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USDA Establishes New Pandemic
Assistance For Producers Initiative
IDFA, NMPF Offer Input To USDA On Including
Dairy Products In Food Distribution Programs
Washington—The US Department of Agriculture (USDA) is
establishing new programs and
efforts to bring financial assistance
to farmers, ranchers and producers who felt the impact of market
disruptions due to the coronavirus
pandemic, US Secretary of Agriculture Tom Vilsack announced
Wednesday.
The new initiative, USDA
Pandemic Assistance for Producers, will reach a broader set of producers than in previous pandemic
aid programs, the agency said.
USDA is dedicating at least $6
billion toward the new programs,
and will also develop rules for new
programs that will put a greater
emphasis on outreach to small and
socially disadvantaged producers,
specialty crop and organic producers, timber harvesters, as well as
provide support for the food supply
chain and producers of renewable
fuel, among others.
Existing programs like the
Coronavirus Food Assistance Program (CFAP) will fall within the

DFA Completes Sale
Of Two Former Dean
Foods Plants To New
Partnership
Denver, CO—Capstone Headwaters, an investment banking firm,
this week announced completion of the sale by Dairy Farmers
of America (DFA) of the former
Dean Foods Company milk processing plants located in De Pere,
WI, and Harvard, IL, to a new
partnership between New Dairy
Opco (“New Borden”) and Select
Milk Producers.
New Borden, an entity controlled by Capitol Peak Partners
and KKR, acquired substantially
all of the assets of Borden Dairy
Company in July 2020 following
a court-approved bankruptcy auction. Today, New Borden is led by
a group of dairy industry veterans
• See DFA Sells Plants, p. 14

new initiative and, where statutory
authority allows, will be refined to
better address the needs of producers. USDA will reopen sign-up for
CFAP 2 for at least 60 days beginning on Apr. 5, 2021.
Cow milk and goat milk are
both eligible for CFAP 2. CFAP 2
payments are available for eligible
producers of dairy commodities
categorized as either price trigger
or sales commodities.
Specifically:
—Price trigger commodities
suffered a 5 percent-or-greater
national price decline in a comparison of the average prices for
the week of Jan. 13-17, 2020, and
July 27-31, 2020. Cow milk is eligible for CFAP 2 as a price trigger
commodity.
—Sales commodities have payment calculations that use a salesbased approach, where producers
of eligible commodities are paid
based on five payment gradations
associated with their 2019 sales.
Goat milk is eligible for CFAP 2
as a sales commodity.

As noted, USDA will dedicate
at least $6 billion to develop a
number of new programs or modify
existing proposals using discretionary funding from the Consolidated
Appropriations Act and other pandemic funding that went unspent
by the Trump administration.
Where rulemaking is required, it
will commence this spring.
These efforts will include,
among other things, assistance for:
dairy farmers through the Dairy
Donation Program or other means;
costs for organic certification or
to continue or add conservation
activities; other possible expansion and corrections to CFAP
that were not part of Wednesday’s
announcement, such as to support
dairy producers; personal protective equipment (PPE) and other
protective measures for food and
farm workers and specialty crop
and seafood producers, processors
and distributors; improving the
resilience of the food supply chain;
developing infrastructure to support donation and distribution of
perishable commodities, including
food donation and distribution
• See New USDA Initiative, p. 15

In 2020, For First Time, Class III Price
Averaged Higher Than Mailbox Price
Washington—In 2020, for the
first time since federal milk marketing order reforms were implemented in 2000, the Class III
price averaged higher than the
mailbox milk price.
Mailbox milk prices for
selected reporting areas in federal
milk marketing orders averaged
$16.96 per hundredweight in
2020, down 94 cents from 2019’s
average, according to figures
released Thursday by USDA’s
Agricultural Marketing Service
(AMS).
The Class III price in 2020
averaged $18.16 per hundredweight, $1.20 above the mailbox
price.
By contrast, in 2019, the average mailbox milk price of $17.90
per hundred was 94 cents higher
than the Class III price average
of $16.96 per hundred.

