Dairy Products

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

Gasket Material
for the

Dairy Industry

TC Strainer Gasket

TC Strainer Gasket440-953-8811
gmiinc@msn.com

www.gmigaskets.com

A New Product that
is officially 
accepted*
for use in Dairy 
Plants inspected  
by the USDA
under the Dairy 
Plant Survey 
Program.

*USDA Project 
Number 13377

Your Source For New & Used Dairy Processing Equipment

Ullmer’s Dairy Equipment & Fabrication

We offer the following 
services:
 Laser
 Break Press
 Roller
 Custom Fabrication & Welding

Contact Us Today!    Paul:  paul@ullmers.com
Call:  920-822-8266    Info:  sales@ullmers.com

Custom Fabrication & Welding

Western Repack

Reclamation Services
• Cheese Salvage/Repacking
• 640# Block Cutting

Handling cheese both as a
service and on purchase.

Bring us your special projects

Western Repack, LLC
(801) 388-4861

We Purchase Fines and Downgraded Cheese

►  Impact provides enough vibration to   
      remove powder deposits

►  Maintains product flow by dislodging            
      blockages

►  Special mount and short duration  
      pulses limit fatigue on metal skins

Evaporator Dryer Technologies, Inc.  
www.evapdryertech.com

Removes Powder Deposits 

while maintaining the integrity 
of your powder processing 
equipment.

PNEUMATIC HAMMER
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DAIRY PRODUCT SALES

Week Ending July 30 July 23 July 16 July 9
40-Pound Block Cheddar Cheese Prices and Sales

Weighted Price  Dollars/Pound
US 2.0879 2.1375• 2.1649• 2.2041 
Sales Volume 
US 11,827,271 12,322,819• 13,510,887• 10,736,802•

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

Weighted Price  Dollars/Pound 
US 2.2540 2.3360 2.3485 2.3559 
Adjusted to 38% Moisture  
US 2.1240 2.2101 2.2236 2.2306 
Sales Volume  Pounds
US 13,689,264 14,096,936 15,300,639 14,345,977 
Weighted Moisture Content Percent
US 34.47 34.47 34.52 34.52

AA Butter
Weighted Price  Dollars/Pound
US 2.9322 2.9450 2.9668• 2.9740
Sales Volume                                     Pounds
US 4,755,629 4,270,702 4,205,740• 2,065,253

Extra Grade Dry Whey Prices

Weighted Price  Dollars/Pound
US 0.5390 0.5490• 0.5427 0.5293•
Sales Volume
US 4,708,677 4,868,204 5,629,519 5,441,629•

 Extra Grade or USPHS Grade A Nonfat Dry Milk
Average Price  Dollars/Pound
US 1.7366 1.7961• 1.8268 1.8440
Sales Volume  Pounds
US 20,274,656 19,137,646• 18,659,964• 10,485,217 
     
     

August 3, 2022—AMS’ National Dairy 
Products Sales Report. Prices included 
are provided each week by manufactur-
ers. 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.      •Revised

Class III - Cheese Milk Price   2021 2022
PRICE (per hundredweight)  $16.49 $22.52
SKIM PRICE (per hundredweight)  $10.20 $11.15

Class II - Soft Dairy Products   2021 2022
PRICE (per hundredweight)  $16.83 $26.66
BUTTERFAT PRICE (per pound)  $1.9066 $3.3670
SKIM MILK PRICE (per hundredweight) $10.53 $15.42

Class IV - Butter, MP  2021 2022
PRICE (per hundredweight)  $16.00 $25.79
SKIM MILK PRICE (per hundredweight) $9.69 $14.54

BUTTERFAT PRICE (per pound)  $1.8996 $3.3600 
NONFAT SOLIDS PRICE (per pound) $1.0765 $1.6160
PROTEIN PRICE (per pound)  $2.4957 $2.9116
OTHER SOLIDS PRICE (per pound)  $0.4181 $0.3596

SOMATIC CELL Adjust. rate (per 1,000 scc) $0.00080 $0.00110

AMS Survey Product Price Averages   2021 2022

Cheese  $1.5956 $2.2019
  Cheese, US 40-pound blocks   $1.5948 $2.1622
  Cheese, US 500-pound barrels  $1.5663 $2.2054
Butter, CME  $1.7401 $2.9461
Nonfat Dry Milk   $1.2552 $1.8001
Dry Whey  $0.6050 $0.5482

Class Milk & Component Prices
July 2022 with comparisons to July 2021

TRUSTED SOLUTIONS
Since the 1800s, Kusel has been manufacturing high quality cheese 
making equipment that’s built to last. �at’s why large-scale industry 
leaders and smaller artisanal makers trust us time and again. With an 
established line of equipment, and our experienced team at your 
service, you can count on Kusel.

