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Growth In US Milk Supply Not 
Expected To Return For Months
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Number Of Milk Cows Expected To Keep Falling 
In First Part Of 2022, Rise Slightly In 2nd Half

Dairy Shoppers Worry About Inflation, 
Supply; COVID Not Much Of A Concern

and nonfat dry milk production are 
marking noticeable declines.

The drop in butter production 
during the holiday season, when 
demand is at its seasonal peak, 
caused processors to pull butter 
out of inventory in 2021’s fourth 
quarter, Ehmke explained. Butter 
prices have come out of the dol-
drums and rallied to the highest 
level in four years, with nonfat dry 
milk prices following suit.

Global dairy demand remains 
resilient despite soaring milk 
and dairy product prices, Ehmke 
noted. While the volume of US 
dairy exports has slowed from the 
record peak last spring, total dairy 
shipments are still higher year 
over year and posting new records 
despite logistical constraints.

ERS lowered its dairy export 
projections for 2022 from last 
month’s forecast. Foreign buyers 
may temper purchases in response 
to higher prices. 

Further, if US prices are higher 
relative to foreign export prices, 
this may reduce some of the 
expected US price-competitive 
advantage.

• See Milk Supply, p. 23

Madison—After soldiering 
through two years of COVID-19, 
higher prices and empty grocery 
store shelves loom larger in con-
sumers’ minds than other pan-
demic-related concerns.

The International Dairy-Deli-
Bakery Association (IDDBA) 
recently hosted a webinar on how 
inflation and COVID continue 
to affect the retail dairy sector.

Issues that cut across every 
sector of the food industry are 
inflation, supply chain struggles 
and the new Omicron wave, said 
Anne-Marie Roerink, president, 
210 Analytics.

“However, when we look at 
the consumer confidence index, 
we actually see that the COVID-
19 wave is much, much less than 
reactions we saw early in the pan-
demic,” Roerink said. 

Overall, we’re not seeing these

enormous reactions, she said. 
“That cannot be said about 

inflation,” she continued, add-
ing that 91 percent of consumers 
have seen prices going up, includ-
ing dairy items like milk. 

It’s like a double whammy 
across departments; we’re seeing 
higher prices and less promotions 
happening, Roerink said. 

“We’re not able to fill many 
orders as it is – we don’t really 
know what will show up in the 
warehouse – so it’s really a matter 
of higher prices per pound,” she 
said. “Only about one-third of 
consumers have not yet made any 
changes due to price increase.”

Consumers’ Sensitivity Point
When it comes to consumers’ 
breaking point on whether a par-
ticular food has gotten too expen-

• See Dairy Shoppers, p. 20

Retaliatory Tariffs 
Reduced US Dairy 
Exports To China, 
Canada: ERS Study
Washington—Retaliatory tariffs 
imposed by China and Canada in 
response to US tariffs reduced US 
dairy exports to those countries, 
according to a new study from 
USDA’s Economic Research Ser-
vice (ERS).

In 2018, the US imposed Sec-
tion 232 tariffs on steel and alumi-
num imports from major trading 
partners and separately imposed 
Section 301 tariffs on a broad 
range of imports from China, the 
study explained. In response, Can-
ada, China, the European Union 
(EU), India, Mexico, and Turkey 
imposed retaliatory tariffs on many 
US exports, including a wide range 
of agricultural and food products.

• See Retaliatory Tariffs, p. 10

Denver, CO—Although dairy 
farmers are showing signs of 
improved profitability, growth in 
the US milk supply is not expected 
to return for several months as the 
cost of farm expansion remains his-
torically high, according to Tanner 
Ehmke of CoBank.

Cost constraints are also hob-
bling dairy producers around the 
world, with milk plunging in New 
Zealand and Europe on declining 
cow numbers while unfavorable 
weather hampers productivity, 
Ehmke noted in a new quarterly 
report from CoBank’s Knowledge 
Exchange.

US milk supplies tightened fur-
ther in the fourth quarter of 2021 
as the US dairy herd continued to 
shrink, particularly in the West 
and Southwest regions, where the 
lack of feed availability remains a 
“persistent stressor” for dairy farm-
ers, Ehmke observed. The US is 
now milking the fewest cows since 
September 2020 as dairy farmers 
struggle with rising costs of pro-
duction.

However, signs of prosperity are 
on the horizon as heifer prices rise, 
dairy cow slaughter moderates, and 
farm sales slow, indicating that 
producers are climbing back into 
profitability as milk prices rally, 
Ehmke added.

The number of milk cows in the 
US is projected by USDA’s Eco-
nomic Research Service (ERS) to 
continue declining in the first part 
of 2022. 

For the first half of the year, 
milk cows are projected to average 
9.380 million head. However, in 
the second half of the year, they 
are projected to increase to 9.385 
million head. 

Average yield per cow is pro-
jected to be 24,265 pounds this 
year, up from last year’s yield per 
cow of 23,940 pounds.

With milk supplies tightening, 
dairy processors are prioritizing 
cheese vats over butter churns, 
CoBank’s Ehmke said. Cheese 
and whey production in the US 
maintains a healthy growth path 
at the start of 2022, while butter 

Global Dairy Trade 
Price Index Rises 
4.6% In 300th 
Trading Event
Auckland, New Zealand—The 
price index on this week’s Global 
Dairy Trade dairy commodity auc-
tion increased 4.6 percent from the 
previous auction, held two weeks 
ago.

The GDT price index has risen 
in both of 2022’s auctions, after 
falling in the final auction of 2021. 
Prior to that decline, the GDT 
price index hadn’t fallen since the 
first auction in August 2021.

In this week’s GDT trading 
event, which featured 167 partici-
pating bidders and 111 winning 
bidders, prices were higher for all 
five products traded — Cheddar 
cheese, skim milk powder, whole 
milk powder, butter and anhydrous 
milkfat. 

Buttermilk powder wasn’t 
offered on this week’s auction, and 
average prices weren’t available for 
lactose and sweet whey powder.

Results from this week’s GDT 
auction, with comparisons to the 
auction held two weeks ago, were 
as follows:

Cheddar cheese: The aver-
age winning price was $5,546 per 
metric ton ($2.52 per pound), 
up 1.1 percent. Average winning 
prices were: Contract 1 (Febru-
ary), $5,734 per ton, up 3.2 per-
cent; Contract 2 (March), $5,530 
per ton, up 1.7 percent; Contract 
3 (April), $5,518 per ton, up 0.5 
percent; Contract 4 (May), $5,515 
per ton, up 0.4 percent; and Con-

• See GDT Index Rises, p. 4
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The effective date for FDA’s 
final rule revoking the French 
dressing standard is effective on 
Feb. 14, 2022, or 24 years, one 
month and one day after the ADS 
submitted that petition.
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French Dressing, Dairy Products, And Standards Of Identity
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EDITORIAL COMMENT

The US Food and Drug Adminis-
tration last week announced that 
it is revoking the standard of iden-
tity for French dressing.  This got 
us wondering: If FDA can revoke 
a standard of identity for French 
dressing, might the agency also 
start revoking standards of identity 
for dairy products?

In short, the answer to that 
question is no. And there are sev-
eral reasons why FDA won’t be 
revoking its standards of identity 
for dairy products anytime soon.

First and foremost among the 
reasons why FDA’s dairy standards 
are safe (if somewhat outdated 
in some respects) for the foresee-
able future: the agency’s action 
to revoke the standard for French 
dressing came in response to a peti-
tion submitted by the Association 
for Dressings and Sauces (ADS). 

We aren’t aware of any such 
petitions being submitted by indus-
try organizations to revoke any 
dairy standards of identity. 

Related to this point, in its 
petition recommending that FDA 
repeal the French dressing stan-
dard, the ADS noted that the 
standard “no longer serves honesty 
and fair dealing in the interest of 
consumers...” This is, in fact, one 
of the reasons we have standards 
of identity: to promote honesty 
and fair dealing in the interest of 
consumers.

And it’s a key reason why stan-
dards of identity for dairy products 
aren’t going away anytime soon. 
It may be recalled that, way back 
in 1995, FDA and USDA’s Food 
Safety and Inspection Service 
began a review of its regulations 
pertaining to standards of identity, 
and that in 2005, the two agencies 
published a proposed rule to estab-
lish a set of general principles for 
food standards. 

The adherence to these prin-
ciples will result in standards that 
will “better promote honesty and 
fair dealing in the interest of con-
sumers,” the agencies noted in the 
summary of that 2005 proposed 
rule.

And while the Association 
for Dressings and Sauces doesn’t 
believe the French dressing stan-
dard of identity doesn’t serve hon-
esty and fair dealing in the interest 
of consumers, comments submit-
ted by dairy organizations over the 
years in response to various stan-
dards-related undertakings don’t 
reveal any widespread belief that 
that’s the case with dairy standards.

Regarding timelines, we note 
with interest that the Association 
for Dressings and Sauces initially 
petitioned FDA to revoke the stan-
dard of identity for French dressing 
24 years ago this month, in a citi-
zen petition dated Jan. 13, 1998. 
The effective date for FDA’s final 
rule revoking the French dressing 
standard is effective on Feb. 14, 
2022, or 24 years, one month and 
one day after the ADS submitted 
that petition.

Therein lies another reason 
FDA won’t be revoking dairy 
standards anytime soon: when it 
comes to standards of identity, the 
agency moves extremely slowly, 
when it moves at all. In the final 
rule it published last week on 
French dressing, FDA noted that 
it received that ADS petition in 
1998, then published a proposed 
rule in December of 2020 that 
would revoke the standard for 
French dressing. This is not a fast-
paced process.

And the dairy industry is all too 
familiar with the pace of action, or 
lack of action, on standards-related 
regulatory proceedings. Last June, 
FDA issued a final rule amending 
the federal standard of identity for 
yogurt. 

The process of amending the 
yogurt standard got underway 
in February 2000, when the old 
National Yogurt Association peti-
tioned FDA to amend the yogurt 
standard. More than two decades 
later, FDA finally published a final 
rule to do just that.

There’s another pending dairy 
standard-related undertaking that’s 
taken even longer, and has yet to 
reach a conclusion. 

It was back in December of 1999 
when the American Dairy Prod-
ucts Institute petitioned FDA to 
amend the definition of “milk” 
in the standards of identity for 
cheese and related cheese products 
to include fluid ultrafiltered milk. 
FDA published a proposed rule to 
provide for the use of fluid UF milk 
in the manufacture of standardized 
cheeses and related cheese prod-
ucts in October of 2005, reopened 
the comment period on that pro-
posed rule in December of 2007 on 
two specific issues raised by com-
ments on that 2005 proposal, then 
reopened the comment period on 
that 2005 proposal in April of 
2020. 

According to the federal gov-
ernment’s latest regulatory agenda, 
FDA could release a final rule on 
the use of fluid UF milk in stan-
dardized cheeses and related cheese 
products later this year. 

While FDA won’t be revoking 
the dairy standards of identity any-
time soon, it’s also unlikely dairy 
standards will be changing much 
in the near future. And that’s too 
bad, both from an industry per-
spective as well as from a regula-
tory perspective.

Just from a regulatory perspec-
tive, in addition to concluding that 
the standard of identity for French 
dressing no longer promotes hon-
esty and fair dealing in the interest 
of consumers, FDA also noted in 
its proposed French dressing rule 
that revocation is consistent with 
section 6 of an executive order 
issued 11 years ago this month, 
which requires agencies to peri-
odically conduct retrospective 
analyses of existing regulations to 
identify those “that might be out-
moded, ineffective, insufficient, 
or excessively burdensome, and 
to modify, streamline, expand, or 
repeal them,” accordingly.

Now seems as good a time as any 
for FDA to examine its standards 
of identity for dairy products, since 
they appear to be at least some-
what outdated and burdensome. 
But revocation isn’t necessary.
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Vilsack Highlights USDA’s Efforts To 
Promote Food And Nutrition Security
Washington—Last year again 
offered “unparalleled challenges” 
to Americans and institutions like 
the USDA dedicated to serving 
them in whatever circumstances 
they may face, “most especially 
hunger and nutrition insecurity,” 
US Secretary of Agriculture Tom 
Vilsack said Thursday.

Over the past year, millions of 
consumers have continued strug-
gling to make ends meet, to feed 
themselves and their families, 
USDA said. The agency has taken 
steps to not only increase benefits 
through the host of programs avail-
able to assist those in need, but to 
expand access to those programs 
and reach out to those that have 
been historically underserved.

Key accomplishments during 
2021 include, among others:

—Re-evaluated the Thrifty 
Food Plan, increasing Supple-
mental Nutrition Assistance Pro-
gram (SNAP) purchasing power 
by 21 percent, better supporting a 
healthy diet.

—Worked with school foodser-
vice workers to issue 19 types of 
waivers to ensure cafeterias had 
the flexibility they needed to keep 
serving 35 million children across 
the US every school day, and over 
the summer, while contending 
with the COVID-19 pandemic.

—Increased emergency SNAP 
benefits by $1 billion for 25 mil-
lion Americans in the lowest-
income households.

—Invested $1.5 billion to sup-
port the purchases of agricul-
tural commodities to help school 
nutrition professionals make sure 
students have reliable access to 
healthy meals.

—Adjusted school meal reim-
bursements by an estimated $750 
million to help schools serve chil-
dren during the rise in food prices.

—Increased food assistance by 
$37 million to low-income seniors 
through the Commodity Supple-
mental Food Program.

—Announced an investment of 
$1 billion to purchase healthy food 
for food insecure Americans and 
build food bank capacity.

—Expanded partnerships for the 
SNAP Online Purchasing Pilot 
Program to allow SNAP house-
holds in 46 states and the District 
of Columbia the option to use 
SNAP benefits to purchase grocer-
ies online at thousands of stores.

—Worked with the US Depart-
ment of Education to expand 
SNAP benefits to college students 
throughout the COVID-19 pan-
demic.

—Invested nearly $5 million to 
improve access to healthy foods in 
underserved areas, to create and 
preserve quality jobs, and to revi-
talize low-income communities 
through the Healthy Food Financ-
ing Initiative.

—Invested $248 million in 
10 new school feeding projects 
expected to benefit more than a 
million vulnerable children and 
families in developing countries.

—Joined the Global School 
Meals Coalition, which aims to 
strengthen and expand school 
feeding programs around the world 
to make nutritious meals available. 

—Highlighted more than $5 
billion in investments to combat 
hunger, poverty and build more 
sustainable, equitable and systems 
around the world at the United 
Nations Food Systems Summit.

—Released the Food Access 
Research Atlas interactive map 
for users to  access to healthy food.

—Invested more than $34 mil-
lion through its Gus Schumacher 
Nutrition Incentive Program (Gus-
NIP) to support food access and 
nutrition security for low-income 
and at-risk communities.

—Invested more than $200 
million in research, education, 
and innovation to tackle food and 
nutrition insecurity.

—Increased support for nutri-
tion assistance programs in US ter-
ritories not served by SNAP to aid 
residents experiencing pandemic-
related hunger. Among other 
things, an additional $966 million 
to Puerto Rico to help its citizens 
with nutrition assistance.

USDA said it will continue to 
prioritize the following objectives:

—Increasing participation in 
the Women, Infants and Chil-
dren (WIC) program by modern-

izing the program and ensuring 
parents understand the value of 
WIC, using $390 million from the 
American Rescue Plan Act.

—Supporting schools as they 
navigate the challenges of the pan-
demic and operational issues while 
also ensuring children continue to 
enjoy healthy meals at school.

—Evaluating all USDA nutri-
tion assistance programs to ensure 
that they serve all Americans equi-
tably, removing systemic barriers 
that may hinder certain groups 
from taking part.

—Continuing USDA’s focus 
on nutrition security, not just for 
the duration of the pandemic, but 
well into the future to make sure 
the many nutrition programs the 
agency offers are providing access 
to nutritious food for all those in 
need.

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

50 YEARS AGO
Jan. 21, 1972: Kiel, WI—Peer 
Carr, 57, sales manager for the 
cheese division of Lake to Lake 
Dairy here, died unexpect-
edly Jan. 23. Carr was first vice 
president of Wisconsin Cheese 
Seminar, Inc., and past president 
of the Wisconsin Gift Shippers 
Association. 

Winnetka, IL—John Kraft,  80, 
youngest of the five Kraft broth-
ers who founded Kraft Foods in 
Chicago shortly after the turn of 
the century, died Jan. 22. Kraft 
came to Chicago in 1909, six 
years after his brother James had 
started a cheese business on $65 
capital and some revolutionary 
ideas about cheese.

25 YEARS AGO
Jan. 17, 1997: Reggio Emilia, 
Italy—The Consorzio del Forma-
ggio Parmigiano-Reggiano, a 
quality control association that 
oversees production and mar-
keting of Parmigiano-Reggiano 
Parmesan cheese, announced it 
has filed an injunction in the US 
District Court prohibiting use of 
the term “Parmigiano” for cheese 
that has not been certified.

Naperville, IL—Quality Chekd 
Dairies has elected Paul Arbuh-
not of Sunshine Dairy, Port-
land, OR, as its new president. 
Other officers include Lynn 
Oller, Hiland Dairy, vice presi-
dent; Larry Losasso, Sinton Dairy 
Foods, secretary; and Wayne 
Newsom, Beatrice Foods, trea-
surer.

10 YEARS AGO
Jan. 20, 2012: San Fran-
cisco—Almost three-quarters of 
specialty, farmstead and artisan 
cheese makers in the US want 
to expand their operation over 
the next five years, while 25 per-
cent want to sustain their current 
production level and 2 percent 
want to reduce their operation, 
the American Cheese Society 
reported this week. 

La Quinta, CA—Lou Gentine, 
chairman and CEO of Sargento 
Foods, Plymouth, WI, received 
the National Cheese Institute’s 
highest honor, the NCI Laure-
ate Award. The award was pre-
sented to Gentine by Leprino 
Foods’ Mike Reidy. Gary Vanic 
of Great Lakes Cheese and Dave 
Fuhrmann, Foremost Farms, both 
earned Soaring Eagle Awards for 
outstanding service.For more information, visit www.ivarsoninc.com

GDT Index Rises
(Continued from p. 1)

tract 5 (June), $5,625 per ton, up 
0.9 percent.

Skim milk powder: The aver-
age winning price was $3,963 per 
ton ($1.80 per pound), up 5.0 
percent. Average winning prices 
were: Contract 1, $3,999 per ton, 
up 5.6 percent; Contract 2, $3,941 
per ton, up 4.7 percent; Contract 
3, $3,971 per ton, up 4.9 percent; 
Contract 4, $3,975 per ton, up 5.3 
percent; and Contract 5, $4,020 
per ton, up 6.2 percent.

Whole milk powder: The aver-
age winning price was $4,082 per 
ton ($1.85 per pound), up 5.6 
percent. Average winning prices 
were: Contract 1, $4,071 per ton, 
up 5.3 percent; Contract 2, $4,066 
per ton, up 5.3 percent; Contract 
3, $4,103 per ton, up 5.9 percent; 
Contract 4, $4,149 per ton, up 7.8 
percent; and Contract 5, $4,104 
per ton, up 4.2 percent.

Butter: The average winning 
price was $6,158 per ton ($2.79 
per pound), up 5.0 percent. Aver-
age winning prices were: Contract 
1, $6,190 per ton, up 4.1; Contract 
2, $6,175 per ton, up 5.0 percent; 
Contract 3, $6,145 per ton, up 5.0 
percent; Contract 4, $6,130 per 
ton, up 4.7 percent; and Contract 
5, $6,140 per ton, up 5.7 percent.

Anhydrous milkfat: The aver-
age winning price was $6,720 per 
ton ($3.05 per pound), up 0.6 per-
cent. Average winning prices were: 
Contract 1, $6,806 per ton, down 
0.5 percent; Contract 2, $6,730 
per ton, up 0.8 percent; Contract 
3, $6,671 per ton, up 0.5 percent; 
Contract 4, $6,623 per ton, down 
0.5 percent; Contract 5, $6,843 per 
ton, up 2.8 percent; and Contract 
6 (July), $6,736 per ton, up 0.9 
percent.

The 4.6-percent increase in the 
GDT price index this week was the 

largest single auction gain since 
last March’s first auction, when it 
jumped 15.0 percent, noted ASB 
Bank in its “Commodities Weekly” 
report.

Tight global supply is driving 
prices higher, the report noted. 
Conditions over the summer in 
New Zealand have been poor, with 
hot and dry weather the order of 
the day in much of the country. 
Accordingly, Fonterra last week 
revised its forecast milk collections 
for the season down by 25 million 
tons of milk solids.

With a softer production out-
look also evident in Europe and 
North America, it’s a “potent 
combination” for dairy prices, the 
report continued; there’s a willing-
ness on the part of buyers to pay  
big premiums to secure supply.

ASB Bank has revised its 
2021/22 farmgate milk price fore-
cast upwards to $9.10 per kilogram 
of milk solids. The underlying 
global demand and supply balance 
should keep prices supported over 
the remainder of the season.

For its part, Fonterra in early 
December lifted and narrowed its 
forecast farmgate milk price range 
to $8.40 to $9.00 per kilogram of 
milk solids, up from $7.90 to $8.90 
per kilogram of milk solids. Miles 
Hurrell, Fonterra’s CEO, said the 
lift in the 2021/22 forecast farm-
gate milk price range is “the result 
of consistent strong demand for 
dairy at a time of constrained 
global supply.

The key question will be how 
long it takes before prices start to 
move down, ASB’s report noted. 
At this stage in the game, a record 
high milk price for the current sea-
son is a practical certainty. Prices 
will start the next season on the 
front foot, though they will lose 
their heat as the season wears on.

ASB Bank suspects the con-
ventional wisdom on the supply 

outlook has become a bit too pes-
simistic, though. The Southern 
Oscillation Index, ASB Bank’s 
preferred weather indicator for 
dairy production, suggests condi-
tions should be a lot more favor-
able over the coming months.

GDT’s 300th Trading Event
This week’s GDT auction was the 
300th trading event for Global 
Dairy Trade. Eric Hansen, GDT’s 
director, said the milestone reflects 
Global Dairy Trade as an essential 
part of the global dairy industry 
landscape.

“GDT exists to ensure buyers 
and sellers can trade with confi-
dence in global and regional dairy 
markets. Achieving our 300th 
trading event shows that Global 
Dairy Trade continues to provide 
an essential service to the global 
dairy industry,” Hansen said.

More than US$30 billion has 
been traded on the GDT auction 
since it was established in 2008, 
which equates to just over 9 mil-
lion metric tons traded, Hansen 
noted.

The GDT Events platform 
offers dairy products from six 
global companies: Fonterra (New 
Zealand), Dairy America (US), 
Amul (India), Arla and Arla Foods 
Ingredients (Denmark), and Polish 
Dairy (Poland).

“Global Dairy Trade brings 
together buyers and sellers from 
around the globe, with core com-
modity dairy products from four 
continents offered to registered 
bidders from over 70 countries,” 
Hansen commented. “We look 
forward to further serving the 
dairy industry in the years ahead, 
by increasing liquidity on GDT 
Events and actively supporting the 
growth of efficient dairy derivative 
trading associated with it.”