Going back to 2000, the mailbox milk price has always averaged higher than the Class III
price by varying amounts, until
last year.
From 2010 through 2018, the
mailbox milk price averaged
at least $1.00 higher than did
the Class III price, and the gap
was more than $2.00 in 2013,
when the mailbox price averaged $20.06 per hundredweight
and the Class III price averaged
$17.99 per hundred.
The 2019 gap between the
mailbox milk price and the Class
III price, 94 cents, was the smallest since 2005, when the mailbox price averaged $14.98 per
hundredweight and the Class III
price averaged $14.05 per hundred, a difference of 93 cents.
• See Mailbox vs. Class III, p. 8

Dairy, Food, Ag
Groups Air Concerns
Over Declining Food,
Ag Trade Relations
With Mexico
Washington—More than two
dozen dairy, food and agriculture
organizations on Monday voiced
concerns about the declining food
and agriculture trade relationship
with Mexico in a letter to two
Biden administration officials.
Mexico is one of America’s
most important food and agriculture trade partners, noted the letter to US Trade Representative
Katherine Tai and US Secretary of
Agriculture Tom Vilsack. NAFTA
yielded “strong benefits” to both
countries and the US-MexicoCanada Agreement (USMCA)
promises to build upon those gains.
“Yet, the food and agriculture
trade relationship with Mexico
has declined markedly, a trend
USMCA’s implementation has not
reversed,” said the letter, which
was signed by, among others, the
International Dairy Foods Association (IDFA), National Milk Producers Federation (NMPF), US
Dairy Export Council (USDEC),
American Farm Bureau Federation (AFBF), National Council
of Farmer Cooperatives, Organic
Trade Association and National
Association of State Departments
of Agriculture.
Among the “leading concerns”
in the US-Mexico food and agriculture trade relationship that
were highlighted in the letter were
• See Trade With Mexico, p. 6
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six former FDA commissioners, including those who served
under both Republican and Democratic presidents, urged Biden to
prioritize securing FDA’s leadership team

US Needs An Independent Food Safety Agency
President Biden has been in office
for a little over two months now,
and in that time most of his cabinet
nominees have been confirmed by
the US Senate, including, among
others, Tom Vilsack for secretary
of agriculture, Katherine Tai as US
trade representative and Xavier
Becerra for secretary of health and
human services.
Although not a cabinet post,
there’s one key position for which
Biden has not yet even named
a nominee: commissioner of the
US Food and Drug Administration. And that got us wondering
if there would be more of a sense
of urgency to name a new FDA
chief if this position were actually
something like administrator of
the Food Safety Administration.
Such an agency doesn’t exist, of
course, but that’s not because the
creation of a Food Safety Administration hasn’t been recommended
in the past. As John W. Harman
of the US General Accounting
Office (now the Government
Accountability Office) testified at
a House hearing back in 1993, the
concept of consolidating federal
food safety activities is “not a new
concept”; the concept was debated
in 1972 in connection with a
proposed bill to transfer FDA’s
responsibilities, including its food
safety activities, to a new independent agency, called the Consumer
Safety Agency.
More recently, in June of 2016,
with the assistance of the National
Academies of Sciences, Engineering, and Medicine, the GAO convened a meeting of food safety and
government performance experts
to discuss fragmentation in the US
federal food safety oversight system and suggest actions to improve
that system.
The list of participants in that
meeting helps illustrate the fragmentation of federal food safety
oversight. Among others, participants included Frank Yiannas, who
at the time was vice president of
food safety for Wal-Mart and who
is now deputy FDA commissioner