920.261.4112
Sales@KuselEquipment.comKuselEquipment.com
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DAIRY FUTURES PRICES
SETTLING PRICE                                                                                            *Cash Settled

Date Month  Class Class Dry  Block  
  III  IV Whey NDM Cheese Cheese* Butter*

7-29 Aug 22 22.52 24.81 51.000 171.475 1.970 2.0100 289.000
8-1 Aug 22 22.53 24.84 51.750 171.800 1.970 1.9950 291.500
8-2 Aug 22 22.53 24.95 52.225 171.800 1.970 2.0020 295.000
8-3 Aug 22 20.15 24.99 51.250 171.100 1.970 1.9790 295.100
8-4 Aug 22 19.94 24.76 50.000 171.075 1.970 1.9570 294.525

7-29 Sept 22 20.41 23.70 48.800 161.250 2.000 2.0210 280.000
8-1 Sept 22 20.46 23.70 48.000 162.250 2.010 2.0025 283.500
8-2 Sept 22 20.43 23.84 48.250 161.100 2.030 2.0220 287.500
8-3 Sept 22 19.90 23.81 48.150 160.000 2.030 1.9800 285.500
8-4 Sept. 22 19.48 23.49 46.975 162.000 1.997 1.9420 285.500

7-29 Oct 22 20.31 22.55 46.775 156.500 2.061 2.0750 268.975
8-1 Oct 22 20.50 22.68 46.775 157.000 2.073 2.0870 270.525
8-2 Oct 22 20.40 22.77 46.775 155.000 2.080 2.0760 275.750
8-3 Oct 22 20.39 22.61 45.500 153.500 2.050 2.0490 274.000
8-4 Oct 22 20.06 22.20 45.250 157.700 2.050 2.0200 274.725

7-29 Nov 22 20.56 21.94 46.975 154.575 2.100 2.1100 258.000 
8-1 Nov 22 20.92 22.03 46.975 154.525 2.118 2.1370 261.925
8-2 Nov 22 20.78 22.11 46.000 153.000 2.118 2.1180 264.750
8-3 Nov 22 20.65 21.90 45.500 151.750 2.118 2.0810 265.000
8-4 Nov 22 20.42 21.62 45.000 155.000 2.118 2.0640 264.000

7-29 Dec 22 20.77 21.35 46.000 153.000 2.092 2.0920 245.000 
8-1 Dec 22 21.11 21.35 46.000 153.000 2.115 2.1100 245.000
8-2 Dec 22 21.00 21.40 45.375 152.500 2.115 2.0900 251.950
8-3 Dec 22 20.58 21.25 45.500 150.000 2.115 2.0900 252.400
8-4 Dec 22 20.25 21.00 44.500 154.000 2.050 2.0660 252.000

7-29 Jan 23 20.56 20.74 45.375 151.000 2.022 2.0290 237.000 
8-1 Jan 23 20.88 20.81 45.375 151.000 2.036 2.0360 237.800
8-2 Jan 23 20.71 20.81 45.375 151.000 2.036 2.0300 237.800
8-3 Jan 23 20.36 20.81 45.375 150.425 2.036 2.0300 240.000
8-4 Jan 23 19.69 20.40 45.375 153.000 2.036 2.0230 240.000

7-29 Feb  23 19.78 20.49 45.625 149.250 2.036 2.0000 231.000
8-1 Feb  23 20.15 20.49 45.625 150.000 2.036 2.0030 232.800
8-2 Feb  23 20.07 20.49 45.625 150.000 2.036 2.0060 232.800
8-3 Feb  23 19.96 20.35 45.625 149.250 2.036 2.0040 232.250
8-4 Feb  23 19.46 20.19 45.625 150.000 2.036 1.9990 232.250

7-29 Mar  23 19.58 20.10 46.000 149.750 2.012 1.9900 233.575 
8-1 Mar  23 19.81 20.12 46.000 149.750 2.012 1.9900 233.575
8-2 Mar  23 19.78 20.36 46.000 149.750 2.016 1.9900 233.575
8-3 Mar  23 19.78 20.25 46.000 149.900 2.016 1.9900 233.575
8-4 Mar  23 19.34 20.10 46.000 150.800 2.016 1.9980 233.575

7-29 Apr 23 19.50 20.14 45.700 150.000 2.074 1.9900 225.000 
8-1 Apr 23 19.66 20.12 45.700 150.000 2.074 1.9710 225.000
8-2 Apr 23 19.66 20.12 45.700 149.700 2.074 1.9900 225.000
8-3 Apr 23 19.40 20.12 45.700 149.700 2.074 1.9900 225.000
8-4 Apr 23 19.40 20.12 45.700 151.000 2.074 1.9800 225.000

7-29 May 23 19.28 20.00 45.975 150.000 2.055 1.9700 225.000
8-1 May 23 19.33 20.00 45.975 150.075 2.055 1.9740 225.000
8-2 May 23 19.33 20.00 45.975 149.500 2.055 1.9800 225.000
8-3 May 23 19.28 19.95 45.975 149.500 2.055 1.9770 225.000
8-4 May 23 19.28 19.95 45.975 150.000 2.055 1.9690 225.000

7-29 June 23 19.28 20.00 47.500 149.875 1.897 1.9700 222.700
8-1 June 23 19.28 20.00 47.500 149.875 1.972 1.9740 222.700
8-2 June 22 19.28 20.00 47.500 149.200 1.977 1.9770 222.700
8-3 June 23 19.35 20.00 47.500 149.200 1.977 1.9750 222.700
8-4 June 23 19.35 20.00 47.500 162.000 1.977 1.9700 223.000