For more information, visit 
www.globaldairytrade.info.
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Northeast Dairy Task Force Offers 
Organic Recommendations To Vilsack
Montpelier, VT—The Northeast 
Dairy Task Force recently for-
warded to US Secretary of Agri-
culture Tom Vilsack a number of 
recommendations to respond to 
and support the region’s dairy sec-
tor in direct response to the recent 
cancellation of 89 Danone/Hori-
zon organic farm contracts.

While the Task Force was 
underway, an additional 46 organic 
dairy farms in New York were noti-
fied of impending contract losses 
from Maple Hill, further under-
scoring the need for long-term 
systems change, noted the task 
force, which was collaboratively 
led by Laura Ginsburg, Northeast 
Dairy Business Innovation Center 
(NE-DBIC) lead, and Britt Lund-
gren, Stonyfield Organic director 
of organic and sustainable agricul-
ture.

The Task Force had represen-
tation from 27 unique organiza-
tions including state departments 
of agriculture, university exten-
sion, organic processors, organic 
associations, farm technical assis-
tance providers, and subject matter 
experts. 

Late last year, the Task Force 
met as a large group and in sub-
groups to surface systemic con-
cerns regarding dairy production in 
the Northeast. Subgroups included 
institutional market development; 
processing expansion; distribution 
logistics; farm viability; and federal 
response. Marketing and market 
development ideas were discussed 
across the Task Force.

At the time that Horizon 
announced it was dropping the 
contracts for 89 farms in the North-
east, none of the major proces-
sors of organic dairy in the region 
were taking on new contracts with 
organic dairy farms, acording to 
the Task Force. This points to the 
need for new marketing efforts to 
increase consumption of organic 
dairy products. It will require a 
sustained and large increase in 
demand for the region’s organic 
processors to be able to absorb the 
milk from the dairies that are los-
ing their contracts without exacer-
bating oversupply issues.

The Task Force’s processing 
expansion recommendations took 
two primary approaches: first, 
invest catalytic levels of funding 
into existing successful track-record 
processors who are positioned and 
can scale production quickly; and 
second, invest in new processing 
facilities to continue to develop 
system flexibility.

In many ways, the processing 
recommendations work in concert 
with recommendations from other 
subgroups, the Task Force noted. 
For example, the institutional sub-
group indicated market demand 
for shredded Mozzarella cheese, a 

In the area of institutional mar-
ket development, the Task Force 
noted that half of the Northeast 
region’s population interacts with 
institutional food buyers on a 
regional basis. These institutions 
include K-12 schools, campuses 
and universities, hospitals, prisons, 
and food banks.

Many institutional food buyers 
have set goals for regional food 
procurement and/or emissions 
reduction targets for their food 
sourcing strategy. Organic dairy is 
potentially available to these insti-
tutions as a regional or local prod-
uct, but organic dairy is currently 
not widely purchased and distrib-
uted by most institutional buyers, 
if they distribute it at all, the Task 
Fore explained.

It is clear that both food banks 
and other institutions have an 

appetite to increase the volume of 
regional organic dairy they distrib-
ute, the Task Force noted. Some 
of that demand could be met by 
increased production of organic 
products via existing processing 
infrastructure, while other oppor-
tunities were identified that would 
require new proessing infrastruc-
ture in the region or refurbishing 
existing processing infrastructure 
that is not currently in use.

Farm business viability is a criti-
cal piece of developing a success-
ful, resilient, and responsive dairy 
sector, the Task Force pointed out. 
For a farm business, viability tech-
nical assistance and services can 
mean multiple things, including 
such topics as accurate bookkeep-
ing, animal management, milk 
quality, or understanding contracts 
for milk hauling.

product not currently produced at 
scale in the region. Investment in 
this kind of processing would cre-
ate a regionally sourced product 
that is in high demand and further 
bolster regional consumption of 
milk.

The distribution subgroup 
focused on the movement of milk 
between farms and processors and 
again from processor to retailer. 
Using existing strategies, the dis-
tribution logistics subgroup offered 
a number of recommendations 
aimed at bolstering new entrants, 
retaining existing licensed driv-
ers, reducing cost to companies, 
and expanding interest in the job 
opportunities.
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House Hearing Looks At Effects Of 
Concentration On US Food Supply
Washington—The House Judiciary 
Committee’s antitrust subcommit-
tee heard varying viewpoints on 
concentration in the US food 
industry and its impact on inflation 
during a hearing here Wednesday.

“Today, nearly every link of 
America’s food supply chain is 
dominated by less than a hand-
ful of corporations,” said US Rep. 
David N. Cicilline (D-RI), chair-
man of the antitrust subcommittee. 
“We’ve seen consolidation trigger 
more consolidation, which has 
caused a domino effect throughout 
our nation’s food supply.”

“Today, the largest players in our 
food system have disproportionate 
power to influence who eats what, 
where, and at what price, as well 
as who profits and who bears the 
costs,” said Allison Johnson of the 
Natural Resources Defense Coun-
cil. “When you are much bigger 
than your competitor, your buyer, 
or your seller, and when you have 
financial and other resources at 
your disposal, you are in control.”

Consolidation, Johnson contin-
ued, “contributes to externalized 
costs and harms at every link in 
our food chain, and it will take a 
cohesive, multi-prong approach to 
shift toward the fair, safe, healthy, 
and climate-friendly food system 
we desperately need.” Synergistic 
strategies must include antitrust 
enforcement, congressional over-
sight, tax reforms, and fair agricul-
tural policy and public investments.

“America’s food supply chain 
problems are a result of increas-
ing concentration and unchecked 
buyer power by dominant retail 
chains who force suppliers to dis-
criminate against independent 
grocery,” said Michael Needler, 
CEO, Fresh Encounter, Inc., who 

testified on behalf of the National 
Grocers Association (NGA).

“The result is a system that ben-
efits a select few at the expense 
of everyone else, including con-
sumers, workers, and independent 
retailers and producers,” Needler 
continued. “Consumers have a nar-
rowing range of choice to shop for 
the goods and services they need; 
entrepreneurs and independent 
businesses struggle to start and sus-
tain businesses; and producers such 
as farmers and ranchers are forced 
to accept unfavorable economic 
terms, conditions, and prices 
imposed by the largest members of 
a consolidated supply chain.”

Although these problems aren’t 
new, “the grocery power buyers have 
taken advantage of the COVID-19 
pandemic to further entrench their 
economic power at the expense of 
smaller competitors and produc-
ers,” Needler stated. The dominant 
grocery retailers control so much 
of the US retail grocery spend that 
they have become essential gate-
keepers for America’s food suppli-
ers. Walmart, for example, controls 
approximately 30 percent of Amer-
ica’s grocery spend, which means it 
can, “with a single email, grant or 
deny a food supplier’s access to 30 
percent of American households.”

Concentration And Inflation
There are numerous possible expla-
nations for the rise in consumer 
food prices over the past year, 
according to Geoffrey A. Manne, 
founder and president of the Inter-
national Center for Law & Eco-
nomics. These include increased 
demand driven by fiscal stimulus, 
disruptions arising from an unprec-
edented set of simultaneous supply 
and demand shocks, the incentive 

effects of government responses 
to the coronavirus pandemic, and 
an increase in the money supply, 
among others.

“What is not a plausible expla-
nation is increased concentration 
and the exercise of market power 
in the food supply chain,” Manne 
said. Critics of American busi-
ness blame years, if not decades, 
of so-called “rising concentration” 
for the recent increases in prices; 
it’s claimed that the increase in 
concentration stems from merg-
ers and acquisitions over the years 
that were blessed by lax antitrust 
regulators or merely overlooked by 
overworked agencies.

“Under this thinking, vigorous 
antitrust enforcement will punish 
the colluders and stop the scourge 
of rising prices. But this thinking 
is misplaced,” Manne said. First, 
antitrust is simply not the proper 
tool.  The purpose of antitrust law 
in the US is to protect competi-
tion, rather than to guarantee low 
prices in and of themselves. High 
or rising prices are not an antitrust 
violation.

Second, and more practically, 
antitrust enforcement often moves 
at a “glacial pace,” Manne contin-
ued. Even successful prosecutions 
of anticompetitive behavior take 
years to resolve. 

And “even relatively rapid 
and vigorous antitrust investiga-
tions will do little to reduce the 
prices consumers are paying today, 
especially if they are the perfectly 
predictable, if messy, result of mar-
ket competition in the midst of a 
global pandemic.”

There are several key data 
points that argue strongly against 
the claim that rising prices of meat 
and other agricultural problems 
are due to monopoly, according to 
Peter St. Onge, a research fellow in 
economics at the Heritage Founda-

tion. Today’s level of concentra-
tion in the meatpacking industry, 
84 percent, was reached almost 30 
years ago.

It’s not just meatpacking; food 
processing in general is concen-
trated in the US partly because 
food production is itself concen-
trated, St. Onge said. For example, 
70 percent of fed cattle are raised 
in just seven states, while 55 per-
cent of feedlot corn is produced in 
just four states.

The profit data 
clearly show that 

America’s agriculture 
supply chain, including 

meatpackers and 
grocers, is exceptionally 

competitive, 
long surviving on 

exceptionally low profit 
margin.”

—Peter St. Onge,          
Heritage Foundation

Beyond these geographic rea-
sons, two reasons why concentra-
tion is increasing in food processing 
are economies of scale and increas-
ing regulation, St. Onge contin-
ued. Economies of scale, where you 
can produce cheaper when you’re 
producing bigger batches, are key 
to keeping prices low in most 
industries, including food.

“Because consumers want low 
prices, it’s consumers that drive 
such industry concentration, 
meaning that oversight interfering 
with that process could actually 
raise prices to consumers, forcing 
them to use less efficient suppli-
ers,” St. Onge said.

The other reason concentration 
is rising is less innocent, St. Onge 
said: government regulation. Man-
dates and regulatory burdens are 
harder for small firms to negotiate, 
while meatpacking, in particular, 
has suffered from disproportionate 
regulatory burdens.

Beyond low prices, a second 
important data point in analyzing 
monopoly is profit margins, accord-
ing to St. Onge. This is because big 
doesn’t necessarily mean uncom-
petitive; large companies often 
compete “very fiercely,” whether 
Coke vs. Pepsi or McDonald’s vs. 
Burger King.

“The profit data clearly show 
that America’s agriculture supply 
chain, including meatpackers and 
grocers, is exceptionally competi-
tive, long surviving on exception-
ally low profit margin,” St. Onge 
said.

In sum, the statistics “suggest 
strongly that the companies that 
provide food to Americans are 
among the most competitive and 
most efficient on Earth,” St. Onge 
said. 
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National Institutes Of Health Awards 
Funds For Precision Nutrition Study
Washington—The National Insti-
tutes of Health (NIH) is awarding 
$170 million over five years, pend-
ing the availability of funds, to 
clinics and centers across the US 
for a new study that will develop 
algorithms to predict individual 
responses to food and dietary rou-
tines.

“Nutrition for Precision Health 
powered by the All of Us Research 
Program” (NPH) will recruit a 
diverse pool of 10,000 participants 
who are part of the NIH’s “All of 
Us Research Program” to inform 
more personalized nutrition rec-
ommendations.

The initiative includes 11 new 
awards and provides additional 
funds to three existing NIH All 
of Us Research Program awards. 
NPH is a NIH-wide effort man-
aged by the NIH Common Fund 
and the first independent study 
to invite diverse participants from 
the All of Us program.

“We know that nutrition, just 
like medicine, isn’t one-size-fits-
all,” said Holly Nicastro, Ph.D., a 
coordinator of NPH. “NPH will 
take into account an individual’s 
genetics, gut microbes, and other 
lifestyle, biological, environmen-
tal, or social factors to help each 
individual develop eating recom-

mendations that improve overall 
health.”

A major challenge in preci-
sion nutrition is the inability to 
combine the many factors that 
affect how individuals respond to 
diet into a personalized nutrition 
regimen. These potential factors 
include the microbiome–the com-
munity of microbes that live in our 
gut, metabolism, nutritional status, 
genetics, and the environment. 
The way these factors interact to 
affect health are still poorly under-
stood.

To address these gaps, NPH 
will collect new data on multiple 
potential predictive factors and 
combine it with existing data in 
the All of Us database to develop 
a more complete picture of how 
individuals respond to different 
foods or dietary routines. 

By developing this large study of 
precision nutrition research, NPH 
will complement ongoing nutri-
tion research efforts across NIH 
and implement components of the 
2020-2030 Strategic Plan for NIH 
Nutrition Research. 

The NPH data will be integrated 
into the All of Us Researcher Work-
bench and made widely available 
to allow researchers to make dis-
coveries that could improve health 

and prevent or treat diseases and 
conditions affected by nutrition.

“The All of Us Research Pro-
gram was designed to support a 
wide range of studies by provid-
ing the infrastructure for a large, 
diverse data set that has been 
previously unavailable,” said Josh 
Denny, MD, CEO of All of Us. 
“We’re delighted that All of Us 
has a role in advancing in-depth 
nutrition research and furthering 
precision nutrition by serving as 
a platform for this unique initia-
tive.” 

All of Us will contribute exist-
ing data from participants who 
agree to participate in the NPH 
study, including genomics, linked 
electronic health records, and 
survey data, such as information 
on daily life experiences, family 
health, and more. 

These data linkages will power 
Nutrition for Precision Health to 
be one of the largest, most diverse 
precision nutrition studies to date, 
the National Institutes of Health 
said.

The NPH program includes mul-
tiple institutes and centers within 
NIH, including the NIH Common 
Fund; All of Us Research Program; 
Office of Nutrition Research; 
National Institute of Diabetes and 
Digestive and Kidney Diseases; 
National Heart, Lung, and Blood 
Institute; Eunice Kennedy Shriver 
National Institute of Child Health 

and Human Development; the 
National Cancer Institute; and 
the National Center for Advanc-
ing Translational Sciences.

The 14 awards will establish 
the NPH consortium including six 
clinical centers, a dietary assess-
ment center, a metabolomics and 
clinical assays center, a microbi-
ome and metagenomics center, 
a multimodal data modeling and 
bioinformatics center, a research 
coordinating center, and addi-
tional support to existing All of 
Us infrastructure.

Among other award recipients, 
a five-year, $23 million award from 
the NIH will put Cornell Univer-
sity at the center of a significant 
federal investment in research 
aimed at customizing nutrition 
guidance.

“This is much needed for us to 
be able to come up with tailored 
guidance on what kind of diet and 
nutritional status we should be 
aspiring towards for optimal health 
and the prevention and treatment 
of chronic disease,” said Dr. Sau-
rabh Mehta, the Janet and Gordon 
Lankton Professor in the Division 
of Nutritional Sciences, which is 
housed jointly in the College of 
Human Ecology and College of 
Agriculture and Life Sciences at 
Cornell.

Mehta is a principal investigator 
on the award with Marie Gantz, a 
senior research statistician at RTI. 
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Nutrition Information Found Lacking On 
Websites Of Online Food Retailers
New York—Online food retailers 
do not consistently display nutri-
tion information on their websites, 
and US laws are lagging behind 
in mandating the same labeling 
required for foods sold in brick-and-
mortar stores, according to analysis 
by researchers from the New York 
University School of Global Public 
Health and the Friedman School 
of Nutrition Science and Policy at 
Tufts University.

Online grocery shopping was 
already rapidly growing before 
COVID-19 emerged, but the pan-
demic has greatly accelerated its 
use, the researchers noted. From 
2019 to 2020, online grocery sales 
in the US tripled from 3.4 percent 
to 10.2 percent of total grocery 
sales, and are projected to reach 
21.5 percent of total sales by 2025. 

However, this rapid growth in 
online grocery shopping has out-
paced regulatory attention to 
information appearing on foods 
sold online. While US regulations 
require Nutrition Facts, allergen 
information, and ingredient lists to 
appear on the physical packaging 
of food products, these regulations 
do not currently extend to online 
retailers, researchers noted.

To better understand the land-
scape of what information appears 
with online groceries, the research-
ers analyzed 10 major products 
across nine major online grocery 
retailers to identify what informa-
tion is displayed. They focused on 
bread, cereals, and drinks — pack-
aged foods that are required by the 
US Food and Drug Administra-
tion (FDA) to have a standard-
ized information panel disclosing 
Nutrition Facts, a list of ingredi-

ents, common food allergens, and, 
for fruit drinks, the percent juice. 
The researchers also reviewed the 
federal government’s legal authori-
ties and limitations for requiring 
online food retailers to disclose 
nutrition information.

They found that this informa-
tion was included and legible, 
on average, only 36.5 percent of 
the time across the products and 
retailers. Potential allergens were 
only disclosed on 11.4 percent of 
products, while Nutrition Facts 
and ingredients lists were each 
present only about half the time 
(45.7 percent and 54.2 percent, 
respectively). By contrast, market-
ing health and nutrition-related 
claims such as “low sodium” on 
online product images were more 
common, appearing on 63.5 per-
cent of products.

“Our study shows that the 
online food shopping environment 
today is a bit of a ‘Wild West,’ with 
incomplete and inconsistent provi-
sion of required nutrition informa-
tion to consumers,” said Dariush 
Mozaffarian, dean of the Fried-
man School and the study’s senior 
author. “Online shopping will only 
continue to grow, and this creates 
an excellent opportunity to posi-
tively influence consumers to make 
healthy and safe choices.”

“Our findings highlight the cur-
rent failure of both regulations 
and industry practice to provide a 
consistent environment in which 
online consumers can access infor-
mation that is required in conven-
tional stores,” said study author 
Sean Cash, the Bergstrom Founda-
tion Professor in Global Nutrition 
at the Friedman School. “With 

the expectation that online gro-
cery sales could top $100 billion for 
2021, the requirements to provide 
consumers with information need 
to keep up with the evolving mar-
ketplace.”

The researchers then reviewed 
the federal government’s legal 
authorities and limitations for 
requiring online food retailers to 
disclose nutrition information. 
They identified three federal agen-
cies that have existing regula-
tory authority over food labeling 
(FDA), online sales and advertis-
ing (the Federal Trade Commis-
sion), and Supplemental Nutrition 
Assistance Program (SNAP) retail-
ers (USDA). 

The researchers concluded that 
these agencies’ existing authorities 
can be leveraged to address gaps in 
labeling requirements in the online 
food retail environment.

“The federal government can 
and should act to require that 
online food retailers disclose 
required nutrition and allergen 
information to support consumer 
health and informed decision-
making,” said Jennifer Pomeranz, 
an assistant professor of public 
health policy and management at 
the NYU School of Global Pub-
lic Health and lead author of the 
study, which was published in Pub-
lic Health Nutrition.

Failing to consistently disclose 
this information on food products 
may present safety concerns for 
consumers who depend on it, as 
in the case of allergens, sodium, or 
sugar, according to the researchers.

“Labeling requirements are 
intended to protect consumers who 
are largely unable to protect them-
selves. This is even more salient 
for online sales where consumers 
cannot directly inspect products,” 
Pomeranz said. 

USTR Seeks 
Comments On 
Intellectual Property 
Rights Protections Of 
Other Countries
Washington—The Office of the 
US Trade Representative (USTR) 
every year conducts a review to 
identify countries that deny ade-
quate and effective protection of 
intellectual property (IP) rights 
or deny fair and equitable market 
access to US persons who rely on 
IP protection.

Based on this review, the USTR 
determines which, if any, of these 
countries to identify as Priority 
Foreign Countries.

USTR is now requesting written 
comments that identify acts, poli-
cies, or practices that may form the 
basis of a country’s identification 
as a Priority Foreign Country or 
placement on the Priority Watch 
List. 

Written comments from the 
public should be submitted by Jan. 
31, 2022, while Feb. 14, 2022, is 
the deadline for submission of writ-
ten comments from foreign count-
tries. 

The deadline for the Special 301 
Subcommittee of the Trade Policy 
Staff Committee to pose questions 
on written comments is Feb. 23, 
2022, and Mar. 8, 2022, is the 
deadline for submission of com-
menters’ responses to questions 
from the subcommittee.

USTR is requesting that inter-
ested persons identify through the 
process outlined in a notice pub-
lished in the Federal Register on 
Dec. 13, 2021, those countries the 
acts, policies, or practices of which 
deny adequate and effective pro-
tection for IP rights or deny fair 
and equitable market access to US 
persons who rely on IP protection.

In past reports, the European 
Union’s geographical indication 
(GI) schemes for cheese and other 
foods have come under criticism.

To facilitate this year’s review, 
written comments should be as 
detailed as possible and provide all 
necessary information to identify 
and assess the effect of the acts, 
policies, and practices. USTR is 
inviting written comments that 
provide specific references to laws, 
regulations, and policy statements, 
including innovation policies.

Submissions proposing countries 
for review should include data, loss 
estimates, and other information 
regarding the economic impact on 
the US, US industry, and the US 
workforce caused by the denial of 
adequate and effective intellectual 
property protection.

USTR strongly encourages elec-
tronic submissions made through 
the federal eRulemaking portal, at 
www.regulations.gov. 

The docket number is USTR-
2021-0021.
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From 2005 to 2018, EU Boosted Some 
Ag Imports, But Dairy Imports Declined
Brussels, Belgium—During the 
2005-2018 period, European 
Union (EU) agri-food imports 
became mainly composed of raw 
and intermediate products, with 
the share of finished products 
declining, according to a study 
published this week by the Euro-
pean Commission.

The study provides an analysis 
of the impact of agri-food imports 
on EU agricultural production and 
on other parts of the value chain 
between 2005 and 2018, including 
the economic, social and environ-
mental implications.

Overall, during the 2005-
2018 period, the EU increased its 
imports of commodities (cereals, 
oilseeds, oilcakes, vegetable oils) 
and other primary products (fruits 
and tropical fruits) across product 
types but reduced its imports of 
animal products (dairy and meat), 
the study noted.

Over the 2005-2018 period, the 
(already marginal) imports of dairy 
products further declined, espe-
cially in volume, while their pro-
duction increased, the study found. 
The main dairy products affected 
were butter and fresh milk, but-
termilk, and yogurt. 

The import value of butter 
imports declined by 26 percent 
between 2005 and 2018, reach-
ing 99 million euros in 2018. The 
corresponding volume more than 
halved (down 74 percent), declin-
ing from 80,000 tons to 20,000 
tons over the period. EU butter 
production increased by 4 percent 
to reach 2.3 million tons in 2018.

The import value of fresh milk 
and cream dropped by 30 percent 
between 2005 and 2018, reach-
ing 23 million euros in 2018. The 
corresponding volume declined 
by 44 percent, from 33,000 tons 
to 19,000 tons, during the period. 
Production, on the other hand, 
increased from 44.5 million tons to 
48.8 million tons (up 10 percent) 
over the period.

The dairy sector is a sensitive 
sector for EU producers, the study 
explained. Dairy products are sub-
ject to import tariffs and quotas; 
average tariff levels are very high. 
For example, all tariffs on fresh 
milk are over 30 percent, and these 
can reach 80 percent for higher fat 
content.