for food policy and response; and
Sandra Eskin, who was then director of food safety for Pew Charitable Trusts and just last week was
named deputy under secretary for
food safety at USDA.
Recommendations for a single
food safety agency haven’t gone
unnoticed in Congress. In October
of 2019, bills introduced in both
the House and Senate would have,
among other things, established a
new Food Safety Administration as
an independent agency to administer and enforce food safety laws.
Under those bills, the new FSA
would have included, among others, several agencies currently
housed within FDA, including the
Center for Food Safety and Applied
Nutrition (which deals with standards and labeling in addition to
food safety) as well as the Center
for Veterinary Medicine; and all
or parts of several USDA agencies,
including the Food Safety and
Inspection Service. Also under
that legislation, the FSA would
have been headed by an administrator of food safety, who would
be appointed by the president and
confirmed by the Senate.
That brings us back to the current situation; that is, the lack
of a commissioner at FDA. As it
turns out, nominating an FDA
commissioner isn’t exactly a high
priority for new presidents; former
President Donald J. Trump didn’t
nominate Scott Gottlieb as commissioner until Mar. 10, 2017, or
almost two months into his administration. And Gottlieb didn’t officially become FDA chief until May
11, 2017.
But therein lies one problem
with taking so long to get a new
commissioner in place at FDA:
their tenure doesn’t always last all
that long. Gottlieb, for example,
left his post in April of 2019, after
less than two years as FDA commissioner. And his successor, Stephen Hahn, ended up serving for
just over a year, taking the position
in December of 2019 and sticking
around until Jan. 20, 2021.

Looking over a list of recent
FDA commissioners, it’s worth
noting that just one served in that
post for more than three years since
the turn of the century: Margaret
Hamburg, who was appointed by
former President Barack Obama
and served from May of 2009 until
April of 2015.
Earlier this month, six former
FDA commissioners, including those who served under both
Republican and Democratic presidents, urged Biden to prioritize
securing FDA’s leadership team,
including through seeking the formal nomination and confirmation
of an FDA commissioner.
That letter from former FDA
commissioners focused on issues
such as the US response to the
coronavirus pandemic, but also
mentioned that FDA is implementing new food safety provisions. And that’s really just the
beginning of what FDA is, or at
least should be, working on from a
food industry perspective.
For example, in a June 2019
letter to state agriculture commissioners, secretaries, and directors,
Yiannas noted that FDA’s Center
for Food Safety and Applied Nutrition is leading the Nutrition Innovation Strategy for FDA, and in
doing so, “it continues its work on
modernizing standards of identity
and addressing naming issues for
certain products.”
Among other things, the dairy
industry continues to await a final
rule regarding the use of ultrafiltered milk in standardized cheeses,
in a proceeding that dates back to
1999; continues to await a final
rule amending the standard of
identity for yogurt, in a proceeding
that dates back to 2000; and continues to await regulatory action
on the use of dairy names on plantbased products marketed as dairy
alternatives.
Maybe these efforts would be
elevated at a new Food Safety
Administration, and progress
would already be underway with a
new FSA administrator.
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Global Agricultural Losses From Natural
Disasters Continue To Soar: FAO Report
Rome, Italy—Agriculture absorbs
the bulk of the financial losses
and damages wrought by disasters
which have grown in frequency,
intensity, and complexity, the UN
Food and Agriculture Organization (FAO) concludes in a recently
released report.
At no other point in history
have agri-food systems been confronted with such an array of new
and unprecedented threats, including megafires, extreme weather,
unusually large desert locust
swarms, and emerging biological
threats like the coronavirus pandemic. These hazards not only take
lives but also devastate agricultural
livelihoods and inflict cascading
negative economic consequences
at the household, community,
national and regional levels that
can endure for generations, the
report said.
The annual occurrence of disasters is now more than three times
that of the 1970s and 1980s, the
report noted. Relative to agriculture, industry, commerce and tourism taken as a whole, on its own
agriculture absorbs the disproportionate share of 63 percent of the
impact from disasters, with the
least developed countries (LDCs)
and low- and middle-income countries (LMICs) bearing the major
brunt of these scourges.
Between 2008 and 2018, the
impacts of disasters cost the agricultural sectors of developing
country economies over $108 billion in damaged or lost crop and
livestock production. Such damage can be particularly detrimental
to livelihoods of smallholder and
subsistence farmers, pastoralists,
and fishers.
Over the analyzed period, Asia
was the most hard-hit region, with
overall economic losses adding up
to $49 billion, followed by Africa
at $30 billion, and Latin America
and Caribbean at $29 billion.
“Disaster impact is extensive
and requires immediate efforts to
better assess and understand its
dynamics in order to mitigate its
costs,” said FAO Director-General
QU Dongyu during the report
launch. “Increased risk exposure
has become the ‘new normal’, and
the impact of climate change is
set to exacerbate these challenges
even further.”
The report identifies drought
as the single greatest culprit of
agricultural production loss, followed by floods, storms, pests and
diseases, and wildfires. Over 34
percent of crop and livestock production loss in LDCs and LMICs
is traced to drought, costing the
sector $37 billion overall.
Drought impacts agriculture
almost exclusively, the report
explained. The sector sustains
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82 percent of all drought impact,
compared to 18 percent in all
other sectors.
Crop and livestock pests, diseases and infestations have also
become an important stressor for
the sector. Such biological disasters caused 9 percent of all crop
and livestock production loss in
the period from 2008 to 2018.
Meanwhile, COVID-19 is placing an additional burden on agrifood systems exacerbating existing,
systemic risks with cascading
effects on lives, livelihoods, and
economies worldwide.
Disasters extend beyond the
economic realm, having deleterious consequences for food security