Aug. 4-      29,225 13,120 2,704 8,230 700 18,480 9,548
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DAIRY PRODUCT MARKETS
AS REPORTED BY THE  US DEPARTMENT OF AGRICULTURE

WHOLESALE CHEESE MARKETS

NATIONAL: Cream availability is tighten-
ing throughout the US. Contacts in the West 
say milk output and cream production are 
decreasing due to seasonally higher tem-
peratures in parts of the region. New butter 
production is limited in the Central region. 
In the Northeast and West, butter output is 
declining as labor shortages are curtailing 
some production facilities’ operating capacity.

WEST: High temperatures are contribut-
ing to lighter milk output and reduced com-
ponents in farm milk. Cream availability is 
tightening, but spot purchasers say volumes 
are easier to obtain in some parts of the 
region. Demand for cream is strong through-
out the region. Butter makers say scheduled 
maintenance, labor shortages, and high tem-
peratures are contributing to reduced butter 
production. Retail and foodservice demand 
for butter are steady to lower. Meanwhile, bulk 
butter demand is strong. Some contacts say 
concerns of tight inventories at the end of the 
year are contributing to increased demand. 
Market prices for butter were $3.06 on the 
CME - the highest price for butter on since 
September of 2015. 

CENTRAL: Butter producers say cream is 
still available both regionally and from some 

western states. Churning, therefore, is ongo-
ing despite limited staffing numbers. There 
have been some incremental improvements 
in regards to employment, but butter plant 
managers say there has been a notable 
impact on output due to short-handedness 
throughout 2022. Butter sales are ticking up 
as the summer progresses, and custom-
ers begin to prepare for their fall demand 
upswings. Some butter contacts expect $3+ 
prices to put a damper on buying, but they 
say potential buying slowdowns in the fall will 
only push more demand in the winter. Most 
contacts expect butter markets to maintain 
some firmness for the near- to mid-term.

   
NORTHEAST:  Cream and labor avail-
ability are directing eastern butter produc-
tion. Cream supplies are tight, multiples 
have risen, and some manufacturers are 
still trying to find the workers needed to fill 
up their production schedules. Industry con-
tacts report that while some butter makers 
are actively churning, others are finding it 
more profitable to sell cream. Butter demand 
has hit a summertime lull; timely with lower 
milk and cream volumes. However, butter 
inventories are also lower than usual. Some 
contacts would like to see a little more cush-
ion of butter supplies ahead of fall demand.

NATIONAL - JULY 29:  Milk is available for active cheese production throughout the 
US. Some contacts in the Northeast and Midwest are wary of taking on additional milk loads 
and potentially building inventories. Retail demand for cheese continues to soften in the 
Northeast, as weaker consumer demand is causing some grocers to reduce cheese orders 
and/or limit the number of products offered. Foodservice demand is also declining in the 
Northeast; some restaurants in the region are reducing their menu offerings and limiting their 
operating hours. In the Midwest and West, domestic demand for cheese is steady this week.

NORTHEAST - AUG. 3: Milk production is declining, but supplies remain available 
for Class III operations. Cheese makers are running active production schedules, though 
plant managers say schedules are limited by staffing shortages. Some stakeholders are 
concerned that cheese inventories are growing as production is outpacing demand. In retail 
markets, grocers are reducing their cheese ordering, as inflationary pressures are causing 
consumers to alter their purchasing habits. Foodservice demand is steady to lower. Res-
tauranteurs are reducing their operating hours due to staffing issues and high input costs. 

Wholesale prices, delivered, dollars per/lb:
Cheddar 40-lb block: $2.3825 - $2.6700 Process 5-lb sliced: $2.0200 - $2.5000
Muenster:  $2.3700 - $2.7200 Swiss Cuts 10-14 lbs: $4.2000 - $6.5225

MIDWEST AREA - AUG. 3:  Cheese makers still say milk is available, despite the sum-
mer heat drawdowns from general milk output. Some plants are continuing to do longer-term 
intermittent maintenance on a day or two per week, which has kept recent production some-
what limited. Spot milk prices range from $3 to $1 under Class III. Cheese demand received 
a shot in the arm in recent weeks. Cheese contacts say customers are more willing to pay 
at sub-$2 than the alternative, and they are already seeing an increase in interest. Barrel 
producers say they are finding some loads available for customers, but the overall availability 
is balanced, at most. Curd producers continue to say demand is outpacing production.