Tariffs on dairy products are sub-
ject to even higher tariffs. MFN 
(most-favored nation) and applied 
tariff on whey, for example, was 
above 130 percent throughout the 
2005-2018 period, tariffs on butter 
were above 40 percent, and tar-
iffs on cheese products were above 
65 percent for MFN countries and 
above 20 percent for countries 
with preferential tariffs.

In 2005, Switzerland supplied 
two-thirds of the EU’s imports of 

fresh milk and related products. 
By 2018, imports had become less 
concentrated; Switzerland had 
halved its export value to the EU, 
while other countries maintained 
or increased their exports. Bosnia 
and Herzegovina maintained its 
export level, and countries such 
as Ukraine, Norway and the US 
increased their exports to the EU.

Most EU imports of fresh milk 
are based on preferential market 
access at zero tariffs, followed by 
market access on WTO terms, 
the study explained. The relative  
importance of these has fluctuated 
over the years. 

Technical or non-technical 
measures are not significant bar-
riers, except for buttermilk and 

related products, which do face 
high technical and non-technical 
barriers, the report said. 

Buttermilk and related prod-
ucts fall under a tariff-rate quota 
(TRQ).

Considering all dairy products, 
the majority of imports in 2018 
were under a zero preference tar-
iff (53 percent), while they rep-
resented 22 percent of imports in 
2005. 

Looking at individual products, 
butter imports are based mainly on 
the MFN non-zero regime, with 
some use of preferential market 
access at zero tariff rates, increased 
rapidly between 2015 and 2017, 
and decreased again in 2018, the 
report said.

Imports of products under the 
casein category are mainly based on 
the MFN non-zero regime. Shares 
of imports coming in through pref-

erential market access have been 
increasing but are still below 20 
percent.

The EU is a net exporter of 
cheese, with an increasingly posi-
tive trade balance for all years 
between 2005 and 2018, according 
to the report. 

Cheese imports under zero pref-
erential tariff strongly increased 
between 2005 and 2018, and rep-
resented around 96 percent of the 
total in 2018, compared to 17 per-
cent in 2005.

Finally, infant food is imported 
mainly with preferential access at 
zero rate, with a stability along the 
period. Infant food imports enter-
ing through MFN non-zero duties 
represented 20 percent in 2005 
and 30 percent in 2018. During 
the same period, there was a reduc-
tion in imports entering through 
GSP non-zero tariffs.
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Tools For Reliable, Repeatable 
Blending of Lab Samples

Seward paddle blenders 
provide fast, e�cient 
blending and homogenizing.

Suitable for the following 
applications:

• Food Microbiology
• Bioscience
• Pharmaceutical
• Clinical
• Veterinary
• Healthcare

1-800-826-8302   •   nelsonjameson.com
sales@nelsonjameson.com

Contact our Lab Specialists today to learn 
more about blending bags and accessories!

• Food Microbiology

For more information, visit www.nelsonjameson.com

Food & Dairy      Gaskets

Fon: 440-953-8811  Fax: 440-953-9631-9631   
Url: www.gmigaskets.com   •   Email: gmiinc@msn.com     

                   

Food & Dairy      

Inflatable Seals
for Variable Capacity Tanks:

Molded Gaskets & O-Rings
For Sealing & Screening:

    

Plus Many More Profiles

4822 East 355th Street 
Willoughby, Ohio 44094-4634 USA

Extruded Rubber Gaskets

For more information, visit www.gmigaskets.com

Retaliatory Tariffs
(Continued from p. 1)

Between Section 232 and Section 
301 retaliation, China’s retalia-
tory tariffs affected approximately 
98 percent of 2017 United States 
agricultural exports to China, the 
study said. Smaller shares of US 
agricultural exports were targeted 
by Canada (16 percent), Mexico 
(14 percent), the EU (7 percent), 
Turkey (18 percent) and India (43 
percent).

In total, US agricultural exports 
targeted for retaliation were valued 
at $30.4 billion in 2017. 

Individual product lines expe-
rienced tariff increases up to 140 
percent.

These retaliatory tariffs 
increased the imported prices of 
US agricultural products relative 
to alternatives, either domestically 
produced or from other interna-
tional sources, the study noted. 
Economic theory predicts con-
sumers in countries applying the 
tariffs will purchase fewer of these 
targeted commodities, and subse-
quently, United States agricultural 
exports to those countries will 
decrease.

Although opportunities may 
exist for US producers to sell their 
products to other non-retaliating 

trade partners, the overall effect 
has generated reduced trade flows 
since new contracts have had to be 
made with other countries, trans-
portation arranged, and other fac-
tors, the study said. 

For example, in 2018, the value 
of US agricultural exports to China 
declined by just over $10.3 billion, 
with retaliatory tariffs affecting 
almost all US agricultural com-
modities.

Across the 17 commodity groups 
that were considered for this study, 
estimated annualized US losses 
from retaliation totaled $13.2 bil-
lion. 

Estimated annualized losses in 
the US dairy export cash receipts 
due to foreign retaliatory tariffs 
totaled $391 million, the ERS 
study found.

Several key patterns emerged 
from estimated losses, according to 
the study. Soybeans accounted for 
nearly 71 percent ($9.35 billion) of 
estimated losses caused by retalia-
tory tariffs. 

This finding was not surprising 
since soybeans have the highest 
export value for a single commod-
ity for the US, accounting for 
around 13 percent of total US 
exports in value terms.

Also, China traditionally has 
been the largest market for US 

soybeans. China targeted soybeans 
for retaliation with a 25-percent 
tariff in July 2018, which resulted 
in sharp declines in  Chinese pur-
chases, the study noted.

Retaliatory tariffs on dairy prod-
ucts were imposed by Canada and 
China, and those represented just 
under 3 percent ($391 million) of 
the total annualized losses across 
all commodities, according to the 
study. 

Canada and China were the sec-
ond and third largest destinations, 
respectively, for US dairy product 
exports in 2017 on a value basis, 
accounting for almost one-fourth 
of total exports.

This analysis focused on the 
tariff effects throughout 2018 
and 2019, which was the height 
of the trade dispute and was also 
consistent with the timeframe of 
the econometric estimates con-
ducted.

On Jan. 15 2020, the US and 
China signed the Phase One Agree-
ment to address structural barriers 
and to further open China’s mar-
ket to US agricultural products. 
As part of that agreement, China 
committed to annually purchasing 
an average of $40 billion of agri-
cultural goods from the US over 
calendar years 2020 and 2021, 
which is twice the amount of pre-
trade-dispute levels, according to 
the study.

China’s State Council’s Cus-
toms Tariff Commission issued an 
official notice on Feb. 18, 2020, 
listing 696 US goods that would 
be exempt from retaliatory tariffs. 
The notice stated the exclusions 
were intended for “market-based 
procurement of commodities,” and 
included whey and “other dairy 
products,” but did not include 
cheese or dry whole milk and 
cream, the study noted.

Have China’s announced tariff 
exemptions led to US agricultural 
export recovery? 

The study noted that it’s dif-
ficult to isolate the effects of the 
tariff exemptions from other fac-
tors included in the Phase One 
Agreement and further non-policy 
market factors.

The retaliatory tariff study 
examined recent trends in the 
trade data pre- and post-tariff 
exemption period. 

While the Phase One period 
is ongoing, the study focused on 
March 2020 through February 
2021.

Overall imports of US products 
increased by more than 110 per-
cent ($28 billion) after the Phase 
One Agreement was signed and 
China announced retaliatory-tariff 
exemptions.

For the two dairy product 
categories granted Chinese tar-
iff exemptions, whey exports to 
China fell from $281 million in 
2017 to $231 million under Phase 
One (March 2020 to February 
2021), while exports of other 
dairy products grew from $140 
million in 2017 to $179 million 
under Phase One, according to 
USDA’s ERS report.

For the dairy products not on 
China’s announced tariff exclu-
sion list, cheese exports to China 
declined from $60 million in 2017 
to $38 million under Phase One, 
and exports of dry whole milk 
and cream fell from $23 million 
in 2017 to $5 million under Phase 
One.

While US exports of agricul-
tural commodities to China overall 
hit record numbers following the 
signing of the Phase One Agree-
ment, market shares still have not 
recovered to pre-retaliatory tariff 
period, the study stated.
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Compeer Financial can provide assistance with finances based on historical data and industry expertise. Compeer does not provide legal, tax or investment advice. 
Compeer Financial, ACA is an Equal Credit Opportunity Lender and Equal Opportunity Provider and Employer. © 2022 All rights reserved.

Partner with us to make your goals possible.

   compeer.com/food-ag-dairy

(844) 426-6733 | #CHAMPIONRURAL

FINANCING BEYOND
THE FARM.

Ty Rohlo�
Sr. Food & Agribusiness Lending Specialist
(608) 757-9747
Ty.Rohloff@compeer.com

LET’S MAKE YOUR PLANS A REALITY, TOGETHER.
The Food and Agribusiness team at Compeer Financial® understands the unique challenges and
opportunities facing the dairy processing industry. From interest rate fluctuations and volatility to 
future uncertainties, we’re equipped with the financial solutions, funding capacity and structure 
to meet your needs. And our experienced team will guide you every step of the way.

For more information, visit www.compeer.com/ag-financing/food-agribusiness-financing

NASA Launches Competition To Create 
Food System For Deep Space Mission
Washington—As the National 
Aeronautics and Space Adminis-
tration (NASA) prepares to send 
astronauts further into the cosmos 
than ever before, the agency is 
aiming to upgrade production of a 
critical fuel source: food.

In coordination with the Cana-
dian Space Agency, NASA is call-
ing on the public to help develop 
innovative and sustainable food 
production technologies or systems 
that require minimal resources and 
produce minimal waste. 

Dubbed the Deep Space Food 
Challenge, the competition calls 
on teams to design, build, and 
demonstrate prototypes of food 
production technologies that pro-
vide tangible nutritional products 
— or food.

Over time, food loses its nutri-
tional value. That means for a 
multi-year mission to Mars, bring-
ing along pre-packaged food will 
not meet all the needs for main-
taining astronaut health, NASA 
explained. 

“Feeding astronauts over long 
periods within the constraints of 
space travel will require innova-
tive solutions,” said Jim Reuter, 
associate administrator for NASA’s 
Space Technology Mission Direc-
torate at the agency’s headquar-
ters in Washington. “Pushing the 
boundaries of food technology will 
keep future explorers healthy and 
could even help feed people here 
at home.”

Last October, Phase 1 of the 
challenge culminated as NASA 
awarded 18 teams a total of 
$450,000 for their concepts for 
innovative food production tech-
nology that produces safe, accept-
able, palatable, nutritious food 
products that are stable and high 
quality, while minimizing neces-
sary resource inputs.

NASA is now inviting teams to 
enter Phase 2, which will require 
teams to build and demonstrate 
prototypes of their designs and 
produce food for judging. Inter-
ested participants from the US can 
compete in Phase 2 for part of a 
prize purse up to $1 million.

The Food Challenge asks com-
petitors to create a food production 
technology, system, or approach 
that could potentially be inte-
grated into a complete food system 
to sustain a crew of four on a three-
year deep space mission. 

Everything needed to store, pre-
pare and deliver food to the crew, 
including production, processing, 
transport, consumption, and dis-
posal of waste should be consid-
ered. Proposed technologies such 
as plant growth systems, manufac-
tured food products, and ready-
to-eat solutions combined could 
provide the future crews with a 
variety of options that would pro-
vide the needed daily nutrition.

NASA said solutions from the 
Deep Space Food Challenge could 
be part of the larger food system as 
an integrated solution that: pro-
vides all daily nutritional needs; 
provides a variety of palatable and 
safe food choices; enables accept-
able, safe, and quick preparation 
methods; and limits resource 
requirements with no dependency 
on direct periodic resupply from 
Earth over durations increasing 
from months to years.

The Deep Space Food Chal-
lenge will identify technology solu-
tions that can:
 Help fill food gaps for a crew 

of four for a three-year round-trip 
mission with no resupply. 

 Improve the accessibility 
of food on Earth via production 
directly in urban centers and in 
remote and harsh environments.
 Achieve maximum food out-

put with minimal inputs and mini-
mal waste.
 Create a variety of palatable, 

nutritious, and safe foods that 
requires little processing time for 
crew members.

In Phase 1, judges grouped US 
submissions based on the food they 
envisioned producing. Among the 
designs were a variety of systems 
that ranged from complex to very 
simple. Teams proposed technolo-
gies to produce ready-to-eat foods 
such as bread, as well as dehydrated 
powders that could be processed 
into food products. 

Other technologies involved 
cultivated plants and fungi or engi-

neered food all of which could be 
grown or produced by the crew on 
deep space missions. 

All teams involved in Phase 1 
of the challenge met the registra-
tion requirements to enter Phase 2. 
New teams are highly encouraged 
to participate after providing the 
required registration information, 
due by February 28. 

Participants from the US can 
compete for part of a prize purse of 
up to $1 million from NASA. The 
Canadian Space Agency is hosting 
a parallel competition with a sepa-
rate application and judging pro-
cess, as well as its own prize purse, 
for participating Canadian teams. 
Qualifying teams from other coun-
tries may compete but will not be 
eligible for monetary prizes.

For more information, visit 
www.nasa.gov/solve.
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Litchfield, MN—First District 
Association (FDA) recently cel-
ebrated its 100th anniversary, 
highlighted by the completion of 
increased processing capabilities, 
as well as modernizing plant opera-
tions.

Those processing capabilities 
will not come from FDA’s tradi-
tional production but in a new 
40-pound block cheese line, as 
well as increased higher-end bar-
rel production that the cooperative 
has been primarily producing for 
nearly 50 years.

First District Association is an 
independent, member-owned dairy 
cooperative located in central 
Minnesota.

“We are constantly 
going through the 

process of what’s the 
right direction for First 

District long term, 
keeping a couple of 
goals in mind that 

preserve our heritage.”

—Bob Huffman,             
First District Association

The modernization plan started 
nearly 15 years ago when the co-op 
board decided to re-invest in its 
facilities, improved process con-
trol, employee safety, all the while 
optimizing current plant opera-
tions, said Bob Huffman, president 
and CEO of FDA.

“There is a 100-year tradition 
for which this cooperative was 

built,” Huffman said. “From a 
global perspective, our vision has 
always been, to position ourselves 
in the marketplace by maximiz-
ing our reputation for innovation, 
quality, production, and strong 
financial independence, that 
brings back the most value to our 
members.”

The co-op has roughly 700 
members. Ten years ago, Huffman 
said membership was over 1,000, 
though production per farm has 
increased significantly. Nearly 80 
percent of the co-op’s milk comes 
from farms with about 350 head  or 
fewer while the two largest farms 
provide milk from approximately 
7,500 head. 

“The expansion really was mem-
ber and long-term sustainability,” 
Huffman said. “The operations 
have always been a lean, mean, 
well-oiled machine but our owners 
have continued to increase capac-
ity over the years. It got to the 
point where processing got to be a 
constraint.”  

Optimizing Litchfield Operations
The expansion project’s goal was 
to get the operation to processing 
capabilities of 7.5 million pounds 
a day.

The biggest concern for FDA 
was the facility’s location in the 
middle of the city and the exist-
ing footprint, said Doug Anderson, 
FDA’s director of operations.

“The problem we had was that 
our footprint wasn’t big enough,” 
Anderson said during a speech at 
the North Central Cheese Indus-
tries Association (NCCIA) meet-
ing last October. “How are we 
going to guarantee that we were 

going to have enough footprint. 
And what if  we get three quarters 
done and then realize we didn’t.”

After a great deal of discussion 
FDA decided to grow the facility at 
its current location, optimize and 
expand the current footprint with 
the goal of becoming the most effi-
cient plant in the Midwest.

With the expansion, First Dis-
trict Association will manufacture 
over 700,000 pounds of cheese; 
roughly 140,000 pounds of whey 
protein concentrate; and nearly 
240,000 pounds 
of lactose per 
day.

“That will 
kind of fill 
out this site,” 
Anderson said. 
“We are never done growing. In 
the 30 years I’ve been at First Dis-
trict, we’ve never stopped growing. 
We are probably done growing in 
Litchfield though.”

Huffman also said that FDA will 
have to look at a greenfield site 
outside of Litchfield in the future 
if membership continues to grow.

“Our members’ milk production 
is growing at nearly 3 to 5 percent 
a year,” Huffman said. “We have 
a growing milk supply, we have 
good demand from our customers 
and we have owners who are will-
ing to invest. When you put those 
three things together, it made a lot 
of sense to expand.”

Huffman said the FDA board 
demands a five, 10, and 15-year 
strategic plan for growth.

“That’s the cool thing about our 
cooperative, it’s grassroots,” Huff-
man said. “We are constantly going 

First District Expands To Offer Block/Barrel 
Flexibility; Relationships Remain Key To Growth

through the process of what’s the 
right direction for First District 
long term, keeping a couple of 
goals in mind that preserve our 
heritage.”

First District has always been 
very financially strong, Huffman 
said. That has been the strength 
through 100 years. 

“Being able to do these expan-
sions and being virtually debt-free  
before we start an expansion has 
been pretty remarkable,” Huffman 
said. 

He said the Upper Midwest 
region, particularly in the I-29 cor-
ridor on the South Dakota/Minne-
sota border, has really grown.

“The one 
great thing 
abou t  ou r 
region, when it 
comes to water 
and feed, the 
o p p o r t u n i t y 

for further growth is going to be 
there,” Huffman said. “It’s going to 
be there 20, 40, and 60 years from 
now. So that has to really accom-
modate FDA’s strategy on what 
that right direction is.”

He looks at the structure that 
once was primarily a cooperative 
state now has become very compet-
itive with privately-owned compa-
nies. Huffman cited the growth of 
Agropur’s Lake Norden operation, 
and Valley Queen’s growth in Mil-
bank, SD.

“It’s becoming more competitive 
for milk each year. Where the co-
ops in the past typically marketed 
most of the milk to privately-owned 
plants, today, now with the growth 
of privately-owned plants, you are 
seeing more direct sourcing. That 
creates competition within itself, 
especially for Class III cheese-type 
markets,” Huffman said.

“If we are going to be a strong 
viable player, the co-op can’t stand 
still. Cost of capital is incredible, 
so we have to find opportunities to 
reduce the cost in a way that brings 
more value back to the mailbox for 
the farmer,” Huffman said.

Block/Barrel Flexibility
With the new capability to package 
40-pound blocks, FDA can respond 
to customer needs as well as more 
flexibility to adjust to other market 
conditions.

First District has a long history 
and is quite a large part of the bar-
rel market, Huffman said.

“The plant that we just built 
gives us the ability to run 40-pound 
blocks as well,” Huffman said. “So 
we can run 7.5 million pounds of 
milk a day all into 40-pound blocks 
or barrels or somewhere in between 
if we choose.”

From a market standpoint, Huff-
man said he watches the block/bar-
rel spread very closely. 

“Sometimes it’s a fair price and 
sometimes it is not. 

• See First District, p. 13

Membrane
System
Troubleshooting

Membrane Life

Feed Quality

Changing your membranes
at the proper time will
optimize efficiency.

Proper tracking of product 
quality and system data 
can prove invaluable in 
troubleshooting problems.

A number of factors 
can be the cause of
fouled membranes. 
Generally reversible if 
addressed early enough.

Inattention to the
composition of the
incoming stream will 
affect performance.

Documentation Fouling

Contact Caloris if you
are experiencing 

problems with your 
membranes.
410-822-6900

problem.solved@caloris.com

For more information, visit www.caloris.com
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First District
Continued from p. 12

FDA puts a little more time 
intoits production than those com-
panies making barrels specifically 
for their customers, Huffman said.

“If you look at the diversity of 
our customer’s end-use range, then 
I would say we are more heavier 
weighted ratio-wise into these spe-
cialty areas versus a foodservice 
area,” Huffman said about the co-
op’s barrel production. “So we’re in 
that retail or snack food area more 
than the process cheese area.”

He said FDA puts extra time 
into the manufacture of their bar-
rels with the intent of hitting the 
upper end of specifications for high 
scale end-use.

“That is where we focus from a 
quality standpoint,” Huffman said. 
We have always had a good reputa-
tion on being able to hit the tight 
specs and have good quality and 
that’s something the heritage of 
First District is proud of.”

Huffman said the co-op really 
works to meet the needs of its cus-
tomers.

“There is a piece of the block 
and barrel market built on cus-
tomer relationships versus using 
the CME for a backstop,” Huff-
man said. “If you really hone in 
on working with the customers 
and meet their needs whether it is 

high volume, medium volume or 
small volume, or creating multiple 
SKUs for them, there is a market, 
and from my perspective, a valu-
able one.”

Because most of FDA’s barrel 
production goes into more of a spe-
cialty product arena, Huffman said 
the co-op was fortunate to main-
tain production and sales during 
the country shutting down due to 
COVID. 

“We were pretty fortunate. But 
that goes with putting in the extra 
processing time to get the higher 
end quality and higher specs. 
Long-term relationships are key.”

Those long-term relationships 
are another reason to get into the 
block market, Huffman said.

“A lot of our current customers 
that we have had long-time rela-
tionships within the barrel indus-
try also have needs for 40-pound 
blocks,” Huffman said.

Huffman said all of the blocks 
that are in development are sold. 

“You can do a lot with 7.5 mil-
lion pounds of milk,” he said.

He also knows at any time out-
put could be ramped up to serve 
new customers.

“We didn’t rush our produc-
tion to fill orders,” Huffman said. 
“We took the right steps and the 
right  amount of time to make sure 
we hit the processes and kept any 
bumps we hit small.” 

Going into 40-pound blocks is

not necessarily new for FDA in 
terms of processing or capabil-
ity, Huffman said. What is new is 
the focus on commercializing the 
cheese on a large scale. 

“Between foodservice and retail 
and the specialty business it can 
be a gamble, but there is definitely 
an increasing demand,” Huffman 
said. “You got to kind of navigate 
through where the demand is. Out-
side of domestic, there is demand 
from a global perspective. We have 
our eyes set on a portion of the 
domestic market and a portion on 
the export market.”

Besides the cheese side of the 
business, FDA is set up for whey 
protein concentrate and lactose.

“We have great export markets 

where we are geared to meet the 
tight quality levels and for infant 
formula,” Huffman said.

FDA has always had the mem-
bership that continues to want to 
be at the forefront of that technol-
ogy, Huffman said. They’ve always 
tried to be in the lead. 

“For being a CEO working with 
a board of a cooperative that has 
that mindset that they do, look-
ing at things from a business stand-
point, is pretty nice.  It’s crucial,” 
Huffman said. “I can’t tell you 
specifically what  15 years out will 
look like around here, but I can 
tell you we are heading in the right 
direction.”
For more information on FDA, please
visit www.firstdistrict.com
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Improve Yield, Appearance and Pro�tability of
Your Cheese Shreds

• Free Flow® anti-caking agents can be applied at higher
application rates to improve yield and pro�tability.

• A smart substitute for cellulose, Free Flow® can be applied 
at over twice the rate and remain signi�cantly less visible.

• Low airborne dust ensures safer working conditions, less 
equipment wear-and-tear and better package seal integrity.

• Free Flow® delivers excellent �owability for maximum line 
speeds, while preventing clumping.