and nutrition. For the first time
ever, this edition of the report
converts economic losses into
caloric and nutrition equivalents.
For example, it estimates that crop
and livestock production loss in
LDCs and LMICs between 2008
and 2018 were equivalent to a loss
of 6.9 trillion calories per year.
Investing in resilience and
disaster risk reduction, especially
data gathering and analysis for
evidence-informed action, is of
paramount importance to ensure
agriculture’s crucial role in achieving a sustainable future.
Holistic responses and cross-sectoral collaboration are key in the
disaster response. Countries must
adopt a multi-hazard and multisectoral systemic risk management
approach to anticipate, prevent,
prepare for and respond to disaster

risk in agriculture.
Strategies need to integrate
not only natural hazards but also
anthropogenic and biological
threats, such as the coronavirus
pandemic, and must be based on
an understanding of the systemic
nature and interdependencies of
risks, the report said.
Innovations such as remote sensing, geospatial information gathering, drones and disaster robotics,
and machine learning are powerful
new assessment and data gathering
tools that have much to offer in
the quest to reduce disaster risks in
agriculture. In addition to efficient
governance, the report said it is
crucial to promote public-private
partnerships to address the urgent
need for investment in reducing
agriculture’s susceptibility to disasters and climate change.

For more information, visit www.tetrapakusa.com
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From Isolation To
Investment
Dan Strongin
ASQ CMQ/OE
Uncorporate Consultant
danstrongin@gmail.com

2020 was a year of Isolation, Loss
and Risk. We were forced to become
too connected by virtual networks,
flashing in and out of Facebook,
and Instagram in stretches of a few
minutes. Virtually together, factually alone: no hugs, no laughing in
groups. For many of us: loss. Even
in my family we lost twin cousins
in an absolutely cruel and unimaginable blow.
Nature is not kind, it just is. To
us it can seem a blessing, and true
to the root of the word Blessing, a
wound.
On the other hand, I found hidden treasures in being forced to
stay at home. I reconnected with
family. My wife and I took in my
mother-in-law. The things you
have had to do to stay safe are hard
for us, imagine for a person 85. For
more than a year now, we have
been taking care of each other,
making sure we wash our hands
and don’t touch our face! Things
that irritated me in the past seem
so unimportant. We rarely leave
the house, so we had time to rediscover the intimacy of family.
As you may remember, if you
read my last column, I volunteered
part of my time to facilitating collaborative groups of small business
owners: stores and cheese makers.
I told them at the outset, that the
two most successful food businesses
I had worked with or for had started
during the Great Depression.