Wholesale prices delivered, dollars per/lb: 
Blue 5# Loaf :  $2.4250 - $3.6350 Mozzarella 5-6#: $1.9550 - $3.0425
Brick 5# Loaf:  $2.1550 - $2.7225 Muenster 5#: $2.1550 - $2.7225
Cheddar 40# Block: $1.8775 - $2.4200 Process 5# Loaf: $1.8975 - $2.3650
Monterey Jack 10#: $2.1300 - $2.4775 Swiss 6-9# Cuts:  $3.7150 - $3.8175
       
WEST - AUG. 3: Demand for cheese is softening in both retail and foodservice markets. 
Some restaurateurs in the region have reduced their operating hours and cheese purchasing 
due to labor shortages and higher input costs. International demand for cheese is unchanged 
as some Asian purchasers continue to secure loads for shipment in the early months of 2023. 
Cheese makers say they are running busy production schedules, despite declining regional 
milk output. Labor shortages and delayed deliveries of production supplies are causing some 
plant managers to run reduced production schedules. Spot inventories of cheese are ample, 
and purchasers say barrels and blocks are available.

Wholesale prices delivered, dollars per/lb: Monterey Jack 10#: $2.2450 - $2.5200
Cheddar 10# Cuts : $2.2575 - $2.4575 Process  5# Loaf: $2.0225 - $2.1775
Cheddar 40# Block: $2.0100 - $2.5000 Swiss 6-9# Cuts: $3.0075 - $4.4375

EEX Weekly European Cheese Indices (WECI): Price Per/lb (US Converted)

Variety   Date:   8/3 7/27  Variety Date:   8/3 7/27
Cheddar Curd  $2.58 $2.57 Mild Cheddar $2.57 $2.56
Young Gouda  $2.33 $2.30 Mozzarella $2.31 $2.27
 
FOREIGN -TYPE CHEESE - AUG. 3:  Market conditions have not changed much, 
given that many Europeans are still on their summer holidays. Demand for European cheese 
is stable. Cheese is moving through regular contracts, even as retail demand has slowed 
somewhat, and higher prices have made exporting cheese more challenging. Retail shop-
pers have transitioned to buying more store brands and discounted packages than regular 
brands or specialty items.  Foodservice demand is mixed. Cheese inventories are keeping 
up with current demand, and production is steady to lower, tracking along seasonal declines 
in milk outputs. Manufacturers have been able to build a cushion of cheese stocks for some 
varieties, and the age profile in warehouses is better balanced.

Selling prices, delivered, dollars per/lb:  Imported Domestic
Blue:   $2.6400 - 5.2300 $2.2400 - 3.7275
Gorgonzola:    $3.6900 - 5.7400 $2.7475 - 3.4650
Parmesan (Italy):  0 $3.6275 - 5.7175
Romano (Cows Milk):  0 $3.4300 - 5.5850
Sardo Romano (Argentine):  $2.8500 - 4.7800 0
Reggianito (Argentine):  $3.2900 - 4.7800 0
Jarlsberg (Brand):  $2.9500 - 6.4500 0
Swiss Cuts Switzerland:  0 $4.2350 - 4.5600
Swiss Cuts Finnish:  $2.6700- 2.9300 0

NDM PRODUCTS - AUGUST 5
NDM - CENTRAL: Although regional 
prices continued to move lower, they are 
slower to decline than CME daily cash 
prices. Buyers say they’re not getting offers 
at those points, at least not yet. Availability 
is not necessarily loose. Demand is clearly 
in a slowdown phase, as domestic markets 
are facing some bearish undertones. Con-
densed skim remains available, but contacts 
say there are some premiums on condensed 
skim loads based on seasonal declines of 
milk output. 

NDM - WEST: Demand is declining in 
both domestic and international markets. 
Buyers in Mexico are limiting their purchas-
ing, as they await lower prices. Loads of low/
medium heat NDM are available for spot 
purchasing. Condensed skim milk produc-
tion is declining, reducing availability for 

drying operations. Low/medium heat NDM 
production is steady to lower. Demand for 
high heat NDM is steady, and spot avail-
ability remains limited.

NDM - EAST: Eastern low/medium heat 
NDM trading picked up in activity this week. 
Prices at and toward the top of the range 
were based on eastern trading, but contacts 
share a general sentiment: markets are 
under some bearish pressure. End users 
say NDM inventories are not overwhelm-
ing, but buyers are hesitant to take on extra 
inventories as prices are trending lower. Pro-
ducers remain focused on drying condensed 
skim. Still, as buyers, particularly feed end 
users, say offers of WPC 34% are moving 
into the low $1.50s, there are some poten-
tial impediments in regards to stabilized, or 
strengthened, market tones. 

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

DATE  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  BUTTER CHEESE 

08/01/22  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  56,430 79,431
08/01/22  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  56,430 79,431
Change  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  0 1
Percent Change . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  0 0

ORGANIC DAIRY - RETAIL OVERVIEW 

Temperatures are up, but dairy ad totals are down. Conventional ad totals slipped 60 per-
cent, while organic ads dropped 66 percent. The most advertised dairy item, conventional 
ice cream in 48- to 64-ounce containers, had a weighted average advertised price of $3.27, 
down $.11 from last week. Conventional one-pound butter ads decreased 79 percent. The 
average advertised price of one-pound butter was $4.68, down 19 cents week to week. 

Total conventional cheese ads slipped 50 percent. Conventional 8-ounce cheese shreds 
were again the most advertised cheese item, despite a 58 percent decrease in ad totals. 
The average advertised price of 8-ounce shred cheese was down $.14 from last week, to 
$2.35. There were no organic cheese ads this week.     