• Free Flow® can be customized to co-deliver antimycotics and
oxygen scavenger systems to assure ongoing �avor and 
freshness.
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Reduce Your Costs with Free Flow®

Free Flow® looks better 
than cellulose at twice 
the application rate.

Free Flow® is nearly 
invisible at 3%.

At two to three times your current application rate, Free Flow®

anti-caking agents can reduce your costs dramatically.

For more information about Free Flow® and our complete line 
of anti-caking solutions, contact us today.
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Chobani Scholarship Program Expands 
To Assist More Under-Served Students
New Berlin, NY—A scholarship 
program that kicked off in 2018 
for prospective dairy leaders from 
New York state and Idaho has been 
expanded to support under-served 
students pursuing a broad range of 
agricultural interests.

Through partnerships with Cor-
nell University and the University 
of Idaho, the Chobani Scholars 
Program will offer eight $20,000 
scholarships – $5,000 each year   
over five years – to students inter-
ested in studying agriculture, dairy, 
food science, and/or food entrepre-
neurship. 

Preference will go to students 
who face challenging social, eco-
nomic, educational, cultural or 
other life circumstances which may 
have resulted from a disadvantaged 
background.

Chobani will also provide 
$20,000 of annual funding to each 
of the universities during the same 

time period to support diversity, 
equity, and inclusion (DEI) train-
ing and education. 

With this announcement, Cho-
bani’s scholarship funding pledge 
will total more than $1.4 million 
by 2027. 

Since 2018, the program has 
helped dozens of university stu-
dents pursue their ambitions in 
the dairy industry. The expansion 
will help to create a more equitable 
future in agriculture for a broader 
range of students, Chobani stated. 

Scholarship recipients will also 
have an opportunity to intern 
with Chobani during their college 
careers. In prior years, the program 
was limited to students from a dairy 
background who were pursuing a 
career in dairy.

“Today’s announcement builds 
on our mission to help ensure 
opportunities for students from 
under-served communities with 

an interest in working on a farm 
or in agribusiness, in food science, 
and those who want to start a food 
business,” said Peter McGuinness, 
Chobani president and chief oper-
ating officer. 

“We’re proud to be support-
ing dozens of current students 
in our home states of Idaho and 
New York, and we’re thrilled to be 
expanding the Chobani Scholars 
program,” McGuinness continued.

Grants have helped more than 
two dozen students attending Cor-
nell University’s College of Agri-
culture and Life Sciences (CALS) 
and the University of Idaho Col-
lege of Agricultural and Life Sci-
ences (CALS). 

The program has provided sub-
stantial support to students from 
New York farm families, helping 
them access education and real-
world experiences in dairy science 
and management, said Benjamin 
Houlton, the Ronald P. Lynch 
Dean of Cornell CALS. 

“With this latest investment, 
Cornell CALS is excited to fur-

ther enhance our efforts to attract 
students from underrepresented 
backgrounds to careers in food and 
agriculture, which is a critical need 
for our state,” Houlton said.

We’re grateful to Chobani for 
their ongoing generosity and bol-
stering our programs to train the 
next generation of leaders in agri-
culture, dairy, food science and 
food entrepreneurship, he contin-
ued.

The program provides an incred-
ible opportunity to Idaho students 
who otherwise may not be able to 
attend college, said Michael Par-
rella, Dean of Idaho University’s 
CALS College of Agricultural and 
Life Sciences. 

We’re grateful for our partner-
ship with Chobani, Parrella con-
tinued. The program is creating a 
pathway for Idahoans from under-
represented communities to pursue 
a career in agriculture.

For more details and online 
scholarship application, visit www.
uidaho.edu/cals/student-life/scholar-
ships-and-aid/chobani-scholars.

Silk Launches 
Nextmilk, Aimed At 
Dairy Drinkers
Broomfield, CO—Silk, which bills 
itself as the number one plant-
based bverage brand, is introducing 
Silk Nextmilk™, which the com-
pany said is specially formulated 
to meet dairy-lovers’ taste expec-
tations through a blend of plants 
that are designed to deliver on key 
attributes of dairy milk, like taste 
and texture.

Silk Nextmilk contains six key 
nutrients found in dairy milk, 
including calcium, vitamin D, 
vitamin A, vitamin B-12, ribofla-
vin and phosphorus. It also delivers 
four grams of plant-based protein 
per serving. 

The main ingredients in Silk 
Nextmilk whole fat are: Oatmilk 
(filtered water, oat concentrate), 
coconutmilk (filtered water, coco-
nut cream), coconut oil, soy pro-
tein isolate, chicory root extract, 
cane sugar, and sunflower oil.

To create Silk Nextmilk, 
Danone North America’s research 
and innovation team decon-
structed the classic dairy drinking 
experience — including key nutri-
tional factors, molecular composi-
tion and iconic sensory elements 
— and reconstructed it with plants 
that mirrored the different com-
ponents of dairy’s flavor curve and 
mouthfeel, in partnership with its 
own dairy experts.

Through this research, they 
developed the recipe for Silk Next-
milk, designed to mimic dairy attri-
butes and incorporate a blend of 
plant-based ingredients.

Silk Nextmilk is available in 
whole fat and reduced fat varai-
eties in 59-ounce cartons. For more 
information, visit www.silk.com.
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Ireland’s Cheese Exports Rose 15% In 
2021; Butter Exports Increased 3%
Dublin, Ireland—Ireland’s dairy 
exports in 2021 topped 5 billion 
euros for the third year in a row, 
although they were down fraction-
ally from both 2020 and 2019, 
according to Bord Bia’s recently 
released Export Performance and 
Prospects 2021-2022 report.

Last year was the first year 
in which Irish cheese exports 
exceeded 1 billion euros, reach-
ing 1.06 billion euros, a 15 per-
cent increase in export values 
over 2020, the report noted. The 
key driver of this growth was bet-
ter overall pricing return from the 
marketplace, with the value per 
kilogram growing by 13 percent 
year over year as well as increased 
volume demand in the EU-27 (up 
15 percent), North America (up 
65) and Africa (up 9 percent).

The United Kingdom is histori-
cally Ireland’s largest cheese mar-
ket, typicaly taking approximately 
40 percent of all volumes exported 
since 2016. In 2020, this volume 
grew to 49 percent in the year with 
Brexit “just in case” stockpiling a 
feature, the report said.

Ireland’s butter exports totaled 
997.4 million euros, up 3 percent 
from 2020 but down 9 percent 
from 2019. The value increase 
was despite a decline in the vol-
ume of butter exported following 
the record volumes of 2020, the 
report said.  Global butter prices 
performed well in 2021 with prices 
quoted via Dutch Dairy Board in 
November 2021 up by as much 
as 2,000 euros per ton versus the 
same time in 2020.

Supply chain restrictions on vol-
ume traded into non-EU markets 
were countered by robust pricing 
and demand in Europe, where but-
ter exports grew 16 percent to 625 
million euros, supported by strong 
import demand in Germany, Neth-
erlands, and France in particular.

Demand for Irish butter in North 
America also mirrored 2020, with 
exports exceeding 210 million 
euros for the year. Butter exports to 
the UK performed modestly, being 
behind by up to 50 million euros, 
but were in line with overall UK 
import butter demand, which is 
estimated to be back by 10 percent 
in the year, the report said.

Last year was a challenging 
year for global exports of special-
ized nutritional powders as a per-
fect storm of factors coincided, 
the report continued. Demand 
in China continued to move in 
favor of domestic brands, which 
increased their share of the local 
market to around 55 percent. Also, 
lower travel numbers reduced the 
quantities picked up in specialist 
outlets in Hong Kong and other 
Asian travel hubs.

Ireland was not immune to this 
and saw volume exports below 

100,000 tons for the first time in 
over 10 years, delivering around 
680 million euros in export value, 
down more than 200 million euros 
from 2020, with the impact felt in 
Asia and in key intermediary Euro-
pean destinations of Germany, 
Netherlands and France.

However, some of this decline 
was offset by an increased import 
demand for ingredients for this sec-
tor in China in particular.

There was a positive perfor-
mance for Irish dairy powders, with 
notable gains in prices achieved 
across whole milk powder, skim 
milk powder, whey powders, casein 
and fat-filled milk powders.

Irish dairy exports benefitted 
from the strength of demand for 

casein and caseinates, with exports 
rising by around 60 million euros 
in 2021. Irish processors, as one 
of the few global producers of this 
product, have been developing 
capabilities and customers over 
many years, and were well posi-
tioned to benefit from demand 
for this highly adaptable protein-
dense ingredient used in a variety 
of applications from cheese manu-
facturing to nutraceuticals.

Strong pricing underpinned the 
value of skim milk powder exports, 
with prices quoted on international 
trading indices up by 1,000 euros 
per ton year over year. Although 
slightly less volume shipped for 
the year, the value of SMP exports 
exceeded 2020 values at approxi-
mately 370 million euros.

Exports to the EU declined by 
11 percent to a value of 1.57 bil-
lion euros in 2021, or 32 percent 

of all exports. Dairy exports to the 
UK rose by 1 percent to an esti-
mated value of 926 million euros, 
or 18 percent of all dairy exports.

North America performed 
“particularly positively” in 2021, 
exceeding the 500-million-euro 
mark for the first time to deliver 
an estimated 533 million euros 
worth of exports, a 90-million-
euro increase over 2020 and more 
than double the value in 2016. A 
modest volume decline in butter 
was countered by better returns, 
whereas cheese exports grew both 
in value and volume. Casein is a 
key product for both the US and 
Mexican markets.

The outlook for Irish dairy 
exports for the first part of 2022 
remains positive as, at the turn 
of the year, buyers seek to secure 
product amid weaker European 
and Oceania milk output.
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SDSU Davis Dairy Plant Marks 10 Years; 
Partnership Still Pays Dividends Today
Brookings, SD—South Dakota 
State University’s (SDSU) Davis 
Dairy Plant celebrated 10 years of 
operation and industry collabora-
tion here this past fall.

The 18,000 square-foot, $10.2 
million facility first kicked off 
operations in October 2011.

Led by Jon Davis of Davisco 
Foods International, a privately 
funded group of dairy processors, 
producers, suppliers, alumni, and 
friends, in an alliance known as the 
Jackrabbit Dairy Council, funded 
all but $1 million of the project.

Today, Jon Davis is CEO of 
Davisco Foods International. 
In 2011, Davisco operated three 
cheese manufacturing plants in the 
US. Those operations were since 
purchased by Agropur USA.

“The Jackrabbit Council was a 
group of like-minded businesses 
looking at the same thing,” Davis 
said. “That being, a short supply 
of a qualified workforce. We had a 
shared vision to train students who 
could come into any operation in 
the US and hit the floor running.”

The training would occur 
through an updated and targeted 
curriculum, and through a modern 
dairy plant designed in the mould 
of those in the industry.

“Looking back, we had an oper-
ational dairy plant that was about 
50 years old, and to train stu-
dents for this industry, we needed 
an updated plant,” said professor 
and head of SDSU’s dairy science 
department Vikram Mistry. 

The old plant had reached the 
end of its life, and it would not 
have passed inspections, he said.

Lloyd Metzger, a graduate of the 
SDSU dairy program, joined the 
project in 2007 from Minnesota. 
Metzger, now with Valley Queen 
Cheese Factory, served as director 
of SDSU’s Midwest Dairy Foods 
Research Center.

“One of the key reasons I went to 
SDSU was the opportunity to build 
a new facility and to do applied 
research to support the industry at 
the same time,” Metzger said.

With an undergraduate pro-
gram in place, Metzger and Mistry 
thought the student population 
needed an applied processing facil-
ity to get proper training and a pro-
cessing industry that would reap 
the rewards from that facility.

“You needed the faculty in 
order to set up a research pro-
gram,” Metzger said. “When I 
got involved, I worked with the 
industry and Dairy Center to get a 
drying system and a focus on filtra-
tion; have more semi-commercial-
scale equipment in order to expand 
research capabilities.”

What’s unique about the SDSU 
facility is that the dairy industry 
was involved from the beginning, 
Metzger said.

“In getting the industry involved 
from the start we were able to avoid 
some missteps that typically hap-
pen,” Metzger said. “We were able 
to be on-budget, on-time, and then 
frankly, something that worked.”

For the Jackrabbit Council, 
they wanted an operation where 
students could learn and be able to 
interact with the latest technology.

Davis said he met with the uni-
versity and listened to what they 
wanted and they listened to what 
the industry needed if they were 
going to participate.

“I looked at what was needed at 
our plants and talked with other 
dairy plants around the US and 
we all needed the same thing — 
trained people to manage the pro-
cesses of our operations,” he said.

Even today, the industry is hav-
ing a hard time finding capable 
people coming out of dairy schools 
who could walk into the plant and 
have an effect, Davis said. 

“That’s why we made the plant 
as technologically advanced as we 
could. When they left SDSU, we 
wanted the students to have the 
acumen that most others wouldn’t.”

Quick & Under Budget 
Davis said it’s kind of unique for 
dairy operations to get along as 
well as those on the Jackrabbit

Dairy Council did.
“We shared a common vision to 

increase the pool of students, but 
every plant looks a little bit dif-
ferent,” Davis said. “The members 
trusted our team to get the ball over 
the goal line. Since we operated 
our own plants, they trusted us. At 
times it was hard to live up to that 
trust, but it drove us as well.”

Having that trust was why Davis 
said from design, construction, and 
commissioning of the plant was so 
quick and at cost.

“I’m not trying to say this in 
competition with other universities 
who have had their well-publicized 
problems,” Davis said. “I’m just try-
ing to tell you how committed we 
were and how well we got along, 
from government to university, to 
board of regents, to industry.”

A key aspect of the project that 
was celebrated was the synergy of 
people working towards a common 
goal, which was to build a dairy 
plant for the future of the industry.

“This synergy between South 
Dakota State University and the 
dairy industry helped create a 
facility that will continue to have 
a lasting impact on the industry,” 
Mistry said.  

The diverse group included 
people from competing dairy orga-
nizations, South Dakota State Uni-
versity engineers and architects, 
South Dakota State inspectors, 
SDSU faculty, and the Office of 
the South Dakota State Engineer.  

Mark Spence, now plant man-
ager at Agropur’s Le Sueur, MN, 
operation, served as a liaison 
between the Jackrabbit Council 
and the diverse group.

“There was little to no money 
from the state on the project,” 
Spence said. “And, while that was 
frustrating at times, it freed us from 
some protocols that would have 
slowed down the process as well 
as prohibit us from using our sup-
plier friends. We might have lost 
some of our key Jackrabbit Council 
partners if not for the cooperation 
between groups,” Spence said. 

The Jackrabbit Dairy Council 
included Davisco, Valley Queen 
Cheese, Agropur, Glanbia Foods, 
Hilmar Cheese, Ecolab, Saputo 
Cheese, Tetra Pak, Wells Enter-
prise, Bel Brands, American Dairy 
Association of South Dakota, Mid-
west Ag Supplements, S. A. Edu-
cation Foundation, and private 
contributors including Jerry Lohr, 
Gonzenbach family, and Nef family.  
In addition to other contributors.

“We had some of the largest 
manufacturers in the US,” Spence 
said. “It was never a hard sell to 
suppliers. I was closing before I 
even gave the spiel. Which is a 
nice way of saying, they knew the 
benefits of the project as much as 
we did.”

The suppliers really stepped up, 
Spence said, and now those stu-
dents who go through the program 
have become accustomed to that 

piece of equipment, that pump or 
valve, that sanitation supplier. 

One of the things we said when 
we were looking for funding for the 
plant, was that “it’s not a donation; 
it’s an investment in the future,” 
Mistry said. “That was spot on.”

The industry was able to input 
what kind of learning they wanted 
students to have, along with fac-
ulty input on the types of research.

“The Jackrabbit 
Council was a group of 
like-minded businesses 

looking at...a short 
supply of a qualified 
workforce. We had a 
shared vision to train 
students who could 

come into any operation 
and hit the floor 

running.”

— Jon Davis, Davisco Foods 
International

“If it didn’t get done that way, 
it was going to be another small 
university pilot plant that makes a 
little bit of ice cream and a bit of 
cheese; maybe one vat,” Metzger 
said. “You can teach out of those 
facilities, but it wouldn’t have 
suited the needs of the industry.”

Dairy ingredients need an evap-
orator, and there really was no 
location where you could do an 
evaporation trial, and do it in a  
commercial, scalable fashion.

“It’s just a huge piece of dairy 
processing now; you need all those 
operations. One of the pieces is 
important, but when you start get-
ting them all together and doing 
the whole thing, then you start to 
get real value,” Metzger said. 

That’s what made it valuable, 
Davis said. 

“These newly graduated stu-
dents can walk into any one of our 
plants as a supervisor pretty fast. 
That come-up time is invaluable,” 
Davis said.

Industry On Speed Dial
The collaboration between aca-
demia and industry was symbiotic 
at just about every turn, with some 
of the best engineers just a phone 
call away.

The Lake Norden plant is about 
45 minutes away while the Valley 
Queen operation is about 90 min-
utes away from SDSU.

“We knew, to keep costs down, 
to handle maintenance issues, we 
would have to have industry tackle  
the tougher servicing issues,” Davis 
said. “Along with Valley Queen, 
we kind of serviced the plant from 
Lake Norden or Milbank.”

Jake Anderson is the current 
plant director of Bel Brands in 
Brookings, SD. Before Bel, he was 

• See, Jackrabbits Remember, p. 17
October 2021 marked the 10th anniversary of the completion of the Davis Dairy Plant at SDSU. 
Above, members of the Jackrabbit Dairy Council celebrate the plant’s completion in 2011.
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Jackrabbits Remember
Continued from p. 16

the first plant manager at the Davis 
Dairy Plant. 

Anderson was working at 
Davisco Lake Norden and jumped 
at the job at the SDSU facility.

I just thought SDSU was a great 
opportunity to participate in a new 
plant startup as well as help grow 
and mould the future leaders of the 
industry, he said. 

“The graduates that come out 
of that program now have a better 
sense of what a real-life dairy plant 
looks like and how it runs,” Ander-
son said. “The future is becoming 
more automated and that is really 
the difference the plant provides 
students. The industry requires a 
much higher level of automation 
and you see that in the students 
coming out of the program now.”

Drawing, Retaining Talent
Not only has SDSU’s Davis Dairy 
Plant attracted the industry’s next 
generation of quality workers, 
but led some of the most highly 
respected members of academia to 
lead the charge. 

“I don’t really agree when peo-
ple call it a pilot plant; it’s not a 
pilot plant,” Mistry said. “It’s the 
Davis Dairy Plant. We produce 
products there; we’re inspected by 
the same inspectors that inspect 
Valley Queen and Agropur.”

There was a time when there 
were thousands of dairy farms in 
the region, Mistry said. 

The whole herd buyout pro-
gram in the mid-1980s reduced the 
number of dairy farms because the 
US was producing too much milk.

The dairy science program at 
SDSU went from 90 students in 
1986 and hit bottom in about 2000 
with 40 students, Mistry said. 

Davis Dairy Plant Critical
“Without this plant, you don’t 
have the undergraduate program,” 
Metzger said. “If you don’t have 
that, there are 20 to 30 people at 
each of those facilities that don’t 
work there – where are they going 
to come from?”

Now at Valley Queen, Metzger 
helps recruit employees from 
SDSU students. My interests have 
changed a bit, but the partnership’s 
still there, he said.

Over the past decade, roughly 
25 to 30 students work part-time 
at the plant every semester. 

Being within just a few miles 
from the Davis Dairy Plant pro-
vides Bel Brands the opportunity 
to hire what Anderson estimated 
was two to five summer interns 
every year, as well as provide a few 
year-round internships.

“We have used the plant sev-
eral times for R&D and we have 
utilized it to create a cheesemak-
ing 101 course specific to our Bel 
Brand process,” Anderson said. 

Mistry said the program invites 
companies to the department for 

recruitment and has somewhere 
between 10 and 15 companies 
seeking SDSU graduates. But, he 
said, the Jackrabbit Dairy Council 
gets priority.

“We created a plant where grad-
uating students can hit the ground 
running and that is what these com-
mercial facilities need,” Mistry said. 

Once we got the opportunity to 
explain our vision to the industry 
what they were going to receive 
with their investment, that those 
on the Jackrabbit Council were 
going to get privileges to interview 
those who trained at the Davis 
Dairy Plant, they bought right 
in. If it was going to be the feeder 
program for the entire industry, we 
had to have the first crack at these 
kids, Davis said. 

The supply of candidates, and 
more importantly the quality of 
candidates have been good since.

“We take pride that all of 
our graduates have 100 percent 
employment. That’s one side of the 
spin. The other side is that we’re 
not producing enough graduates to 
recruit,” Mistry cautioned.

When Mistry first started, there 
were about 90 undergraduate dairy 
science students in the program. 

We didn’t even have the word 
“recruiting” in our vocabulary at 
the time. That’s not sustainable, 
Mistry said. 

We ended up going from 40 
students in 2000 to 125 students 
roughly three years ago. Right now, 
we’re somewhere near 80 students, 
Mistry said. The area of recruiting 
students remains a challenge – it’s 
not an easy task.

“We started dabbling with this 
thing called ‘recruiting.’ This is 
how we began talking about the 
program. We realized quickly that 
we can attract students, and not 
sell something that doesn’t exist,” 
he said. 

Being in rural areas of the coun-
try, families tend to be raised a 
little closer together. 

“Kids are seeing their cousins or 
their niece or nephew go through 
the program and find success in 
the industry,” Spence said. “It’s 
too early for the second genera-
tion to go through the program but 
before soon enough they will. This 
is going to be a continuing force in 
our industry.”

Anderson was part of the tour 
process for high school students 
looking at universities. 

“A lot of times you would have 
some high school students who had 
siblings who had gone through the 
SDSU program,” Anderson said. 
“To show those parents the new 
facility in comparison to the old 
facility, you saw their eyes light up, 
we kind of knew this was special.”

For those unfamiliar with the 
previous facility and the dairy sci-
ence program, Anderson said, it 
was common to hear parents say 
they weren’t aware of all the oppor-
tunities the program provided.

“Something else we had going 
for us was the support from industry 
and alums in scholarship support,” 
Mistry said. “Our parallel mission 
was to support the program, and 
that’s how it will continue.”

We knew there was great poten-
tial in a “state-of-the-art” plant, 
but I don’t think we were fully 
aware of the depth, Mistry said.

“The icing on the cake is that Bel 
Brands saw the value and decided 
to build their multi-million dol-
lar plant right here in Brookings,” 
Mistry said. “We were building the 
Davis plant at the time, and they 
saw what was going on here.”

As for Bel Brands, Anderson 
didn’t know if that was the dif-
ference-maker for the company’s 
decision to choose Brookings.

“Certainly Bel saw how the dairy 
science department and the Davis 
Dairy plant was going to bring an 
opportunity to hire highly quali-
fied graduates, and this had a huge 
impact on Bel’s decision,” Ander-
son said. “I remember the tour I 
gave Bel Brands when they had 
their leadership team here from 
France. They took a tour of the 
plant and I remember the amaze-
ment that tour gave them.”