Following the trend, yogurt ad numbers dropped by 57 percent on the conventional aisle, 
while organic yogurt ads fell 78 percent week to week. Conventional yogurt, in 4- to  6-ounce 
containers was the second-most advertised dairy item this week. The average advertised 
price of conventional 4- to  6-ounce yogurt was $.63, down one penny from week 30.

National Weighted Retail Avg Price:  
Butter 1 lb: NA
Ice Cream 48-64 oz: NA
Cheese 8 oz block: NA
Cottage Cheese 16 oz: NA
Yogurt 4-6 oz: NA
Yogurt 32 oz: $3.69

Greek Yogurt 4-6 oz: NA
Greek Yogurt 32 oz: $4.46
UHT Milk 8 oz: NA
Milk ½ gallon: $4.70
Milk gallon: $5.72
Sour Cream 16 oz: NA
Cream Cheese 8 oz: NA

RETAIL PRICES - CONVENTIONAL DAIRY - AUGUST 5

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

NATIONAL - CONVENTIONAL DAIRY PRODUCTS

Commodity

Butter 1#

Cheese 8 oz block

Cheese 1# block

Cheese 2# block

Cheese 8 oz shred

Cheese 1# shred

Cottage Cheese

Cream Cheese

Flavored Milk ½ gallon

Flavored Milk gallon

Ice Cream 48-64 oz

Milk ½ gallon

Milk gallon

Sour Cream 16 oz

Yogurt (Greek) 4-6 oz

Yogurt (Greek) 32 oz

Yogurt 4-6 oz

Yogurt 32 oz 

US NE SE MID SC SW NW 

4.68 4.70 4.49 3.99 4.15 4.67 4.71 

2.37 2.35 2.76 2.31 1.82 2.14 2.03 

4.57 4.33 NA 3.49 3.99 5.02 3.34 

7.60 NA NA 7.49 5.97 7.85 5.97

2.35 2.48 2.37 2.32 1.98 2.19 2.22

4.37 3.98 3.49 3.49 NA 4.73 3.60 

2.45 2.87 NA 2.69 1.35 2.21 1.81

2.50 2.35 3.00 3.01 2.62 2.39 2.13 

2.38 2.74 NA 1.71 NA 1.76 2.74

3.26 3.12 NA 4.69 2.99 2.92 3.12 

3.27 3.15 3.15 3.06 3.72 3.30 3.43

2.05 2.43 2.43 1.47 1.04 1.75 2.49 

3.66 3.59 3.59 3.39 3.99 4.20 3.59 

2.07 2.18 2.18 2.25 1.67 1.98 1.49 

1.01 1.05 1.05 1.00 1.03 1.00 .94 

4.03 4.56 4.56 3.45 3.49 3.73 4.28 

.63 .64 .58 .61 .66 .59 .61 

2.48 2.57 2.29 NA 2.73 2.54 2.36

 

 

WHOLESALE BUTTER MARKETS - AUGUST 3
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 CME CASH PRICES - AUGUST 1 - 5, 2022
Visit www.cheesereporter.com for daily prices 

500-LB 40-LB AA GRADE A DRY   
CHEDDAR CHEDDAR BUTTER NFDM  WHEY

MONDAY $1.8800 $1.8475 $2.9875 $1.6400 $0.4450
August 1 (-¾) (-3¼) (-¼) (NC) (NC)

TUESDAY $1.8850 $1.8875 $3.0325 $1.6150 $0.4400
August 2 (+½) (+4) (+4¼) (-2½) (-½)

WEDNESDAY $1.7900 $1.8500 $3.0600 $1.5925 $0.4200
August 3 (-9½) (-3¾) (+2¾) (-2¼) (-2)

THURSDAY $1.7475 $1.7650 $3.0500 $1.5725 $0.4200
August 4 (-4¼) (-8½) (-1) (-2) (NC)

FRIDAY $1.7925 $1.7850 $3.0100 $1.5025 $0.4350
August 5 (+4½) (+2) (-4) (-7) (+1½)

Week’s AVG $ $1.8190 $1.8270 $3.0280 $1.5845 $0.4320
Change (-0.1045) (-0.0970) (+0.0630) (-0.0775) (-0.0195)

Last Week’s $1.9235 $1.9240 $2.9650 $1.6620 $0.4515
AVG

2021 AVG $1.3100 $1.6350 $1.6455 $1.2610 $0.5070
Same Week

MARKET OPINION - CHEESE REPORTER
Cheese Comment: Two cars of blocks were sold Monday, 1 each at $1.8275 and 
$1.8300; an unfilled bid for 1 car at $1.8475 then set the price. Two cars of blocks 
were sold Tuesday, the last at $1.8875, which set the price. No blocks were sold 
Wednesday; the price dropped on an uncovered offer of 1 car at $1.8500. No blocks 
were sold Thursday; the price fell on an uncovered offer of 1 car at $1.7650. Two 
cars of blocks were sold Friday, 1 each at $1.7650 and $1.7800; an unfilled bid for 
1 carat $1.7850 then set the price. The barrel price declined Monday on a sale at 
$1.8800, rose Tuesday on an unfilled  bid at $1.8850, dropped Wednesday on a sale 

at $1.7900, fell Thursday on a sale at $1.7475, then rose Friday on a sale at $1.7925.

Butter Comment: The price fell Monday on an uncovered offer at $2.9875, rose 
Tuesday on an unfilled bid at $3.0325, rose Wednesday on a sale at $3.0600, fell 
Thursday on a sale at $3.0500, and fell Friday on an uncovered offer at $3.0100.

NDM: The price declined Tuesday on a sale at $1.6150, fell Wednesday on a sale 
at $1.5925, dropped Thursday on an uncovered offer at $1.5725, and fell on a sale.

Dry Whey Comment: The price fell Tuesday on an uncovered offer at 44.0 cents, 
declined Wednesday on an uncovered offer at 42.0 cents, then rose Friday on an 
unfilled bid at 43.50 cents.

WHEY MARKETS - AUGUST 1 - 5, 2022
RELEASE DATE - AUGUST 4, 2022

Animal Feed Whey—Central: Milk Replacer:   .4000 (NC) – .4200 (-3) 

Buttermilk Powder:
 Central & East:   1.8600 (-3) – 2.0000 (+½)    West: 1.8100 (NC) –1.9500 (NC)
 Mostly:   1.8300 (NC) – 1.9050 (NC)

Casein: Rennet:   5.4500 (NC) – 5.7800 (NC)  Acid: 6.7000 (NC) – 7.2000 (NC)

Dry Whey—Central (Edible):
 Nonhygroscopic:   .4200 (NC) – .5000 (-3)     Mostly: .4400 (-3) – .4700 (-3)

Dry Whey–West (Edible):
Nonhygroscopic: .4025 (-1) – .6100 (+¾)  Mostly: .4700 (NC) – .5500 (NC)

Dry Whey—NorthEast:  .4500 (-2¼) – .5800 (-2¼) 

Lactose—Central and West:
 Edible:   .3800 (NC) – .5700 (NC)    Mostly:  .4100 (NC) – .5000 (NC)

Nonfat Dry Milk —Central & East:
 Low/Medium Heat:  1.6500 (NC) – 1.7400 (-2)   Mostly: 1.6800 (-1) – 1.7000 (-4)
 High Heat: 1.8450 (-5½) – 1.8975 (-4¼) 
Nonfat Dry Milk —Western:
 Low/Medium Heat: 1.6125 (-1)  – 1.7050 (-7)    Mostly: 1.6200 (-3) – 1.6925 (-2¾)
 High Heat:  1.7525 (-1) – 1.8700 (-4)

Whey Protein Concentrate—34% Protein:  
 Central & West:  1.5000 (NC) – 2.0100 (NC)   Mostly: 1.7400 (NC) –1.9150 (NC)

Whole Milk—National:  2.1000 (NC) – 2.5000 (+5)

Visit www.cheesereporter.com for historical dairy, cheese, butter, & whey prices

HISTORICAL MILK PRICES - CLASS III
 Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

‘09 10.78 9.31 10.44 10.78 9.84 9.97 9.97 11.20 12.11 12.82 14.08 14.98
‘10 14.50 14.28 12.78 12.92 13.38 13.62 13.74 15.18 16.26 16.94 15.44 13.83
‘11 13.48 17.00 19.40 16.87 16.52 19.11 21.39 21.67 19.07 18.03 19.07 18.77
‘12 17.05 16.06 15.72 15.72 15.23 15.63 16.68 17.73 19.00 21.02 20.83 18.66
‘13 18.14 17.25 16.93 17.59 18.52 18.02 17.38 17.91 18.14 18.22 18.83 18.95
‘14 21.15 23.35  23.33 24.31 22.57 21.36 21.60 22.25  24.60 23.82 21.94 17.82
‘15 16.18 15.46 15.56 15.81 16.19 16.72 16.33 16.27 15.82 15.46 15.30 14.44 
‘16 13.72 13.80 13.74 13.63 12.76 13.22 15.24 16.91 16.39 14.82 16.76 17.40
‘17 16.77 16.88 15.81 15.22 15.57 16.44 15.45 16.57 16.36 16.69 16.88 15.44
‘18 14.00 13.40 14.22 14.47 15.18 15.21 14.10 14.95 16.09 15.53 14.44 13.78
‘19 13.96 13.89 15.04 15.96 16.38 16.27 17.55 17.60 18.31 18.72 20.45 19.37
‘20 17.05 17.00 16.25 13.07 12.14 21.04 24.54 19.77 16.43 21.61 23.34 15.72
‘21 16.04 15.75 16.15 17.67 18.96 17.21 16.49 15.95 16.53 17.83 18.03 18.36
‘22 20.38 20.91 22.45 24.42 25.21 24.33 22.52  

#1 Best selling provider of 
industrial cutting machinery 
throughout the world.