“What I didn’t fully appre-
ciate until after it was built was 
how much of an impact it would 
have on student training, and how 
much of an impact it would have 
on the industry itself,” Mistry said. 

This plant undoubtedly 
wouldn’t have been built without 

industry, Mistry agreed. All but $1 
million of the $9 million facility 
came from somewhere else – indus-
try, dairy farmers, private donors.

“The graduates 
that come out of that 
(SDSU) program now 
have a better sense of 
what a real-life dairy 
plant looks like and 

how it runs.”
—Jake Anderson, Bel Brands

Davis was quick to credit John 
Lanigan from Glanbia Foods, Mark 
Leddy from Valley Queen, Hilmar 
Cheese, Tim Czmowski from Hull, 
IA, Wells Blue Bunny, Tim High 
from Tetra Pak, Forrest Dahmes 
from Dahmes Stainless, Todd Hut-
son from then Filtration Engineer-
ing and from, the Davisco staff, 
Marvin Bartlett, Spence, Mike 
Noethlich and Dave Kindt.

“I’m going to get myself in trou-
ble for forgetting some people,” 
Davis admitted. “But they under-
stood after a while that this was 
pro-industry. Great partners who 
got us over that hump.”

“They (Jackrabbit Council)  saw 
the value in their investment. Not 
just their own investment – that’s 
the really remarkable thing – it’s 
not just the future of a few plants 
— it’s the future of the entire 
industry,” Mistry concluded.
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Holmen, WI—Holmen Cheese, 
a leading manufacturer of plant-
based and non-dairy cheese, has 
named Steve Fawcett to direct the 
company’s strategic growth initia-
tives in the new role of president.

Fawcett has more than 20 years 
of experience, and has led teams 
from the development through the 
marketing and sale of non-dairy 
cheese. During his experience, 
Fawcett has forged collaborations 
and driven the advancement of 
non-dairy and plant-based cheese 
based on proprietary platforms. 

“I’m honored to assume the 
new role of president at Holmen 
Cheese and excited for the future 
of the company in this fast-growing 
industry,” Fawcett said. 

“I’m passionate about Holmen’s 
mission to discover, develop and 
deliver customized, high-perfor-
mance cheese solutions for cheese 
markets worldwide,” he continued.

Before joining Holmen Cheese, 
Fawcett was CEO and owner of 
Whitehall Specialties, an imita-
tion and non-dairy-based cheese 
developer. There, Fawcett led the 
company as an early pioneer of 
dairy alternatives.

Holmen Cheese’s research and 
development team has more than 
40 years of experience and can cre-
ate innovative solutions to fulfill 
requirements successfully

“Building out and leveling our 
team, is the first part in our growth 
strategy to successfully navigate 
this growing market,” Fawcett said. 
“Our team has never been stronger, 
and I couldn’t be more excited to 
get our products the recognition 
they deserve.”

For more information, visit www.evapdryertech.com
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DAFNE HEFNER has joined the 
Kraft Heinze Company in the 
newly-created role of chief strat-
egy and transformation officer, 
North America Zone. She will be 
responsible for helping to grow 
Kraft’s US and Canadian business 
operations. Hefner joins Kraft 
from Anheuser-Busch, where 
she recently served as senior vice 
president of strategy and insights.

TIM TROTTER has been tapped 
for the new position of CEO for 
Edge Dairy Farmer Cooperative 
and the Dairy Business Asso-
ciation (DBA). Trotter has been 
executive director of the sister 
organizations since 2015. As 
part of the change, the executive 
director position is shifting to a 
managing director role, in charge 
of daily business operations. 

ANNE FISCHER has been pro-
moted to chief marketing and 
digital officer for Papa John’s 
International, Inc. Fischer will 
expand her responsibilities to 
include brand and advertising, 
menu strategy, product innova-
tion and customer service. She 
joined the company in 2015, 
most recently working as senior 
vice president, customer experi-
ence.

PERSONNEL DAVID DARR has joined Van-
guard Renewables as the com-
pany’s new chief sustainability 
officer, responsible for leading 
internal and partner sustainability 
initiatives. He comes to Vanguard 
from  Dairy Farmers of America 
(DFA) in Kansas City, KS, where 
he most recently served as senior 
vice president, chief strategy and 
sustainability officer. 

KRYSTA HARDEN has been 
elected chair by the National 
4-H Council Board of Trustees. 
Harden was the first woman to 
lead the US Dairy Export Coun-
cil (USDEC) and served as a 
former deputy secretary with the 
US Department of Agriculture 
(USDA). 

OMAR OYARZABAL has been 
tapped as a new senior consultant  
for Food Consulting Services 
with EAS Consulting Group. In 
his new role, Oyarzabal will work 
with clients to develop food safety 
protocols and facilitate training 
programs. Prior to consulting, 
Oyarzabal was an associate pro-
fessor with the University of Ver-
mont Extension. Omar Oyarzabal  
also served as HACCP coordi-
nator for the Vermont Agency 
of Agriculture, Food & Markets 
(VAAFM).
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Steve Fawcett 
Named President Of 
Holmen Cheese

Founded in 2020, Holmen 
Cheese is the newest cheese man-
ufacturer to impact the growing 
plant-based and non-dairy market. 

Holmen Cheese serves the 
industrial, foodservice, and retail 
markets with non-standard of iden-
tity (SOI) processed cheese prod-
ucts and kosher and organic SOI 
cheese products.

“Steve’s experience, successful 
track record, and reputation in 
the non-dairy-based industry make 
him the perfect choice to lead our 
growth,” said Dave Kelsey, vice 
president of Holmen Cheese. 

“His appointment enables us to 
build on the company’s successful 
foundation of creating great-tast-
ing and great functioning cheese,” 
Kelsey continued.

Holmen’s newly-constructed 
100,000-square foot, state-of-the-
art production facility features a 
cutting-edge quality laboratory 
and fully equipped in-house test 
kitchen to ensure specific customer 
needs are met. 

“We have made a huge invest-
ment to build this world-class facil-
ity with world-renown talent, and 
we’ve met all the cheese require-
ments for quality, functionality, 
and flavor,” Fawcett said. “We’re 
confident we are perfectly posi-
tioned to fill the needs of the mar-
ketplace.”
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New Partnership Aims To Enhance 
Canada’s Plant-Based Cheese Market
Vancouver, British Columbia—
Protein Industries Canada on 
Tuesday announced a new project 
that will leverage the combined 
strengths of Lumi Foods (legacy 
brand Blue Heron Creamery), 
Winecrush Technology and Save-
On-Foods to enhance Canada’s 
plant-based cheese market.

This includes developing new 
products, as well as giving them a 
more prominent placement in gro-
cery stores across Canada.

The partners will use Lumi 
Foods’ cultured cheesemaking 
methods to create a new line of 
plant-based cheeses made from 
Canadian-grown crops, including 
oats, legumes and pulses. Once 
developed, the plant-based cheeses 
will be sold in Save-On-Foods loca-
tions across Canada, specifically in 
deli sections, Protein Industries 
Canada noted. To help ensure the 
plant-based cheeses have longer 
shelf lives, Winecrush Technol-
ogy will test shelf-extending ingre-
dients in the recipes, including 
dietary fiber and unsaturated fatty 
acids.

“This new project truly show-
cases the innovation happening 
right now in Canada. With this 
innovation, we will be able to pro-
vide locally made food options for 
Canadians looking for dairy-free 
options or who follow a plant-
based diet,” said Francois-Philippe 
Champagne, Canada’s minister of 
innovation, science and industry.

“It takes true dedication to 
evolve a sector, and that’s exactly 
what’s happening with this proj-
ect,” said Bill Greuel, CEO of 
Protein Industries Canada, an 
industry-led, not-for-profit organi-
zation created to position Canada 
as a global source of high-quality 
plant protein and plant-based co-
products.

“Lumi Foods, Save-On-Foods 
and Winecrush Technology are 
proving that through innovation 
and collaboration, new plant-
based products, specifically cheese, 
can be made with Canadian-grown 
ingredients — a first for Canada,” 
Greuel continued. “It is through 
innovation like this that our coun-
try will become a world leader in 
the production of plant-based 
foods, helping us reach our goal of 
$25 billion in sales by 2035.

“Plant-based products are 
healthy, nutritious and delicious; 
it’s time they’re also easy to find in 
grocery stores,” Greuel added.

In  addition to expanding this 
line of plant-based cheeses, the part-
ners are also dedicated to strength-
ening Canada’s plant-based cheese 
sector as a whole. To help make 
this happen, they’ll work with the 
University of Alberta to perform 
complimentary research, focused 
on identifying strains of microbes 
that can be specialized for plant-

based cheesemaking. This research 
aims to help improve the flavor, 
structure and aroma of plant-
based cheeses, meeting consumer 
demand for plant-based products 
that are healthy and sustainable 
while also tasting delicious.

The partners together have 
invested $5.4 million into the 
project, with Protein Industries 
Canada investing an additional 
$5.4 million. The total project co-
investment is $10.8 million.

“This funding allows us to fully 
embrace the work of a decade,” 
said Karen McAthy, CEO and co-
founder of Lumi Foods. “With this 
funding, we can further develop 
and advance plant-based and ani-

mal-free dairy alternatives, and 
importantly, do so on an expe-
dited timeline while working with 
Canadian-grown ingredients and 
solutions.”

“We are pleased to partner with 
Protein Industries Canada, Lumi 
Foods and Safe-On-Foods as world-
class partners to create the next 
generation of plant-based cheese,” 
said Kirk Moir, chief executive 
officer at Winecrush Technology, 
which focuses on transformation of 
wine derivatives and other agricul-
tural side streams into high perfor-
mance food ingredients.

“Our mission is to valorize 
agricultural sidestreams with the 
power of fermentation. We are 
advancing the performance of our 
patent-pending recycling process 
focused on the power of polyphe-
nols to produce transformational 

food ingredients that enable plant-
based food producers to close criti-
cal gaps in taste, texture, price and 
clean-label nutrition,” Moir added. 

“Save-On-Foods has more than 
100 years of experience as a leader 
in bringing innovative products to 
market and giving customers more 
than they expect,” said Brenda 
Kirk, senior vice president of mer-
chandising with Save-On-Foods. 
“We are thrilled to be part of this 
project alongside other industry 
innovators to raise the profile of 
plant-based cheeses, and give our 
customers more options when it 
comes to Canadian-made, high-
quality plant-based cheeses.”

Together with industry, Protein 
Industries Canada has invested 
more than $451 million into Can-
ada’s plant-based food, feed and 
ingredients ecosystem.
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Dairy Shoppers
Continued from p. 1

sive, Jonna Parker, principal with 
Information Resources, Inc. (IRI), 
said it depends on both the food 
product and sales channel.

We call it the elasticity point 
or sensitivity point, and that has 
changed a lot, and for each item, 
Parker said.

We continue to see with our 
December channel results – espe-
cially with dairy – tradi-
tional grocery, discount 
and specialty grocery 
– beating shares of club 
and mass superstores, 
Parker said.

When someone walks into a 
superstore, the tale is that they’re 
going to spend less per unit or per 
volume, she said. The reality is 
that the assortment of items may 
not be there, and that’s where tra-
ditional groceries come into play.

“The reality is that a very spe-
cific item might be completely 
counter-intuitive to what that 
breaking point is,” Parker said. 
“Someone who’s very interested in 
a lactose-free milk item has a dif-
ferent breaking point, because that 
attribute is a huge value to them, 
versus a commodity, generic 2 per-
cent milk gallon.”

A lot of shoppers don’t buy a 
great specialty cheese board with 
Gouda and goat cheese every day, 
she said. They probably don’t real-
ize the price has gone up.

“There’s a breaking point for that 
product when it comes to totality, 
but it’s different than, say, a gallon 
of 2 percent milk,” she said.

For dairy, the sensitivity point 
really depends on if the product 

is a staple or for special occasions, 
Parker said.

Roerink noted that 210 Analyt-
ics has examined consumer spend-
ing for 17 years, tracking periods of 
high inflation and recessions.

Shoppers typically eat at home 
more, and start to look for promo-
tions, she said. The next step is 
to switch items and switch brands, 
followed by shopping at different 
stores. The last thing they do is buy 
less of a particular product. 

“For those of us in 
the dairy industry dur-
ing the Great Reces-
sion, we were asking 
ourselves if this was 
going to stick – this 
very informed shopper 

of ‘how can I save money’,” Roer-
ink said. 

“Now, we’re seeing completely 
different patterns, with some peo-
ple buying less, whereas others are 
trying to cook at home and eat out 
less,” she said.

“Because of the pandemic, peo-
ple were already cooking home 
more, so they can’t save as much 
by not eating out,” Roerink said. 
“Others were already buying differ-
ent brands because they discovered 
them during the big outages.”

One other thing I want to men-
tion is the savings rate, Roerink 
said. The US has a very low sav-
ings rate compared to other coun-
tries. 

What happened in 2020 was 
that many consumers weren’t buy-
ing cars or going on vacation, so 
there was an enormous amount of 
money sitting in the economy in 
savings compared to other years.

“That’s why I think some people 
are not reacting to inflation that 

much,” she said. “There’s still that 
need for a little fun, a little splurge 
in my life.”

It was recently published that 
inflation at restaurants was slightly 
above that at retail, Parker added. 
From a macro-perspective, con-
sumers might actually switch to 
retail, which is a huge potential 
for deli prep.

Dairy Sales Up At Retail, Deli
Over the last several months, the 
dairy sector has enjoyed volume 
growth in areas like yogurt, cheese 
snacks, sour cream, Cream cheese, 
desserts and creamers, which is “a 
very good sign going into the first 
quarter,” Roerink said. 

Sales for deli cheese were up 2.5 
percent over the past year, signal-
ing the return of entertaining.

“We saw a very strong month 
of December, especially when you 
look at specialty cheese,” Roerink 
said. “When you look at December 
2020, volume was basically flat.”

New for 210 Analytics is data 
for dairy alternative sales. In com-
parison to conventional cheese, 
dairy-free alternatives garnered $4 
million in sales; specialty cheese 
over the last year brought in $440 
million in December.

The plant-based category is 
growing, up 27 percent from 2020. 
Roerink said. 

“It’s important to keep in mind 
that when you have a small cate-
gory like this, you tend to see these 
very high percentage swings,” she 
continued.

Scratch-Cooking Fatigue Boosts
Meal Kits, Trays, Deli Entree Meals
People are tired of cooking, in the 
widest sense of things, according to 
Roerink.

“When you think about cook-
ing, it’s really about everything – 
from the planning and shopping to 
preparation,” she said. “This trend 
of eating at home, but not scratch-
cooking is really coloring every one
of these numbers,” Parker agreed.

“When the pandemic first hit, 
consumers and retailers really 
focused their time – because we 
never had all that time at home 
before – on things that were more 
labor intensive,” Parker said. 

“So many of us throughout 
society have gone back to a new 
normal, and honestly – there’s a 
cooking fatigue,” she continued. 
“That’s what you see in a 22 per-
cent sales increase in deli prep and 
deli entertaining.”

The idea of hunkering down and 
“making the everyday special”  is as 
important to the perimeter of the 
store as the return to larger gather-
ings, Parker said.

Omicron has decreased people’s 
mobility, but they aren’t going back 
to “fully hunkered down,” she said.  
Creating an elevated meal with a 
great charcuterie board is a great 
opportunity for the cheese and deli 
space.

The trays business has gone up 
11 percent since pre-pandemic lev-
els, Parker added. 

“This concept of having the deli 
for entertaining – both everyday 
and special occasion – is a huge 
opportunity for deli,” she said. 

Within the deli prep segment, 
there’s an interesting trend going 
on – “entrees, entrees, entrees,” 
Parker said. Basically that consists 
of retailers packaging up a meal.

“Not a combo meal, which have 
fallen out of favor for a number of 
reasons,” she said. “A combo meal 
is where retailers offer a special 
price point for, let’s say, a rotisserie 
chicken and a side of mashed pota-
toes.”

Entrees are everything from 
sushi and chicken parmigiana and 
off-the-bone turkey sliders, Parker 
said. Those types of things are up 
33 percent and account for $400-
plus million in sales.

Looking forward, availability of 
items is also top-of-mind for con-
sumers, Parker said. 

As a food retail marketer, one 
of the most interesting things I’ve 
seen happened in December 2021 
– Kraft and Philadelphia Cream 
Cheese went on a massive social 
media and primary TV campaign 
to “actually offer consumers dollars 
toward other baked goods versus 
various things that belong with 
Cream cheese,” Parker said. 

“I personally have seen shelves 
with low stocks of Cream cheese 
in January; sales of Cream cheese 
were still up in December, even 
with a supply shortage,” she said. 

“That ad campaign certainly 
buoyed and brought attention to 
other baked goods, but honestly – 
I think it sold a lot of cheesecake 
too,” Parker said. 
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Interagency Food Safety Analytics 
Collaboration Outlines Priorities
Washington—The Interagency 
Food Safety Analytics Collabora-
tion (IFSAC) recently published 
its priorities for calendar years 
2022 and 2023.

The IFSAC was created in 2011 
by three federal agencies: the US 
Food and Drug Administration 
(FDA), the Centers for Disease 
Control and Prevention (CDC), 
and USDA’s Food Safety and 
Inspection Service (FSIS).

Its purpose is to improve coor-
dination of federal food safety 
analytic efforts and address cross-
cutting priorities for food safety 
data collection, analysis, and use.

Since its creation, IFSAC’s 
focus has been foodborne illness 
source attribution: identifying 
which foods are the most impor-
tant sources of selected major 
foodborne illnesses. As part of this 
effort, IFSAC now produces annual 
estimates for four priority patho-
gens: Salmonella, Escherichia coli 
0157, Listeria monocytogenes, and 
Campylobacter.

Federal agencies and food 
safety experts rely on these attri-
bution analyses to inform stra-
tegic planning and risk-based 
decision-making; estimate benefits 
of interventions; and evaluate the 
impact of interventions, such as 
new or revised regulations, poli-
cies, and performance standards, 
the IFSAC explained. By bring-
ing together data from a variety of 
sources, broadly exploring an array 
of methods and disciplines, and 
developing sound analytical meth-
ods, IFSAC scientists can improve 
estimates of the sources of food-
borne illness.

IFSAC said its activities have 
been substantially affected by the 
coronavirus pandemic. During 
2020 and 2021, many staff from 
FDA, CDC and FSIS who lead and 
participate in IFSAC projects and 
their oversight have been deployed 
to COVID-19 response efforts, 
have had to focus on pandemic-
related activities, or have covered 
agency program activities while 
others were deployed.

As a result of these resource 
constraints, IFSAC developed 
an interim strategic plan, which 
describes its accomplishments dur-
ing 2017-21 and identifies key 
activities for 2022 and 2023. Near 
the end of this interim period, 
IFSAC intends to share informa-
tion about its direction, goals, and 
approaches to its future work.

During the years 2022 and 2023, 
the IFSAC will publish annual 
reports on foodborne illness source 
attribution for priority patho-
gens. The IFSAC will continue to 
improve methods for estimating 
foodborne illness source attribu-
tion using outbreak and sporadic 
(non-outbreak-associated) disease 

data, pursuing external collabora-
tions as needed to maximize capa-
bilities and access to data sources.

The IFSAC said it intends to 
prioritize the following activities:
 Analyzing trends in food-

borne disease outbreak-associated 
illnesses over the past 20 years and 
submitting a manuscript to a peer-
reviewed journal describing its 
methods and results.
 Continuing to develop 

and refine machine-learning 
approaches to predict the food 
sources of human illnesses with 
unknown sources by using whole-
genome sequencing (WGS) to 
compare Salmonella isolates of 
known source with those from ill 
persons whose source is unknown.

 Adapting the WGS-based 
methods developed for Salmonella 
to attribute sporadic Campylo-
bacter illnesses to food sources.
 Assessing the frequency of 

multi-year outbreaks and their 
impact on source attribution 
analyses and deciding whether to 
improve the methods for using 
them in outbreak-based source 
attribution models.
 Collaborating with Food-

Net staff to estimate population 
attributable fractions for key food 
sources of sporadic Salmonella 
enteritidis and Campylobacter ill-
nesses by developing case-control 
studies using FoodNet case expo-
sure ascertainment data and Food-
Net population survey data.
 Develop a method to incor-

porate into attribution estimates 
those outbreaks associated with 
complex foods (i.e. multi-ingredi-

ent foods) for which the contami-
nated ingredient is unknown.

IFSAC’s primary focus contin-
ues to be improving estimates of 
the food sources of illness caused 
by major pathogens. Whereas 
IFSAC has always focused on esti-
mating the sources of all illnesses, 
the methods have thus far only 
used data from outbreaks. In recent 
years, IFSAC developed methods 
to use data from sporadic illnesses 
to make these estimates.

IFSAC will evaluate its approach 
to attributing Campylobacter ill-
nesses to specific food categories. 

IFSAC said its reports have 
highlighted the challenges asso-
ciated with attributing Campylo-
bacter illnesses to foods based on 
outbreak data, due to the outsized 
influence of outbreaks from foods 
not widely consumed but with 
high risk of illness.
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Harrisburg, PA—Goat Rodeo 
Farm & Dairy of Allison Park, PA, 
earned Best of Show in the 106th 
Pennsylvania Farm Show Cheese 
Competition here this month. 

Goat Rodeo’s winning Bamboo-
zle entry took top honors in the 
Washed Rind class. 

A Birchrun Blue entry secured 
the title of first runner-up for 
Birchrun Hills Farm of Chester 
Springs, PA. Clover Creek Cheese 
Cellar, Williamsburg, PA, earned 
second runner-up honors with its 
Grateful Ched entry.

The contest drew a total of 37 
cheese entries from 12 creameries. 

The winners in each class are:

Cheddar, Colby & Monterey Jack
First place: Oak Shade Cheese, 
Kirkwood, PA
Second place: Kirchenberg Cone-
bella Farm, Fleetwood, PA
Third place: Backroad Creamery, 
Columbia Crossroads, PA

Soft Cheeses
First place: Pleasant Lane Cream-
ery, Latrobe, PA
Second place: Perrystead Dairy, 
Philadelphia, PA
Third place: Turner Dairy Farms, 
Pittsburgh, PA

Mold Ripened Cheeses
First place: Perrystead Dairy
Second place: Clover Valley 
Creamery, Quarryville, PA
Third place: Valley Milkhouse, 
Oley, PA

Semi-Soft, Semi-Hard, 
Hard Cheeses

First place: Backroad Creamery
Second: Pleasant Lane Creamery

Goat’s Milk Soft Cheeses
First place: No award given
Second: Goat Rodeo Farm & Dairy
Third place: No award given

Goat’s Milk Mold Ripened
First place: No award given
Second place: No award given
Third: Clover Valley Creamery

Goat’s Milk Semi-Soft, Semi-Hard, 
Hard Cheeses

First: Goat Rodeo Farm & Dairy
Second place: No award given
Third place: No award given

Sheep’s Milk - Open Class
First place: Raspberry Ridge 
Creamery, Bangor, PA
Second: Clover Valley Creamery
Third place: Raspberry Ridge 
Creamery

Goat Rodeo Dairy Tops Pennsylvania 
Farm Show Contest With Bamboozle 

Everett Presley, quality control manager for New Jersey’s Forever Cheese, served as one of the 
contest’s aesthetic judges. Iowa State University professor and creamery manager Stephanie 
Clark served as a technical judge. Photo credit: Pennsylvania Department of Agriculture.