Set up a free test-cut of your product.
www.urschel.com

The Global Leader in Food Cutting Technology
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Precision Powerful Dices
Both U.S.D.A. accepted in 

sanitation, the Affinity® and 

Affinity Integra-D Dicers overcome 

challenging cheese and imitation 

cheese applications. Cold-

temperature, high-fat products 

are no match for the controlled, 

precision action of the feed spindle 

and drum. Slice adjustment knob 

allows dial and lock-in to ensure 

tight tolerances throughout runs. 

Powerful processing with the large 

Affinity equipped with a 25 HP 

(18 kW) motor plus a 5 HP (3.7 kW) 

crosscut motor and the Integra-D 

with a 10 HP (7.5 kW) motor. Both 

provide a full gamut of 3-D dices, 

crumbles, and strips. Explore these 

and other cheese cutting options 

at urschel.com.
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Washington—USDA’s Foreign 
Agricultural Service, in a notice 
published in Wednesday’s Federal 
Register, announced that a fee of 
$350.00 will be charged for the 
2023 tariff-rate quota (TRQ) year 
for each license issued to a person 
or firm by USDA authorizing the 
importation of certain dairy arti-
cles which are subject to TRQs 
set forth in the Harmonized Tariff 
Schedule (HTS) of the US.

That fee is up from $324.00 per 
license for the 2022 quota year, 
and also up from $290 per license 
for the 2021 quota year.

The Dairy Tariff-Rate Quota 
Import Licensing Regulation pro-
mulgated by USDA provides for 
the issuance of licenses to import 
certain dairy articles that are sub-
ject to TRQs set forth in the HTS. 
Those articles may only be entered 
into the US at the in-quota TRQ 
tariff-rates by or for the account 
of a person or firm to whom such 
licenses have been issued and only 
in accordance with the terms and 
conditions of the regulation.

Licenses are issued on a calendar 
year basis, and each license autho-
rizes the license holder to import a 
specified quantity and type of dairy 
article from a specified country of 
origin. The use of such licenses is 

monitored by the Import Program 
within the Foreign Agricultural 
Service, USDA, and US Customs 
and Border Protection, US Depart-
ment of Homeland Security.

The regulation provides that 
a fee will be charged for each 
license issued to a person or firm 
by the licensing authority to defray 
USDA’s costs of administering the 
licensing system under this regula-
tion.

The total cost to USDA of 
administering  the licensing sys-
tem for 2023 has been estimated to 
be $789,068.00 and the estimated 
number of licenses expected to be 
issued is 2,250. Of the total cost, 
$572,200.00 represents staff and 
supervisory costs directly related 
to administering the licensing sys-
tem, and $216,868.00 represents 
other miscellaneous costs, includ-
ing travel, and Automatic Data 
Processing (ADP) system support.

Accordingly, USDA is giving 
notice that the fee for each license  
issued to a person or firm for the 
2023 calendar year will be $350 
per license.

For more information, con-
tact: Elizabeth Riley, Dairy Import 
Licensing Program, FAS/USDA, 
at (202) 720-6868; or by email at: 
Elizabeth.riley@usda.gov.

USDA Raises Dairy Import License Fee 
To $350 for 2023 Tariff-Rate Quota Year
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Our Past
When Earl Nelson, his father Ted, Herb Jameson, and Bob Dougherty founded Nelson-Jameson in 
1947, they envisioned a company that provided a necessary service while operating by the Golden 
Rule. Today, Nelson-Jameson continues to embody that spirit while honoring our rich history.

Our Industry
We are proud to be an integral part of the food industry. For 75 years, we have been providing 
food and beverage manufacturers with the supplies and services they need to produce safe, 
quality food. These products and services, coupled with the same Golden Rule principles and 
integrity that directed the company during its early years, now proudly serve the food industry 
worldwide—some may say we are aging like a good cheese!

Our Culture
Nelson-Jameson employs over 200 individuals, many of whom have been here for decades. As a 
family-owned company, we place high value on our employees and strive to provide them with 
the opportunity for growth and a healthy work-life balance. Our greatest asset is our employees, 
and we applaud the passion they bring to our mission and their dedication to Nelson-Jameson.

Our Value
We strive to attain supply chain excellence through attentive customer service, comprehensive 
technical expertise, sophisticated logistics, and elevated industry acumen.

Bright Past.  
Brilliant Future.
As a leading distributor of products and  
services to the food, dairy, and beverage industries,  
Nelson-Jameson is thrilled to celebrate 75 years of  
success since its founding in 1947. We attribute our 
overwhelming achievement and incredible journey to our 
employees, customers, supply partners, and community.

Throughout NJ’s 75th year, we celebrate our bright 
past, while looking forward to our brilliant future.



2022
Nelson-Jameson Celebrates 
75 Years in Business
We are honored to celebrate 75 
years of success and growth, and 
look forward to continuing to 
provide our customers with the 
products and services they need to 
produce safe, quality food. 

2020
New  
Headquarters
Corporate office staff 
moves into a newly 
remodeled building, 
primely located on 
the south end of 
Marshfield.

The Fourth  
Generation of Nelsons
Leadership of the Nelson-Jameson 
organization transfers to the fourth 
generation of the Nelson family as Adam 
Nelson is named Chairman of the Board, 
and Amanda Nelson Sasse steps into 
an executive management position as 
the Director of E-Commerce. Ann-Marie 
Nelson Brine remains a minority owner, 
functioning as the secretary of both NJ’s 
Advisory Board and its Board of Directors.

Mike Rindy Joins  
Nelson-Jameson as 
President
Mike has worked in the food 
and dairy industry for more 
than 34 years—bringing with 
him decades of experience 
leading diverse teams to 
achieve outstanding sales 
and operational results while 
fostering collaboration and 
servant leadership.

2017
Texas Gets an 
Upgrade
NJ’s Texas branch moves from 
Dumas to Amarillo to better 
serve their existing customer 
base, as well as to better 
position for increased growth 
in the South Central region.

2015
NJ Keeps Growing
An additional 10,000 square 
feet of warehouse space with 
six additional loading docks 
is added to the Marshfield 
location. This brings the total 
warehouse space in Marshfield 
to 2.2 million cubic feet.

2014
A Sales Office is 
Established in Chicago
A team of dedicated Inside 
Account Managers, with 
assigned customers in various 
regions of the U.S., are based 
out of Chicago to help drive 
sales from the inside.

2012
NJ Comes to Texas
A new branch location in 
Dumas, TX is established, 
allowing NJ to better 
serve customers located 
in the South Central US.

2010
NJ Heads East
Another branch location 
with offices and 
warehouse space opens 
in York, PA, allowing the 
company to better serve 
our customers on the 
East coast.

2009
Nelson-Jameson 
Builds a New  
Facility in California
A new 32,7000  
square foot facility, 
including warehouse  
and office space, is built  
in Turlock, CA.

Amanda Nelson  
Sasse Joins NJ
Over the years, Amanda,  
John’s oldest daughter,  
holds several roles including  
Account Manager, and Director 
of Strategic Relationships & 
Web Development, and plays  
a pivotal role in growing  
Nelson-Jameson’s online  
presence through social  
media.

Next Logistics is Established
The logistics of Nelson-Jameson’s fleet of trucks and 
deliveries becomes a new entity, Next Logistics. A 
dedicated system of routes and delivery schedules are 
put in place to better serve our customers across the 
United States.

2005
Adam Joins the  
Family Business
John’s son, Adam, is 
instrumental in establishing a 
strong IT Department, as well 
as the company philosophy 
of utilizing technology 
to make processes more 
efficient.

2001
Another  
Branch Location  
is Opened
Twin Falls, ID becomes  
a new branch of NJ to  
serve customers in the  
Northwest.

1993
A Third Branch  
Location Opens
To better serve the  
13 Western states, NJ  
establishes a branch in  
Turlock, CA.

1992
Jerry Lippert Joins  
Nelson-Jameson
Jerry holds many roles over the years,  
including sales management, Director 
of Operations, Vice President/General 
Manager, and President. He assumes 
the President’s role in 2002 and holds 
that position until 2020.

1991
NJ Has New  
Leadership
John Nelson takes over 
day-to-day operations 
of Nelson-Jameson 
when Earl & Carol 
Nelson retire from the 
company.

1982
Additional Warehouse  
Space is Added
When the building on East 5th  
Street was built five years earlier,  
it was said that employees thought it would take 30 years to fill the 
warehouse space. However, NJ would end up adding on several warehouse 
additions over the years to accommodate their growing product lines.

1979
NJ Opens a Second 
Branch Location
Green Bay becomes the second 
Wisconsin branch location of the 
company and serves Eastern, WI 
customers until 1991.

1978
Carol Nelson  
Joins the Organization
Carol, Earl Nelson’s wife, was 
instrumental in developing 
Nelson-Jameson’s Human Resource 
Department, and was responsible 
for hiring several key individuals 
within the organization.

1977
NJ Relocates  
its Corporate Office
A brand new building at 2400  
E 5th Street becomes the home 
base for Nelson-Jameson. The 
building, designed by John Nelson, 
featured office and warehouse 
space designed for growth.

1975
Another Generation  
of Nelsons
Earl’s son, John joins the family business. 
John’s numerous projects include 
sales and route delivery, product 
management of the chemical line, 
annual physical inventory counting, and 
starting the Laboratory products line.

1966
Nelson-Jameson Expands
NJ builds the first of what would 
become several branch locations in 
Richland Center, WI, to better serve 
its strong dairy industry base. This 
location would remain open until 1992.

1949
Nelson-Jameson Moves to Wisconsin
NJ’s founders studied cow density maps and 
decided to relocate the business to Marshfield, 
WI—the heart of dairy production. At this time, 
Dougherty and Jameson pursue other careers, 
leaving the company in the control of the 
Nelsons.

1947
Nelson-Jameson is 
Founded
NJ began as a dairy equipment 
and supply firm in a vacant 
cheese factory in Toluca, IL by 
Earl Nelson, his father—Ted 
Nelson, Herb Jameson, and  
Bob Dougherty.

Our History—75 Years of Growth & Success