Blue Veined Cheese
First place: Birchrun Hills, Ches-
ter Springs, PA
Second place: No award given
Third place: No award given

Washed & Smear Ripened
First place: Goat Rodeo Farm & 
Dairy
Second place: Valley Milkhouse
Third place: Clover Creek Cheese

Flavored - 
Goat, Sheep, Mixed Milk

First: Goat Rodeo Farm & Dairy
First place: Clover Creek Cheese
Second place: Birchrun Hills Farm
Second place: Heritage Cheese 
Jubilee, Middletown, PA

Third place: Kirchenberg Cone-
bella Farm, Fleetwood, PA.

A panel of four judges evaluated 
each entry. 

The two technical judges for the 
cheese competition were Stepha-
nie Clark, Iowa State University 
Creamery director and professor, 
and Steven Murphy, dairy quality 
and safety specialist for Cornell 
University.

The two aesthetic judges were 
Everett Presley, quality control 
manager at New Jersey’s Forever 
Cheese, and Stephanie Ciano, vice 
president of international purchas-
ing at Massachusetts’s Worlds Best 
Cheese. 

San Francisco, CA—Twenty arti-
san cheese operations and a hand-
ful of top confectioners earned  
2022 Good Food Awards.

A total of 244 Good Food 
Award winners were announced by 
the Good Food Foundation here.  
In each of the 14 categories, three 
entrants from each region – North, 

South, East, West and Central – 
were selected. 

This year’s winners, represent-
ing  39 states and Washington, DC, 
will be honored at a special awards 
ceremony that has been postponed 
to March 4. It will be preceded by 
the San Francisco Good Food Mer-
cantile on March 3.

Good Foods Awards Names Cheese Winners; 
Half Are First-Time Award Recipients

Nearly half of this year’s win-
ners are first-time award recipients, 
and more than 100 of the winning 
food and beverage items are now 
being sold at the Good Food Shop 
through Jan. 30. 

Cheese category winners are: 
Central Region: Sunny Ridge, 

Blakesville Creamery, Port Wash-
ington, WI; O’Banon and Piper’s 
Pyramide, Capriole, Greenville, 
IN;  Nightshade, Tulip Tree Cream-
ery Indianapolis, IN, and Pleasant 

Ridge Reserve, Uplands Cheese, 
Dodgeville, WI.

East Region: Highlander, Cel-
lars at Jasper Hill Farm, Greensboro 
Bend, VT; Kunik, Nettle Meadow 
Farm, Warrensburg, NY;  Prufrock, 
The Grey Barn and Farm, Chil-
mark, MA; Bijou and Cremont, 
Vermont Creamery, Websterville, 
VT;  and Mad River Blue, von 
Trapp Farmstead, Waitsfield, VT.

North Region: Sheep Milk Feta, 
Briar Rose Creamery, Dundee, OR;  
Reserve, Daniel’s Artisan, Fern-
dale, WA; and Jefferson 2 Year 
Cheddar, Rogue Creamery, Central 
Point, OR.

South Region: Brebis, Black-
berry Farm, Walland, TN; Griffin, 
Sweet Grass Dairy, Thomasville, 
GA.

West Region: Whole Milk Bas-
ket Ricotta, Bellwether Farms, 
Petaluma, CA; Seahaven Cheese, 
Bivalve Dairy, Petaluma, CA; Vin-
tage Boont Corners, Pennyroyal 
Farm, Boonville, CA; TomaRashi, 
Point Reyes Farmstead Cheese 
Company, Point Reyes, CA.

Caramels again featured promi-
nently in the Confection category. 
This year’s winners include: Carda-
mom Honey Caramel, Wildwood 
Chocolate, Portland, OR; Choco-
late Salted Honey Caramels, San 
Juan Island Sea Salt, Friday Har-
bor, WA; Lavender Vanilla Goat 
Milk Caramel, Table Mountain 
Farm, Longmont, CO; and Honey 
Caramel, Anellabees Laporte, CO. 
Visit www.goodfoodfdn.org for a 
complete list of 2022 award win-
ners.
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For more information, visit www.agropur.com/us

Milk Supply
(Continued from p.1)

On a milkfat basis, the dairy export 
forecast for 2022 is 11.2 billion 
pounds, 0.3 billion pounds lower 
than last month’s USDA forecast. 
On a skim-solids basis, the 2022 
dairy export forecast has been 
lowered 0.2 billion pounds, to 
51.8 billion pounds. Expectations 
for exports of butterfat products, 
cheese and dry skim milk products 
are lower than last month.

Due to recent strength in 
imports and higher anticipated 
domestic dairy product prices, 
USDA’s 2022 dairy import fore-
casts are higher than last month’s 
projections. On a milkfat basis, the 
forecast for 2022 imports has been 
raised to 6.8 billionpounds (up 0.3 
billion pounds). On a skim-solids 
basis, the forecast is 5.6 billion 
pounds (up 0.1 billion pounds). 
Higher imports are expected for 
cheese and butterfat products.

Domestically, dairy processors 
are closely monitoring production 
decisions as the Omicron variant 
of COVID-19 may again cause a 
slowdown in the foodservice sector 
and a surge in retail sales, Ehmke 
noted. At the same time, they are 
also juggling staffing shortages, a 
lack of truck drivers, and the asso-
ciated production disruptions.

However, with dairy products 
now in a much tighter supply situ-
ation than last year, processors will 
finally be in a position to pass along 
cost increases, something the rest 
of the food industry complex did in 
2021, Ehmke pointed out.

Monetary Policy vs. COVID-19
Despite the surge in COVID cases 
and the complications it brings, the 
US economy continues to thrive. 
Workers are steadily returning to 
the labor force; the unemployment 
rate is currently under 4 percent 
and consumers are still spending 
confidently, CoBank noted.

Until the Omicron surge sub-
sides, the biggest economic risk 
will be the millions of work-
ers who report sick and hamper 
already beleaguered supply chains, 
CoBank noted. The impacts for 
food and agriculture sectors will 
vary significantly by product but 
will generally be less severe than 
earlier in the pandemic.

“Economic risks from new, 
high-impact coronavirus variants 
will remain throughout 2022,” 
said Dan Kowalski, vice president 
of CoBank’s Knowledge Exchange 
division. “But Americans are 
increasingly making peace with 
the notion that the virus, in some 
form, will be with us for months if 
not years, and we must find a way 
to live more normally with it. This 
shifting mindset will de-risk the 
economy to some degree.”

As of late December, the US has 
regained 84 percent of the jobs lost 
since the pandemic began, equat-
ing to a deficit of 3.6 million fewer 

workers compared to 2020, accord-
ing to CoBank. The supply chain 
outlook has improved due to more 
workers in warehousing and trans-
portation. Since May 2020, the US 
has added 800,000 jobs in the two 
sectors, eclipsing the pre-COVID 
number of jobs by 3 percent.

As the labor market inches 
closer to full employment, any last 
arguments for the Federal Reserve 
to maintain its highly accommo-
datie monetary policy are losing 
their merit, according to CoBank. 
With the market now anticipating 
a sea change in monetary policy, 
the tightening of financial condi-
tions has begun.

Inflation and the Fed’s coun-
teracting policy decisions will 
have outsized influence on the 
economy going forward, Kowalski 
noted. Recent Federal Open Mar-

ket Committee (FOMC) minutes 
and public comments from Fed 
presidents point to a demonstrable 
hawkish pivot, and CoBank does 
not expect the Omicron variant to 
divert the Fed from its newfound 
path. 

It is becoming “increasingly 
likely” that the Fed will begin rate 
liftoff at its March FOMC meet-
ing, just as its securities purchases 
wind down, Kowalski observed. 
The market is now overwhelm-
ingly expecting three or even four 
25 basis point hikes in 2022, but 
depending on the level of inflation, 
the Fed could act more aggressively 
through the second and third quar-
ters of the year. If inflation is still 
raging by late pring, the Fed could 
shift to a 50 basis point hike and/or 
begin to trim its record large $8.8 
trillion balance sheet.

With the market anticipating 
a change in monetary policy, the 
tightening of financial conditions 
has begun, Kowalski noted. US 
Treasury rates have started the 
year moving higher, steepening the 
yield curve as some  rate spreads 
have widened. Given the outlook, 
this trend of rising rates along the 
curve should continue.

The Fed is also expected to 
tighten more quickly than central 
banks in Europe, Japan, and other 
large economies, which will sup-
port upward pressure on the US 
dollar, Kowalski added.

The increasing variant risk will 
be the potential for a monetary 
policy error by the Fed. Tightening 
too quickly in the second and third 
quarters of 2022 risks a loss in eco-
nomic momentum and potentially 
a recession in 2023.
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Point Reyes Unveils 
‘Toma With Attitude’
The Point Reyes Farmstead 
Cheese Company has upped its 
flavor game with TomaRashi, fea-
turing a blend of heat, umami 
and nutty flavors.

Toma Rashi is a  standout in 
the company’s new “Toma with 
At t i tude” 
l i n e u p . 
Point Reyes 
blends its 
s i gna tu re 
Toma with 
Sch i ch im i 
Togarashi – 
a Japanese spice blend contain-
ing nori, toasted sesame, poppy 
and hemp seeds, chili flakes and 
ginger.

The new cheese is sold in whole 
wheels and 8-ounce wedges, the 
company said. 

For more information on 
ordering, visit www.pointreye-
scheese.com

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

TRUSTED SOLUTIONS
Whether you’re conducting R&D for a pilot plant or 
releasing a limited batch of gorgonzola for your artisanal 
cheese operation, Kusel’s 4MX Vat will meet your exacting 
standards. With a complete line of cheese-making equipment 
for large and small operations, count on Kusel to always have 
a trusted solution that gets the job done right.

920.261.4112
Sales@KuselEquipment.comKuselEquipment.com

standards. With a complete line of cheese-making equipment 
for large and small operations, count on Kusel to always have 

4MX Vat

For more information, visit www.kuselequipment.com

New Product Offerings
New Dairy Products, Packaging, Promotions

The Marin French Cheese Com-
pany here has created a new 
washed rind, triple creme cow’s 
milk cheese just in time for the 
holidays.

Golden Gate is hand-washed 
with brine multiple times 
throughout the 14-day aging 
process, creating a semi soft 
body, vibrant color and features 
flavorful, coastal cultures.

Marin French Debuts Golden Gate Washed 
Rind, Triple Crème Cheese

The cheese is sold in 8-ounce 
wedges. 

For more information, visit  
www.marinfrenchcheese.com

Home chefs have a new gourmet 
tool this holiday season with a 
newly-released line of Cello Ulti-
mate Cheese Melts. 

Available in 8-ounce packages, 
the new blends are offered in 
three varieties: Ultimate Mac N 
Cheese Melt, with Gouda, Ched-
dar, Parmesan, and Gruyere; Ulti-
mate Fondue Melt, featuring 
Fontal, Sharp Cheddar, Gruyere, 
and Imported Swiss; and Ulti-
mate Grilled Cheese Melt, with a 
blend of Fontal, Sharp Cheddar, 
Domestic Swiss, and Gouda.

The trio of gourmet cheese 
blends are designed to upgrade 

Cello Launches Gourmet Ultimate Cheese 
Melts In 3 Flavors

traditional grilled cheese sand-
wiches, mac n’ cheese, fondue 
and other ingredient applica-
tions. 

For more details, visit www.
cellocheese.com.

Carr Valley Creates 
Budweiser Pub 
Cheddar Spread
Carr Valley Cheese Company has 
launched a Cheddar  spread fla-
vored with an iconic American 
favorite – Budweiser Beer.

The company’s Budweiser Pub 
Cheddar Cheese Spread uses a 

Sharp Cheddar base combined 
with Budweiser, packaged in 
8-ounce containers. 

The beer-flavored spread can 
be paired with crackers and soft 
pretzels, melted into mashed 
potatoes or topped on burgers 
and hot dogs. 

Details available online at 
www.carrvalleycheese.com.

Everything Bagel 
Goat Cheese From 
Laura Chenel
Laura Chenel has added a new 
“Everything Bagel” flavor to its 
fresh chevre line, giving consum-
ers full flavor of the popular food 
trend without the pesky carbs. 

Chenel’s fresh goat cheese is 
seasoned with sesame, garlic, 
poppy seeds and onion. It retains 
more moisture than Chenel’s clas-
sic chevre logs, making it ideal 
for spreadable dips or thickening 
sauces or soups. 

For more details, visit www.
laurachenel.com.
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CIP TANKS,TANKS,T
BALANCE TANKSTANKST
STORAGE TANKSTANKST

  12 gauge single piece,
seamless construction on body

  T-304 or T-316 Stainless Construction

  Rated for heavy equipment - 10,000#
  Standard size 4” sch.-10 outlet

(2”, 3”, 6” also available)
  Many styles of bodies,

baskets & covers available

  Glass beaded finish
  USDA Approved

E: sales@awimfg.com
www.awimfg.com
Tel: 888.272.2600

Winsted, MN 55395

Superior Solutions

FLOOR DRAINS

Stainless 
Steel Floor
Drains, P-Trap
& Clean-Outs
and Accessories

seamless construction on body
  T-304 or T-316 Stainless Construction

  Rated for heavy equipment - 10,000#
  Standard size 4” sch.-10 outlet

For more information, visit www.awimfg.comFor more information, visit www.epiplastics.com

Montana Board Of Milk Control’s Quota 
System Is Outdated, Ineffective: Audit
Helena, MT—The Montana 
Board of Milk Control’s quota 
system is outdated and ineffective 
for maintaining its milk supply, 
according to a performance audit 
released several weeks ago by Mon-
tana’s Legislative Audit Division.

Montana’s dairy industry is state-
regulated. The state passed the 
Milk Control Act in 1935, estab-
lishing the Board of Milk Control 
and the Milk Control Bureau and 
tasking both with licensing dairy 
farms and setting uniform prices for 
milk from licensed dairy producers 
in the state, the audit explained.

The Board of Milk Control is 
allocated to the Montana Depart-
ment of Livestock, which provides 
staff to the board through the Milk 
Control Bureau under the Central 
Services Division. The board, con-
sisting of five members appointed 
by the governor, functions inde-
pendently from the Department 
of Livestock and does not require 
department approval for adopting 
rules and measures for milk control

The board and the bureau com-
plete many tasks to regulate Mon-
tana’s milk industry, the audit said. 
All producers, producer-distribu-
tors, distributors, and jobbers must 
be licensed to operate within the 
milk industry in Montana. 

Producers are defined as dairy 
farms in Montana; producer-dis-
tributors are farms that produce, 
process, and distribute milk; dis-
tributors, also known as pool han-
dlers, are processing plants that buy 
milk from producers; and distribu-
tors and jobbers bring processed 
milk to retailers and food services 
in and out of Montana.

The board is required to adopt 
assessment rates for producers 
and distributors to provide for the 

administration of the Milk Con-
trol Act. Pool handlers, those 
in charge of producer payments, 
withhold the assessment rates 
from payments and the bureau 
receives the assessments from the 
handlers. Assessment rates for fis-
cal year 2019 were: three cents per 
hundredweight for producers and 
distributors; and six cents per hun-
dred for producer-distributors.

During audit work, Montana 
had 54 dairy producers, three pro-
ducer-distributors, three in-state 
distributors, 41 out-of-state dis-
tributors, and 27 jobbers. Montana 
has lost 11 dairy farms since 2018, 
seven leaving between fiscal years 
2020 and 2021 alone.

Quota System And Pooling
The Board of Milk Control uses a 
quota system in conjunction with 
the statewide pooling arrangement 
to regulate and maintain the sup-
ply of milk in the state and dis-
courage excess production beyond 
the state’s needs. In Montana, 
all licensed producers own quota 
allowing a certain amount of milk 
to be produced each day. Produc-
ers can produce at or under their 
quota and be paid the announced 
minimum prices; they are also paid 
for any milk produced in excess of 
quota, but at a lower price.

As opposed to federal orders, 
which have four classes of milk, 
Montana has three milk classes: 
Class I is drinking milk; Class II 
includes milk used for producing 
ice cream, sour cream, eggnog, and 
other cream-based products; and 
Class III includes milk used for 
cheese, butter, and milk used for 
nonhuman consumption.

Montana’s milk prices are based 
on USDA’s Announcement of 

Advanced Prices and Pricing Fac-
tors. These pricing factors are 
prices for butterfat content and 
skim milk. Montana’s Class I milk 
price formula adds a $2.55 per hun-
dredweight differential to USDA’s 
Class I base price.

As Montana Class III milk is 
a combination of federal order 
Class III and IV milk, the formula 
for calculating its Class III milk 
price relies on the lowest of the 
announced prices between the fed-
eral order Class III skim and Class 
IV skim milk pricing factor.

As part of the audit, Montana’s 
announced minimum producer 
prices for Class I milk between 
January 2018 and December 2019 
were compared to several other 
states’ announced minimum pro-
ducer prices for the same period. 
Similarly, other states also imple-
ment price differentials and other 
factors to the base USDA price to 
account for market differences.

The Milk Control Bureau’s 
prices between 2018 and 2019 were 
low compared to Maine, Pennsyl-
vania, and Virginia, and were  com-
parable to North Dakota, which 
has a similar dairy industry than 
Montana and likely faces similar 
geographic and market challenges. 

The Milk Control Bureau uses 
a statewide producer pool to com-
bine the utilization value of milk 
used by plants in Montana to 
calculate a uniform price to pay 
the producers for their milk. As a 
result, producers are paid the same 
base price regardless of which plant 
they sell it to. All producers in the 
state are included in the pool.

Milk Production Is Falling
During audit work, production 
trends between 2015 and 2019 
were analyzed, and it was discov-
ered that few producers regularly 
produce at or exceed quota.

The three processing plants in 
Montana process about 70 per-
cent of their producers’ quota on 
average, the audit found. Produc-
ers supplying milk to the Meadow 
Gold plant in Great Falls and the 
Darigold plant in Bozeman were 
producing closer to their quota, 
although those plants both receive 
milk from more producers than the 
Meadow Gold plant in Billings.

In interviews with industry 
stakeholders, auditors learned 
that one of the processing plants 
is only in operation two or three 
days per week, as of early 2021, due 
to low milk supply. As production 
has fallen far below current quota 
balances, the quota system cannot 
regulate the current milk supply 
without a decrease in quota.

While milk production in Mon-
tana has been declining for years, 
production still exceeds current 
market needs, the audit said. High 
quota balances and overproduc-
tion in the market generate inef-
ficiencies in the market, negatively 
affecting producers.

The audit found that the Board 
of Milk Control and Milk Control 
Bureau should take steps toward 
improving the quota system to 
accurately reflect current milk pro-
duction and industry needs. 

The audit recommended that 
the Department of Livestock and 
the Board of Milk Control: pursue 
changes to administrative rules to 
allow for decreases in the amount 
of quota owned by dairy producers; 
and decrease the amount of quota 
to reflect current milk production 
and Montana dairy industry needs.

The Department of Livestock 
concurs with this recommenda-
tion, and is willing to work collab-
oratively with the Board of Milk 
Control and Milk Control Bureau 
staff to explore options that address 
the milk quota system.
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Madison—The entry deadline for 
the 2022 World Championship 
Cheese Contest is fast approach-
ing, with entries for cheese, butter, 
yogurt, and dry dairy ingredients 
due by Wednesday, Jan. 26.

After a record-breaking num-
ber of entries in 2020, the Wis-
consin Cheese Makers Association 
(WCMA), contest host, is looking 
forward to another robust slate of 
competitors.

“We encourage entrants to get 
their submissions in right away,” 
said WCMA executive director 
John Umhoefer.

The Association  has hosted the 
biennial competition since 1957.

Following the Jan. 26 deadline, 
entrants will package and ship 
their products to the WOW Logis-
tics warehouse in Little Chute, 
WI. There, a team of cheese 
industry volunteers led by contest 
logistics director Randy Swensen 
from Wisconsin Aging & Grading 

Cheese Inc., will devote days to 
sorting and preparing the entries 
for judging. 

This arrangement marks the 
20th year that WOW Logistics, 
Wisconsin Aging and Grading 
Cheese, Inc., and Preferred Transit, 
Inc. have partnered with WCMA 
to process contest entries.

Expert judges from around the 
world will gather at the Monona 
Terrace Convention Center in 
Madison March 1-3 to conduct a 
rigorous evaluation of each prod-
uct. 

The contest will conclude with 
a final round of judging, culminat-
ing in the announcement of the 
Top 20 entries. 

The 2022 World Champion 
Cheese will be named at 2 p.m. 
Central time on Thursday, March 
3. In lieu of public attendance, 
WCMA will livestream the event 
via social media and online at 
www.WorldChampionCheese.org.

Parker Food 
Group Acquires 
Manufacturing 
Facility In Missouri
Fort Worth, TX—Parker Food 
Group (PFG), a provider of spe-
cialty ingredients for the dairy and 
food industries, announced this 
week that it has acquired a former 
Rise Baking manufacturing facility 
in Mexico, MO.

The 20-acre site will feature five 
manufacturing lines and additional 
capacity for the wide range of spe-
cialty food ingredients supplied by 
both Parker Products and Creative 
Food Ingredients to manufacturers 
of ice cream, desserts, bakery, con-
fectionary, bars/snacks, and pack-
aged goods, PFG said.

“Parker Food Group is expand-
ing to support the continued 
growth of our customers and 
to improve service levels with 
reduced lead times,” said Greg 
Hodder, PFG’s president and 
CEO. “We are excited to be work-
ing with many of the experienced 
Mexico team to begin manufac-
turing a full complement of our 
baked inclusions and topping lines 
at the facility.

“Through this acquisition, we 
will continue to be a trusted sup-
plier and a valued thought partner 
to our customers,” Hodder contin-
ued. 

Parker Food Group itself was 
acquired by The Riverside Com-
pany, a private equity firm, in late 
2017. 

This move was designed to 
accelerate the company’s growth 
and set the stage for expansion 
opportunities.

The two brands that make up 
PFG are Parker Products and Cre-
ative Food Ingredients. 

For more information, visit 
www.parkerfoodgroup.com.

Grecian Delight/
Kronos Foods Sells 
Distribution Business 
To Christ Panos 
Foods Corporation
Elk Grove Village, IL—Grecian 
Delight/Kronos Foods announced 
that it sold its distribution busi-
ness for an undisclosed amount 
to Christ Panos Foods, a family-
owned broadline foodservice dis-
tributor located in Itasca, IL.

“Christ Panos Foods has a long 
history and excellent reputation 
for serving the Chicagoland and 
Midwest foodservice industry and 
we look forward to extending our 

capabilities through this acquisi-
tion,” said Sam Panos, CEO of 
Christ Panos Foods, which was 
founded in 1975.

“This transaction marks an 
important step in the Grecian 
Delight/Kronos Foods strategic 
growth initiative. We are keenly 
focused on offering best-in-class 
service to our customers. By sell-
ing our distribution services busi-
ness, we are further strrengthening 
our position as the industry’s pre-
mier manufacturer of Greek and 
Mediterranean foods,” said Peter 
Parthenis, Jr., CEO of Grecian 
Delight/Kronos Foods.

“We believe we’ve selected 
the best partner in Christ Panos 
Foods,” Parthenis continued. 

Entry Deadline For World Championship 
Cheese Contest Fast Approaching

Unibloc Acquires 
Standard Pump
Kennesaw, GA—Unibloc 
Pump, a manufacturer of lobe 
and gear pumps, air-operated 
double-diaphragm pumps and 
other flow control products, has 
acquired Standard Pump, based 
in Duluth, GA.

Co-founded in 1992 by Don 
Murphy, Standard Pump is a 
manufacturer of hygienic and 
industrial process pumps, includ-
ing drum pumps and other fluid 
handling equipment. Standard 
Pump serves food and bever-
age, chemical, pharmaceutical 
and other process manufactur-
ing industries in more than 50 
countries.

Currently led by Don Mur-
phy’s sons, Chris Murphy, direc-
tor of operations, and James 
Murphy, director of sales, Stan-
dard Pump’s 21,000-square-foot 
Duluth facility provides engi-
neering, fabrication, testing, 
shipping, and receiving all under 
one roof. Both Chris Murphy 
and James Murphy will assume 
leadership roles within Unibloc.

“We are thrilled to welcome 
Standard Pump to the Uni-
bloc family of companies,” said 
Chris Stevens, Unibloc’s CEO. 
“Standard Pump’s precision-
engineered drum pumps, and 
hygienic pump packages posi-
tion Unibloc Pump for acceler-
ated growth. 

“Additionally, Standard 
Pump’s in-house fabrication 
strengths, and its robust dis-
tribution network will provide 
new opportunities to grow sales 
across all flow control brands 
under the Unibloc banner,” Ste-
vens added.

“As a long-time supplier to 
Unibloc Pump, we couldn’t be 
happier merging with Unibloc,” 
Chris Murphy said. “We’ve 
known and respected the com-
pany for years and have a great 
relationship with their team. 
Plus, our skilled staff brings 
many strengths that will com-
plement the product lines and 
customer services provided by 
Unibloc.”

“Our deep distribution net-
work and sales processes makes 
partnering with Unibloc an 
excellent match,” James Mur-
phy said. 

This is the second acquisi-
tion in four months for Unibloc 
Pump, a May River Capital port-
folio company. In September 
2021, Unibloc announced its 
acquisition of Flotronic Pumps, 
a UK-based manufacturer of spe-
cialized hygienic, air-operated, 
double-diaphragm pumps and 
related accessories.

For more information, visit 
www.uniblocpump.com; or www.
standardpump.com.
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Organic Valley Announces Initiatives To 
Help Save Dairy Farms In Northeast
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Remilk Secures  
$120 Million In 
Funding To Help 
Scale Animal-Free 
Dairy Ingredients
Tel Aviv, Israel—Remilk 
announced recently that it has 
secured $120 million in Series B 
funding, which the company said 
establishes Remilk as a primary 
player in the emerging cultivated 
dairy category and enables it to 
immediately scale production of its 
dairy-identical milk proteins.

“It is essential for the future of 
our planet that we liberate the 
food chain from dependency on 
animals. We do so by crafting real 
dairy that tastes and feels the same, 
minus the cow,” said Aviv Wolff, 
Remilk’s CEO and co-founder. 

“This funding propels us on our 
journey to transform the dairy cat-
egory into one that delivers deli-
cious, nutritious products without 
harm to people, planet, or animals,” 
Wolff continued. “Already, we are 
engaging with dozens of compa-
nies, including some of world’s 
most popular brands, to recreate 
the future of dairy together.”

On a mission to reimagine dairy 
for the future, Remilk said it devel-
oped a scalable, yeast-based fer-
mentation process which produces 
animal-free milk proteins that are 
indistinguishable in taste and func-
tion from cow milk protein.

The new funding will accelerate 
Remilk’s manufacturing capabili-
ties, unlocking its ability to com-
mercialize Remilk at scale to meet 
the needs of food manufacturers, 
the company said. Remilk plans to 
have products featuring Remilk in 
the marketplace later this year.

“Remilk is on a mission to 
transform the alternative protein 
industry by introducing the next 
generation of dairy. Not only are 
Remilk products cleaner and sig-
nificantly more sustainable when 
compared to traditional dairy, 
but they are indistinguishable in 
taste, feel, and texture,” said Pasha 
Romanovski, founding partner of 
Hanaco Ventures, which led the 
funding round.

“Remilk also employs produc-
tion methods that are radically 
more sustainable than traditional 
production methods today,” 
Romanovski said. “We have a 
strong conviction in the founders’ 
vision and are thrilled to support 
the talented team on their jour-
ney.”

In addition to Hanaco Ven-
tures, the oversubscribed round 
includes investments from Preci-
sion Capital, Rage Capital, CPT 
Capital, Intercap, OurCrowd, 
Aliya Capital, Chartered Group, 
Indorama Ventures, Tal Ventures, 
Fresh Fund, Idan and Gil Ofer, 
Izaki Ventures, and Paradigm Shift 
Fund.

La Farge, WI—With some dairy 
companies reneging on commit-
ments to family dairy farms in the 
Northeast, Organic Valley said it 
is doubling down on its mission to 
do the exact opposite: save small, 
organic family farms throughout 
the US.

For five organic family farms in 
the Northeast, the new year began 
with a fresh start: joining Organic 
Valley. Dropped by Maple Hill at 
the end of 2021, these five organic 
farms needed a market to continue 
organically caring for their animals 
and delivering fresh organic milk 
to the Northeast, Organic Valley 
said. The cooperative’s representa-
tives visited each farm and offered 

membership to five farms that no 
longer had a place to send their 
milk.

This is the first step in what 
Organic Valley said will be a 
year-long campaign to save small, 
organic family dairy farms in the 
Northeast. 

“We are excited to bring these 
five family farms into our coop-
erative. This is just the beginning; 
we are looking forward to offering 
a home to more farm families in 
the Northeast,” said Bob Kirchoff, 
Organic Valley’s CEO.

“We want to help family farms 
in the region throughout 2022 by 
providing membership options. 
And, in turn, we’re excited to be 

giving consumers a real choice to 
support farmers and their neigh-
bors through the products we make 
as Organic Valley,” Kirchoff con-
tinued. 

Organic Valley representatives 
have been visiting more than 130 
Northeast farms that other com-
panies have decided to drop in 
the coming year. 

“We believe we can sustain small 
organic family farms in Amer-
ica for the next generation and 
reverse cli-
mate change 
t h r o u g h 
organic agri-
culture,” Kir-
choff said.

To join the co-op, organic farms 
are required to meet the animal 
care, quality standards, and pasture 
expectations of Organic Valley.
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Dairy Forum: Jan. 23-26, 2022, 
J.W. Marriott Desert Springs 
Resort & Spa, Palm Desert, CA. 
Registration now available online 
at www.dairyforum.org.

•
Winter Fancy Food Show: Feb. 
6-8. New Date & Location -  Las 
Vegas Convention Center, Las 
Vegas, NV. Visit www.specialty-
food.com for more information.

•
World Championship Cheese 
Contest: March 1-3.  Madison, 
WI. Visit www.worldchampion-
cheese.org for more information.

•
New York State Cheese Manu-
facturers Association: March 8 
(Changed to Virtual Conference)
Visit www.nyscheesemakers.
com, for Zoom details.

•
PLMA Online Private Label 
Trade Show: Mar. 28-31. For 
information, visit www.plma.org.

•
National Conference on Inter-
state Milk Shipments: April 7-12: 
J.W. Marriott, Indianapolis, IN. 
Updates available online at www.
ncims.org.

•
Cheese Expo: April 12-14. The 
Wisconsin Center, Milwaukee, 
WI.  Visit www.cheeseexpo.org for 
updates and online registration.

•
April 24-26: ADPI/ABI Joint 
Annual Meeing, Hyatt Regency 
Downtown, Chicago, IL. For 
details, visit www.adpi.org.

•
International Dairy Deli Bakery 
Association (IDDBA): June 5-7:  
Atlanta, GA. Call 608-310-5000 
or visit www.iddba.org for more 
information.

•
Wisconsin Dairy Products 
Association’s Dairy Sympo-
sium: July 11-12. Door County, 
WI. Visit www.wdpa.net.

•
July 20-23: American Cheese 
Society Annual Meeting, Portland, 
OR. Visit www.cheesesociety.org 
for more details.

•
Aug. 11-12: Idaho Milk Proces-
sors Association (IMPA) Annual 
Meeting, Sun Valley, ID. Details 
available soon at www.impa.us.

PLANNING GUIDE
Pittsburgh, PA—The Inter-
national Association for Food 
Protection (IAFP) will resume in-
person learning with the return of 
its annual food safety conference 
here July 31-Aug. 3 at the David 
L. Lawrence Convention Center.

More than 3,800 food safety pro-
fessionals from around the world 
are expected to attend.

Friday and Saturday will be ded-
icated to International Association 
for Food Protection workshops, 
with a welcome reception kicking 
off at 5 p.m. Saturday evening, July 
30.

The four-day event runs Sun-
day through Wednesday morning, 
featuring a number of symposia, 
roundtable and technical sessions 
on a number of issues germane to 
the cheese and dairy industries, 
organizers stated. 

A small sample of preliminary 
program topics include: Climate 
Change – Impacts of Extreme 
Weather Events of the Safety of 
Our Food Supply; Computer Mod-

eling – the Next Step in the Dairy 
Industry Evolution; COVID-19 – 
What Have We Learned to Make 
Our Food Systems More Resilient 
in the Future; Gluten in Fermented 
or Hydrolyzed Foods – Regulatory, 
Consumer, and Analytical Per-
spectives; Mitigating the Risk of 
Pathogens in Food Products; and 
Practical Approaches to Enhance 
Food Safety Culture – Shared 
Learnings from a Dairy Industry-
wide Program.

Speakers will also address the 
Regulation of Food Ingredients 
in Diverse Global Markets; Using 
a HACCP-Mind-set to Enable 
Enhanced Food Traceability; What 
to Expect When You’re Exporting 
– Using FDA’s Export Certifica-
tion Program; Pathogen Control in 
Low Moisture Foods; Using Con-
sumer Research to Inform Labeling 
Policy for Food Products; and To 
Biofilm or Not to Biofilm – Lis-
teria Monocytogenes’ Emerging 
Existential Dilemma, conference 
organizers stated.

IAFP Food Safety Conference Planned      
For July 31-August 3 In Pittsburgh, PA

General sessions begin Sun-
day evening with the Ivan Parkin 
Lecture featuring Lucia Anelich, 
adjunct professor and director for 
South Africa’s Anelich Consult-
ing.

A US regulatory update session 
has been set for Monday afternoon, 
and the conference will wrap 
Wednesday evening with the John 
H. Silliker Lecture delivered by 
Katherine Swanson, retired, KMJ 
Swanson Food Safety, Inc, confer-
ence organizers said.

The early registration deadline 
is June 28. 

Cost to attend is $565 for Inter-
national Association for Food 
Protection members and $800 for 
non-members. 

Discounts are available for stu-
dents and retired professionals. 
Day passes are also available.

For more information on the 
IAFP conference and to register 
online, visit www.foodprotection.
org.

WSU 35th Advanced 
Cheese Course To Be 
Mar. 8-10 In Pullman
Pullman, WA—The early registra-
tion deadline to sign up for Wash-
ington State University’s (WSU) 
Advanced Cheesemaking Course 
is Feb. 4, 2022.

The three-day, in-person work-
shop will be held here March 8-10 
at the Holiday Inn Express and 
WSU Creamery. It’s designed for 
experienced cheese makers, super-
visory, management, quality con-
trol and marketing personnel from 
commercial/industrial plants. 

Instruction is led by industry per-
sonnel, who recommend students 
have some experience in cheese-
making or previously attended a 
basic cheesemaking class.

The course includes one full day 
of cheesemaking at WSU Cream-
ery, supplemented by classroom 
instruction. Participants will learn 
about filtration technology, cheese 
yield, sanitation, regulatory issues, 
milk composition, food pathogens, 
cheese cultures, and quality issues.

Cost to attend before the Feb. 4 
deadline is $970 per student, and 
$1,000 per student after Feb. 5. For 
details and to register online, visit 
www.creamery.wsu.edu/shortcourse.
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Equipment for Sale

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

SEPARATOR NEEDS - Before you buy 

a separator, give Great Lakes a call. 

TOP QUALITY, reconditioned machines 

at the lowest prices. Call  Dave Lam-

bert, GREAT LAKES SEPARATORS at  

(920) 863-3306; drlambert@dialez.net 

for more information.

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

WESTFALIA SEPARATORS: New 
arrivals!  Great condition. Model 
number 418. Call GREAT LAKES        
SEPARATORS at (920) 863-3306 or 
e-mail drlambert@dialez.net.

Equipment for Sale

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

Equipment Wanted

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

Replacement Parts

Reconditioning

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.

Products, Services

Cheese Moulds, Hoops

WILSON HOOPS: 20 and 40 pound 
hoops available. For more information, 
contact  KUSEL EQUIPMENT at (920) 
261-4112 or email: sales@
kuselequipment.com. 

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 
more information.

Interleave Paper, Wrapping

SPECIALTY PAPER MANUFACTURER
specializing in cheese interleave paper, 
butter wrap, box liners, and other cus-
tom coated and wax paper products. 

Made in USA. Call Melissa 
at BPM Inc., 715-582-5253. 

www.bpmpaper.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 keysmfg@aol.
com.

Conversion Services

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

►  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

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

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.

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.

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.

Consulting Services

Are you a consultant and looking to tell 
the industry of your services? Advertise 
here and on www.cheesereporter.com. 
Call 608-316-3792 for more information 
on advertising.

GENMAC A Division of 5 Point Fabrication LLC.

1820 Single Direction
Cheese Cutter

Reduces wire cutable product into uniform 
portions for dicing, shredding, or blending.

1-888-243-6622
Email: sales@genmac.com

www.genmac.com

GENMAC A Division of 5 Point Fabrication LLC.

1810 Champ
Cheese Cutter
 Cuts cheese economically
 Optional one or 
     two-wire cross cut
 Capacity of up to 
      7” x 11” x 14”
 Air-operated down feed
 Optional swing harp 
     and leveling pads

1-888-243-6622
Email: sales@genmac.com

www.genmac.com

GENMAC A Division of 5 Point Fabrication LLC.

1800 Champ
Cheese Cutter
 Cuts cheese economically
 Air-operated vertical feed
 Capacity of up to 
      7” x 11” x 14”
 Air-operated down feed
 Optional swing harp 
     and leveling pads

1-888-243-6622
Email: sales@genmac.com

www.genmac.com

GENMAC A Division of 5 Point Fabrication LLC.

Custom Harp
& Platen Cart
 Holds 24 Harps as well as        20 Platens
 Drawer for Wiring Tools
 Custom Stainless Steel, DA Finish

1-888-243-6622
Email: sales@genmac.com

www.genmac.com

GENMAC A Division of 5 Point Fabrication LLC.

3005-LD
Tu-Way 

1-888-243-6622
Email: sales@genmac.com

www.genmac.com

 Stainless Steel Air Cylinders
 Enhanced Sanitary Aspects
 Formed Frame Eliminates Tubing!

GENMAC'S 
Model 3005-LD
Tu-Way is designed 
to automatically 
cut cheese or 
wire cuttable product
prior to packaging
or further processing.

KANSAS DAIRY INGREDIENTS
Hugoton, Kansas

To learn more about Kansas Dairy Ingredients, visit:
https://kansasdairy ingredients.com
For a complete job description or to apply, email:
careers@kansasdairyngredients.com.com

          
           EEO/M/F/V/D

Come join a fast-growing, dynamic company with 
opportunities to grow your career from within.

NOW HIRING...
Cheese Plant Manager

Maintenance Technicians
Plant Trainees

Offering competitive wages  Medical, Dental and Vision
Insurance  Paid Time Off (PTO) and Paid Holidays  

 Comfortable Team Environment

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

Cheese Solutions

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

Contact Justin

717-355-2949
or justin@lancastercheese.com

LANCASTER
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DAIRY PRODUCT SALES

Week Ending Jan. 15 Jan. 8 Jan. 1 Dec.25
40-Pound Block Cheddar Cheese Prices and Sales

Weighted Price  Dollars/Pound
US 1.9755 1.9262• 1.9167 1.8767 
Sales Volume 
US 12,638 12,304,252• 9,814,144 10,761,812

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

Weighted Price  Dollars/Pound  
US 1.8313 1.7876 1.7634 1.7595 
Adjusted to 38% Moisture  
US 1.7505 1.7049 1.6810 1.6769 
Sales Volume  Pounds
US 13,676,983 14,480,483 12,130,767 12,525,436 
Weighted Moisture Content Percent
US 35.14 34.99 34.96 34.95

AA Butter
Weighted Price  Dollars/Pound
US 2.5640 2.3029• 2.1678 2.0652
Sales Volume                                     Pounds
US 4,130,863 3,440,304• 2,694,503 2,529,440

Extra Grade Dry Whey Prices

Weighted Price  Dollars/Pounds
US 0.7015 0.6725• 0.6564 0.6561
Sales Volume
US 4,406,445 4,882,546• 3,570,930 4,501,832

 Extra Grade or USPHS Grade A Nonfat Dry Milk
Average Price  Dollars/Poun
US 1.6319 1.6092• 1.5838 1.5587 
Sales Volume  Pounds
US 25,608,316 13,640,222• 21,577,201 14,991,429 
     
     

January 19, 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

             If changing subscription, please include your old and new address below 

Circle, copy and FAX to (608) 246-8431 for prompt response

CHEESE REPORTER SUBSCRIBER SERVICE CARD

Name  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

Title  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

Company  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

Address  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

City/St/Zip  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

E-Mail Phone  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

TYPE OF BUSINESS:
___Cheese Manufacturer
___Cheese Processor
___Cheese Packager
___Cheese Marketer(broker, distributor, retailer
___Other processor (butter, cultured products)
___Whey processor
___Food processing/Foodservice
___Supplier to dairy processor

JOB FUNCTION:
___Company Management
___Plant Management
___Plant Personnel
___Laboratory (QC, R&D, Tech)
___Packaging
___Purchasing
___Warehouse/Distribution
___Sales/Marketing

Name  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

Title  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

Company  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

Address  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

City/St/Zip  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 

E-Mail Phone  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 
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Federal Order Class 1 Minimum Prices & 
Other Advanced Prices - February 2022
Class I Base Price (3.5%) . . . . . . . . . . . . . . . . . . . . . . . .  $21.64 (cwt)

Base Skim Milk Price for Class I . . . . . . . . . . . . . . . . . . .  $12.44 (cwt)

Advanced Class III Skim Milk Pricing Factor  . . . . . . . . .  $10.43 (cwt)

Advanced Class IV Skim Milk Pricing Factor . . . . . . . . .    $12.97 (cwt)

Advanced Butterfat Pricing Factor  . . . . . . . . . . . . . . . . .  $2.7537 (lb.)

Class II Skim Milk Price  . . . . . . . . . . . . . . . . . . . . . . . . .  $13.67 (cwt)

Class II Nonfat Solids Price  . . . . . . . . . . . . . . . . . . . . . .  $1.5189 (lb.)

Two-week Product Price Averages:
 Butter  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  $2.4454 lb.
 Nonfat Dry Milk . . . . . . . . . . . . . . . . . . . . . . . . . . . .  $1.6240 lb.
 Cheese  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  $1.8482 lb.
  Cheese, US 40-pound blocks  . . . . . . . . . . . .  $1.9512 lb.
  Cheese, US 500-pound barrels . . . . . . . . . . .  $1.7270 lb.
 Dry Whey  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  $0.6863 lb.
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$2.20

   Central & East   Western

NDM Prices: Jan 2014 – January 20, 2022
USDA: High Range (Low/Medium Heat): Mostly

 Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
‘17 .9318 .9905 .9681 .9425 .9138 .9013 .8919 .8486 .8231 .8063 .7757 .7490
‘18 .7268 .7211 .6960 .7027 .7502 .7949 .8092 .8144 .8437 .8658 .8817 .8851
‘19 .8929 .8995 .9025 .9025 .9074 .9244 .9297 .9444 .9465 .9530 .9597 .9854
‘20 1.0017 1.0140 1.0148 1.0027 .9590 .9356 .8945 .8591 .8500 .8810 .9124 .9255
‘21 .9693 1.0134 1.0487 1.0977 1.1328 1.1513 1.1551 1.1548 1.1450 1.1540 1.2149 1.3174 

AVERAGE MONTHLY WPC MOSTLY PRICES: USDA
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40-Pound 
Block Avg

CME vs AMS

DAIRY FUTURES PRICES
SETTLING PRICE                                                                                            *Cash Settled

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

1-14 Jan 22 20.28 22.80 68.850 164.100 1.973 1.9000 252.475
1-17 Jan 22 — — — — — — —
1-18 Jan 22 20.23 22.80 69.000 164.100 1.973 1.8950 253.500
1-19 Jan 22 20.23 21.78 69.000 164.100 1.973 1.8940 255.000
1-20 Jan 22 20.25 22.80 69.000 164.100 1.973 1.8950 257.500

1-14 Feb 22 22.08 23.49 74.500 175.000 2.060 2.0580 250.000
1-17 Feb 22 — — — — — — —
1-18 Feb 22 21.62 23.60 74.825 176.125 2.033 2.0190 251.375
1-19 Feb 22 21.31 23.56 73.500 173.000 2.008 1.9760 255.525
1-20 Feb 22 20.86 23.56 74.000 173.925 1.946 1.9290 257.025

1-14 Mar 21 22.43 23.50 74.250 179.00 2.090 2.0830 244.950 
1-17 Mar 21 — — — — — — —
1-18 Mar 21 22.48 23.87 75.500 181.975 2.081 2.0900 243.650
1-19 Mar 21 22.32 23.76 76.250 178.000 2.081 2.0780 250.000
1-20 Mar 21 21.69 23.40 77.275 175.300 2.039 2.0090 250.000

1-14 April 21 21.98 23.14 72.000 178.175 2.099 2.0400 238.100
1-17 April 21 — — — — — — —
1-18 April 21 22.17 23.45 73.500 181.800 2.094 2.0710 239.000
1-19 April 21 21.94 23.30 74.500 177.825 2.094 2.0540 241.750
1-20 April 21 21.47 22.90 76.750 175.400 2.036 1.9850 238.025

1-14 May 22 21.59 22.86 71.500 176.450 2.062 2.0160 235.475
1-17 May 22 — — — — — — —
1-18 May 22 21.79 23.10 72.500 180.100 2.062 2.0300 235.000
1-19 May 22 21.60 22.91 73.500 176.125 2.059 2.0240 235.500
1-20 May 22 21.16 22.38 75.250 171.900 2.013 1.9720 231.500

1-14 June 22 20.31 22.52 70.500 173.275 2.045 2.0050 233.550
1-17 June 22 — — — — — — —
1-18 June 22 21.46 22.65 71.500 176.625 2.045 2.0170 229.275
1-19 June 22 21.30 22.30 72.000 173.400 2.045 2.0100 234.500
1-20 June 22 20.96 21.96 74.075 169.000 2.014 1.9650 231.075

1-14 July 22 20.30 22.25 69.000 172.400 2.041 2.0200 235.450
1-17 July 22 — — — — — — —
1-18 July 22 21.46 22.35 69.150 173.175 2.056 2.0480 233.150
1-19 July 22 21.20 22.24 69.750 169.175 2.056 2.0160 235.500
1-20 July 22 20.90 21.89 71.500 166.925 2.056 1.9740 231.725

1-14 Aug 22 21.25 22.10 68.000 170.350 2.043 2.0220 234.475
1-17 Aug 22 — — — — — — —
1-18 Aug 22 21.26 22.10 68.000 170.650 2.043 2.0300 234.450
1-19 Aug 22 21.10 21.87 68.000 166.650 2.043 2.0150 236.450
1-20 Aug 22 20.76 21.79 68.500 163.600 2.043 1.9830 233.700

1-14 Sept 22 21.14 21.99 66.000 167.875 2.036 2.0240 232.450
1-17 Sept 22 — — — — — — —
1-18 Sept 22 21.20 21.98 66.000 167.875 2.039 2.0440 229.000
1-19 Sept 22 20.91 21.42 66.000 164.825 2.039 2.0240 229.000
1-20 Sept. 22 20.65 21.45 66.000 160.775 2.039 1.9910 229.575

1-14 Oct 22 20.89 21.63 65.000 163.250 2.027 2.0200 229.350
1-17 Oct 22 — — — — — — —
1-18 Oct 22 21.00 21.62 65.000 163.250 2.027 2.0390 225.000
1-19 Oct 22 20.91 21.54 65.000 161.650 2.027 2.0200 225.000
1-20 Oct 22 20.51 21.32 65.000 160.700 2.027 1.9720 226.575

1-14 Nov 22 20.66 21.09 63.000 162.000 2.013 2.0060 223.375
1-17 Nov 22 — — — — — — —
1-18 Nov 22 20.72 21.02 63.000 162.000 2.013 2.0090 223.375
1-19 Nov 22 20.54 20.89 63.000 163.250 2.013 1.9980 223.000
1-20 Nov 22 20.20 20.89 63.000 157.800 2.013 1.9260 220.525 

Interest -          31,114 13,509 2,979 9,353 2,294 17,849 10,161 
Jan. 20
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DAIRY PRODUCT MARKETS
AS REPORTED BY THE  US DEPARTMENT OF AGRICULTURE

WHOLESALE CHEESE MARKETS

NATIONAL: Cream supplies are avail-
able in the West, while tightening in the Cen-
tral region. Despite waning demand in the 
Central region, some purchasers in Midwest 
states are looking for available loads of cream 
in the West. Butter makers in the Central 
region say that they are running busy sched-
ules, despite COVID related worker short-
ages. Delays to production supplies and labor 
shortages are also causing butter makers in 
the West to run below capacity. Demand for 
butter is strong across all regions.

WEST: Cream demand is unchanged in 
the West as contacts report that inventories 
are available for production. Stakeholders 
say that they are sending loads of cream to 
the Midwest, where inventories are tighter, 
to help meet their production needs. Some 
cream loads are facing delays caused by 
bad weather and a shortage of truck drivers. 
Strong demand for butter is present in both 
domestic and international markets. Butter 
inventories are tight. Spot purchasers say that 
loads of salted butter are easier to obtain than 
unsalted. Strong demand, tight inventories, 
and transportation issues are contributing to 
higher butter prices. Butter makers are run-
ning below capacity due to labor shortages 
and delayed deliveries of production supplies.

CENTRAL: Midwestern butter churners 
are calling for cream. Churning has been 
very active since before the holidays, as 
cream availability increased, and there is 
still some to be found in both the region and 
the West. Freight continues to be the big-
gest hurdle, particularly when moving cream 
from Idaho and the Mountain States area to 
the upper Midwest. Butter sales have begun 
to settle. The holidays were very busy, but 
market prices have caused some buyer 
hesitancy in recent weeks. Still, bulk but-
ter remains tight, while market sentiment is 
distinctly bullish.

NORTHEAST: Eastern butter operations 
are churning butter at moderated to elevated 
levels. While manufacturing plants continue 
to be stymied with labor issues, some are 
able to churn seven-day schedules to sup-
port milk receipts. New production is being 
added to light inventories and fulfilling manu-
facturers’ butter contracts. Spot offerings are 
scarce, compared to the level of bulk inter-
est. While January is when demand nota-
bly declines, markets are still very active as 
current purchases satisfy buyers’ immedi-
ate needs. Market sources concur that retail 
print butter, foodservice, and  industrial but-
ter interest is very good on steady demand. 

NATIONAL - JAN. 14:  Milk is still available throughout the country, but Midwestern con-
tacts say this may be short-lived. Winter storms are expected to impact transportation over 
the weekend and early into next week, and crimp overall on-the-farm milk output. Current 
prices ranged from $4 under to flat market, but with the aforementioned factors, expectations 
are that milk could tighten near term. Truckers are reportedly short in all regions, as western 
contacts say the problem is becoming nearly untenable in that region. Barrel producers in 
the Midwest say demand is active. As the football season culminates, retail cheese demand 
is steady to growing, but current cheese supplies range from snug to balanced.

NORTHEAST - JAN. 19: Milk is available for Northeastern Class III operations. Milk 
intakes for some cheesemaking facilities are at or near capacity. Plant managers are working 
to keep busy cheese production schedules throughout the region, despite the challenges of 
staffing shortages, supply chain issues, and winter weather-related transportation delays. 
Cheese inventories are available for spot needs. Retail demand is sturdy as the end of the 
football season approaches. Foodservice orders are mixed. Sales from educational institu-
tions are steadying. However, there are reportedly pockets of softening restaurant demand.

Wholesale prices, delivered, dollars per/lb:
Cheddar 40-lb blocks: $2.4550 - $2.7425 Process 5-lb sliced: $1.9900 - $2.4700
Muenster:  $2.4425 - $2.7925 Swiss Cuts 10-14 lbs: $3.4550 - $5.7775

MIDWEST AREA - JAN. 19:  Milk availability varies from one area to the next. Plant 
managers running fully staffed operations say milk is available, but the discounted prices of 
$3 and $4 under are no longer being offered. Still, there are plants running lighter lines as 
employees are short due to COVID absences. Cheese sales are slowing. They say market 
prices moving up around the $2 mark, although they have ebbed since, are the major factor 
in slowing orders. Barrel producers say inventories are tighter and customers have been 
active. Thus, barrel prices pushed above decreasing block prices on the CME on Friday. All 
said, market tones are  lacking the bravado of prior weeks. Contacts say tones are uncertain.

Wholesale prices delivered, dollars per/lb: 
Blue 5# Loaf :  $2.6400 - $3.7075 Mozzarella 5-6#: $2.1700 - $3.1150
Brick 5# Loaf:  $2.3700 - $2.7950 Muenster 5# Loaf: $2.3700 - $2.7950
Cheddar 40# Block: $2.0925 - $2.4925 Process 5# Loaf: $1.9750 - $2.3350
Monterey Jack 10# $2.3450 - $2.5500 Grade A Swiss 6-9#:  $2.9700 - $3.0875
       
WEST - JAN. 19:  Retail demand for cheese is steady to lower. Foodservice demand for 
cheese is mixed; contacts note that rising COVID cases in the region have caused a decline 
in some sales. Foodservice Mozzarella sales are increasing as strong demand is present 
for pizza. International demand for cheese is strong, with contacts noting increased interest 
from Asian markets. Transportation issues are causing delays to load deliveries throughout 
the region. Stakeholders say that labor shortages are also contributing to some delayed load 
deliveries. Some contacts note that barrel inventories are tightening. Cheese makers say that 
milk is available for production, but that delayed deliveries and labor shortages are causing 
some plant managers to run reduced production schedules.

Wholesale prices delivered, dollars per/lb: Monterey Jack 10#: $2.3175 - $2.5925
Cheddar 10# Cuts : $2.3300 - $2.5300 Process  5# Loaf: $1.9925 - $2.2475
Cheddar 40# Block: $2.0825 - $2.5725 Swiss 6-9# Cuts: $3.2625 - $3.6925

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

Variety   Date:   1/19 1/12  Variety Date:   1/19 1/12
Cheddar Curd  $2.36 $2.35 Mild Cheddar $2.31 $2.32
Young Gouda  $2.22 $2.23 Mozzarella $2.05 $2.04
 
FOREIGN -TYPE CHEESE - JAN. 19: Sales of Western European cheese are lower 
than before the December holiday season, which is a typical annual pattern. Nevertheless, 
markets remain firm, and orders are still being cut by sellers. Sources say that Emmentaler 
and Cheddar varieties are especially tight. Higher prices for new contracts are being enforced 
for Q1 2022. Already contracted buyers seeking  to increase volumes are often disappointed. 
Very strong demand from within the EU is complicating maintaining ideal export volumes.

Selling prices, delivered, dollars per/lb:  Imported Domestic
Blue:   $2.6400 - 5.2300 $2.3125 - 3.8000
Gorgonzola:    $3.6900 - 5.7400 $2.8200 - 3.5375
Parmesan (Italy):  0 $3.7000 - 5.7900
Romano (Cows Milk):  0 $3.5025 - 5.6575
Sardo Romano (Argentine):  $2.8500 - 4.7800 0
Reggianito (Argentine):  $3.2900 - 4.7800 0
Jarlsberg (Brand):  0 0
Swiss Cuts Switzerland:  0 $3.4900 - 3.8150
Swiss Cuts Finnish:  $2.6700- 2.9300 0

NDM PRODUCTS - JANUARY 20
NDM - CENTRAL: Low/medium heat 
NDM prices moved higher in all facets. 
Trading was active, as more buyers have 
come to the table. Condensed skim avail-
ability remains steady in the region. How-
ever, processing has become more difficult 
in the face of staff and driver shortages, 
along with other logistical hurdles facing the 
entire  industry. NDM availability is very tight. 
End users who can interchange NDM and 
WPC 34% are still opting for the latter, due 
to the current price difference. High heat 
NDM trading was quiet in the region, but 
prices are expectedly moving northbound. 

NDM - WEST: Healthy prices for skim milk 
powder (SMP), internationally, are contribut-
ing to higher NDM prices. Contacts report 
strong demand for low/medium heat NDM in 
domestic and international markets. A short-
age of truck drivers and port congestion are 

causing delays to deliveries. Spot purchas-
ers say that inventories are tightening. Pro-
duction of low/medium heat NDM is steady 
to lower. Delayed deliveries of production 
supplies and labor shortages are causing 
down-time. Production of high heat NDM is 
limited, as plant managers focus their sched-
ules on low/medium heat NDM and SMP. 

NDM - EAST: Low/medium heat NDM 
prices moved up during a somewhat active 
trading week in the East. Availability is slim, 
and buyers are more actively seeking out 
loads.Condensed skim is available, and 
some eastern buyers say it is being offered 
at a discount. However, finding trucks to it 
is difficult. High heat NDM trading was bus-
ier in the eastern region, as well, as prices 
moved above $2. High heat NDM is very 
tight and customers are more willing to pay 
higher prices, according to producers.

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

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

01/17/22  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  37,051 92,115
01/01/22  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  32,878 82,899
Change  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  4,173 9,216
Percent Change . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  13 11

ORGANIC DAIRY - RETAIL OVERVIEW 

Total number of both conventional and organic dairy ads decreased by 10 percent from 
last week. Total number of ads for conventional butter in 1-pound packages decreased by 
41 percent, while the national average price of $3.19 was up 5 cents from $3.14 last week.

Conventional cheese ads increased by 23 percent this week. Conventional 8-ounce shred 
cheese overtook conventional 4- to 6-ounce Greek yogurt as the most advertised dairy prod-
uct, after appearing in 36 percent more ads this week. Conventional 8-ounce shred cheese’s 
average price increased by 5 cents to $2.43. There were no tracked organic cheese products 
present in ads this week. 

Conventional milk ads decreased by 26 percent, while organic milk ads grew by 10 percent. 
The number of ads for milk in gallon size containers decreased by 52 percent, and the aver-
age price decreased by $0.67 to $2.99. In contrast, ads for organic milk in gallon containers 
increased by 45 percent, while the average advertised price fell to $5.19, down 1 cent from 
week 2. This week, the most advertised organic dairy item was milk in gallon size containers.

National Weighted Retail Avg Price:  
Butter 1 lb: NA
Cheese 8 oz shred: NA
Cheese 8 oz block: NA
Cream Cheese 8 oz: NA
Yogurt 4-6 oz: $0.79
Yogurt 32 oz: $3.31

Greek Yogurt 4-6 oz: $1.50
Greek Yogurt 32 oz: $3.73
UHT Milk 8 oz: NA
Milk ½ gallon: $3.94
Milk gallon: $5.19
Sour Cream 16 oz: NA
Ice Cream 48-64 oz: $5.99

RETAIL PRICES - CONVENTIONAL DAIRY - JANUARY 21

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 

3.19 3.28 3.38 3.02 2.66 2.76 3.52 

2.36 2.51 2.38 2.38 2.32 2.13 2.13 

3.38 3.30 NA 3.32 NA NA 3.68 

6.88 NA NA NA NA 6.77 7.98

2.43 2.62 NA 2.46 2.31 2.27 2.00

3.98 NA NA 3.50 NA 4.22 3.58 

2.29 2.54 2.07 1.50 NA 1.98 3.78

1.61 1.45 1.76 NA 1.66 1.47 1.67 

1.54 NA NA 1.99 NA 1.61 1.28

3.11 NA NA 5.99 NA 2.68 2.90 

3.14 3.22 3.31 2.88 3.51 2.83 3.13

2.15 4.99 NA NA NA 2.15 1.54 

2.99 2.99 NA NA 3.29 2.68 3.24 

1.82 1.86 1.89 1.95 1.92 1.78 1.47 

.99 1.02 1.00 1.01 1.01 .87 NA 

4.12 4.76 4.02 2.49 3.50 3.17 4.49

.55 .56 .55 .57 .44 .53 .57

2.34 2.52 2.50 2.25 2.31 1.92 2.34 

 

 

WHOLESALE BUTTER MARKETS - JANUARY 19
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 CME CASH PRICES - JANUARY 17 - 21, 2022
Visit www.cheesereporter.com for daily prices 

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

MONDAY No No No No No
January 17 Trading Trading Trading Trading Trading

TUESDAY $1.9550 $1.8800 $2.7800 $1.8500 $0.7800
January 18 (-½) (-4) (+5½) (+3½) (+1)

WEDNESDAY $1.9050 $1.8450 $2.8825 $1.8500 $0.7800
January 19 (-5) (-3½) (+10¼) (NC) (NC)

THURSDAY $1.8175 $1.8450 $2.9000 $1.8100 $0.8000
January 20 (-8¾) (NC) (+1¾) (-4) (+2)

FRIDAY $1.8125 $1.8075 $2.9350 $1.8150 $0.8000
January 21 (-¼) (-3¾) (+3½) (+½) (NC)

Week’s AVG $ $1.8725 $1.84438 $2.87438 $1.83125 $0.7900
Change (-0.0180) (-0.15812) (+0.08138) (+0.06775) (+0.0255)

Last Week’s $1.8905 $2.0025 $2.7930 $1.7635 $0.7645
AVG

2021 AVG $1.4456 $1.6981 $1.4163 $1.1925 $0.5375
Same Week

MARKET OPINION - CHEESE REPORTER
Cheese Comment: Four cars of blocks were sold Tuesday, the last at $1.8800, 
which set the price. No blocks were sold Wednesday; the price declined on an 
uncovered offer at $1.8450. There was no block market activity at all on Thursday. 
No blocks were sold Friday; the price declined on an uncovered offer of 1 car at 
$1.8075. The barrel price declined Tuesday on an uncovered offer at $1.9550, fell 
Wednesday on an uncovered offer at $1.9050, dropped Thursday on an uncovered 
offer at $1.8175, and fell Friday on a sale at $1.8125. Four carloads of blocks were 
traded this week at the CME.

Butter Comment: The price rose Tuesday on an unfilled bid at $2.7800, jumped 
Wednesday on a sale at $2.8825, increased Thursday on an unfilled bid at $2.9000, 
and rose Friday on a sale at $2.9350. The last time the CME butter price reached 
Friday’s price level was September 28, 2015. 32 carloads of butter were traded this 
week at the CME.

Nonfat Dry Milk Comment: The price increased Tuesday on a sale at $1.8500, 
declined Thursday on an uncovered offer at $1.8100, then rose Friday on a sale at 
$1.8150.

Dry Whey Comment: The price rose Tuesday on a sale at 78.0 cents, and increased 
Thursday on a sale at 80.0 cents.

WHEY MARKETS - JANUARY 17 - 21, 2022
RELEASE DATE - JANUARY 20, 2021

Animal Feed Whey—Central: Milk Replacer:  .5200 (NC) – .5800 (NC) 

Buttermilk Powder:
 Central & East:   1.4500 (NC) – 1.5500 (NC)  West: 1.4400 (+1) – 1.6150 (+3½)
 Mostly:   1.4800 (+2½) – 1.5500 (+4)

Casein: Rennet:   4.8600 (+4) – 5.0900 (+2)   Acid: 5.8500 (+5) – 5.9700 (+2)

Dry Whey—Central (Edible):
 Nonhygroscopic:   .6600 (+¼) – .8000 (+2½)     Mostly: .7200 (+2) – .7500 (+2)

Dry Whey–West (Edible):
Nonhygroscopic: .6725 (+1¾) – .8000 (NC)  Mostly: .7150 (+1¼) – .7800 (+1)

Dry Whey—NorthEast:  .6700 (+2) – .7600 (+1¾) 

Lactose—Central and West:
 Edible:   .3200 (NC) – .5300 (NC)    Mostly:  .3600 (NC) – .4500 (NC)

Nonfat Dry Milk —Central & East:
 Low/Medium Heat:  1.7000 (+5½) – 1.8700 (+7) Mostly: 1.7400 (+6) – 1.8000 (+7½)
 High Heat:  1.8400 (+11) – 2.0500 (+21) 

Nonfat Dry Milk —Western:
 Low/Medium Heat: 1.6800 (+7)  – 1.9250 (+13¼)   Mostly: 1.7000 (+6) – 1.7400 (+6)
 High Heat:  1.8525 (+9½)  – 2.0350 (+11)

Whey Protein Concentrate—Central and West:  
 Edible 34% Protein:   1.3300 (+3) – 1.5850 (+2½)  Mostly: 1.3900 (NC) – 1.5000 (+7)

Whole Milk—National:  1.9350 (+1½) – 2.2600 (+6)

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

 Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

‘08 1.2246 1.2088 1.3454 1.3905 1.4750 1.5001 1.5385 1.6279 1.6973 1.7320 1.6165 1.2007
‘09 1.1096 1.1097 1.1770 1.2050 1.2526 1.2235 1.2349 1.2000 1.2199 1.2830 1.5008 1.3968
‘10 1.3950 1.3560 1.4641 1.5460 1.5896 1.6380 1.7787 1.9900 2.2262 2.1895 1.9295 1.6327
‘11 2.0345 2.0622 2.0863 1.9970 2.0724 2.1077 2.0443 2.0882 1.8724 1.8295 1.7356 1.6119
‘12 1.5077 1.4273 1.4895 1.4136 1.3531 1.4774 1.5831 1.7687 1.8803 1.9086 1.7910 1.4848
‘13 1.4933 1.5713 1.6241 1.7197 1.5997 1.5105 1.4751 1.4013 1.5233 1.5267 1.6126 1.5963
‘14 1.7756 1.8047 1.9145 1.9357 2.1713 2.2630 2.4624 2.5913 2.9740 2.3184    1.9968  1.7633
‘15 1.5714 1.7293 1.7166 1.7937 1.9309 1.9065 1.9056 2.1542 2.6690 2.4757 2.8779 2.3318
‘16 2.1214 2.0840 1.9605 2.0563 2.0554 2.2640 2.2731 2.1776 1.9950 1.8239 1.9899 2.1763
‘17 2.2393 2.1534 2.1392 2.0992 2.2684 2.5688 2.6195 2.6473 2.4370 2.3293 2.2244 2.2078
‘18 2.1587 2.1211 2.2011 2.3145 2.3751 2.3270 2.2361 2.3009 2.2545 2.2600 2.2480 2.2071
‘19 2.2481 2.2659 2.2773 2.2635 2.3366 2.3884 2.3897 2.2942 2.1690 2.1071 2.0495 1.9736
‘20 1.8813 1.7913 1.7235 1.1999 1.4710 1.8291 1.6925 1.5038 1.5163 1.4550 1.3941 1.4806
‘21 1.3496 1.3859 1.7153 1.8267 1.8124 1.7758 1.6912 1.6815 1.7756 1.8002 1.9714 2.1536 

HISTORICAL MONTHLY AVG BUTTER PRICES
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Washington—To uphold a com-
mitment made in the federal 
Trucking Action Plan announced 
last month, the US Departments 
of Transportation (DOT) and 
Labor (DOL) recently announced 
the next steps on several new ini-
tiatives aimed at supporting truck 
drivers and improving driver reten-
tion while expanding access to 
quality driving jobs.

These initiatives include:
 Expanding Registered 

Apprenticeship programs: More 
than 100 employers and industry 
partners have stepped forward to 
work to expand Registered Appren-
ticeships in the last 30 days. 

Over the next 60 days, the 
DOT and DOL and industry part-
ners will continue to host infor-
mational meetings and work with 
employers, industry groups and 
labor organizations to further sup-
port the development of Regis-
tered Apprenticeships across the 
industry.
 Creating the Women of 

Trucking Advisory Board man-
dated in the bipartisan infrastruc-
ture law. The Advisory Board will 
help inform efforts to increase the 
number of women in trucking by 

reviewing and reporting on the 
current challenges facing woman 
drivers and those interested in 
joining the profession, such as 
barriers to entry, on-the-job safety 
risks, mentorship, quality training, 
and opportunities for advance-
ment.
 Creating a new task force, 

mandated by the infrastructure 
law, to investigate predatory truck 
leasing arrangements with DOL 
and the Consumer Financial Pro-
tection Bureau. 

The task force will be focused 
on reviewing and reporting on, 
among other things: common 
truck leasing arrangements, with a 
specific focus on inequitable terms 
and transparency; and truck leas-
ing arrangements for ports that 
involve a requirement for trucks 
to convert to zero emissions.
 Beginning two studies to 

explore the issues of truck driver 
pay and unpaid detention time.
 Launching the Safe Driver 

Apprenticeship Pilot, an under-21 
pilot program for truck drivers in 
the infrastructure law.
 Over $32 million in funding 

to states to improve CDL license 
process.

US Agencies Announce Several New 
Initiatives To Support Truck Drivers