Historically food does better
than other industries, but there
were dangers, and knowing what
to do next can be nary on impossible when everything around you
is constantly changing. All of them
had to radically change how they
do business overnight. No one
can know what is going to happen when surrounded by chaos.
Predicting is a waste of time. Our
catchphrase became: Be Agile and
Flexible, but Validate Quickly.

Historically food does
better than other
industries, but there were
dangers, and knowing
what to do next can be
nary on impossible when
everything around you is
constantly changing. All
of them had to radically
change how they do
business overnight.

best in them. Everyone in those
groups has worked their you know
whats off, but are in good shape
financially. Only one of them got
the coronovirus Covid 19.
Like so many things in life, we
learn how to endure adversity. But
these are dubious lessons, since we
may never face the same things
again. We also learn that many of
the things we thought we had to
do in the past were doing nothing
for us. They seemed so important,
but were not. In the groups they
share they will not return to doing
the things that used up so much
of their energy and time for little
reward.
2020, was the lost year, and
the year of loss. But it has ended.
Despite the shock of living through
the adage, the storm always gets
worse before the end, the storm
is ending, and this pandemic will
become a memory, and a scar.
Despite the hollowness of loss and
the pain of separation from those
we held dear, and did not make it
through the storm, 2021 is another
year.
It will be a year of careful action
if you own a business. We must
reconnect and deepen our relationships with friends, colleagues,
customers, collaborators, partners,
suppliers and mentors.
I have never made make resolutions. I am a pragmatist. However,
in 2021, the extreme nature of
what happened in 2020 leads me
to make the following:
I must recuperate from isolation,
and rise up from the scars of the
pandemic. Life is short. Chances
are, shorter for me than for you,
given my age.
I must desensitize myself from
the thrill of the superficial commu-

The core challenge was to find
things that worked to generate
enough revenue to survive, while
protecting what is yours. It was a
time to conserve, pivot, test and
pounce. Working together in situations of very real danger can draw
people together and draw out the • See Strongin, p. 5
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from our
archives
50 YEARS AGO

March 26, 1971: Washington—A new study in the Journal of Home Economics looked at
consumer preference on the fat
content of certain cheeses. Consumers overwhelmingly preferred
the taste of a higher fat content
in Cheddar and Colby, but the
majority found a lower-fat Swiss
to be preferable.
Mayville, WI—Chocolate
Cheese Creams, the “courageous
candy” with centers of mild
Edam cheese combined with
caramel, has been introduced
by Purity Cheese here under the
May-Bud brand. They’re rich,
but not shocking, said marketing
vice president Dan Carter.

25 YEARS AGO

March 22, 1996: Madison—
The National Cheese Exchange
“appears to facilitate market
manipulation” and “was not an
effectively competitive price discovery mechanism during 1988
to 1993,” a new study found.
The main beneficiaries appear to
be Kraft General Foods and other
seller-traders with coincident
interests. However, the authors
found “no evidence of collusion
among cheese companies.”
Sacramento, CA—The California Department of Food & Agriculture will amend the state’s
Class 4a and 4b pricing formulas,
the net effect of which will be
a five-cent per hundredweight
increase in the Class 4b price
and a 19-cent per hundredweight
increase in the Class 4a price.

10 YEARS AGO

March 25, 2011: Madison—
Less than a year after then-Gov.
Jim Doyle vetoed a Wisconsin
bill that would have allowed
raw milk to be sold directly to
consumers, a new battle is taking place. The proposed legislation would permit dairy farmers
with less than 20 cows and Grade
A certification to register with
DATCP and sell raw milk products directly to consumers.
Potosi, WI—Cheese makers in
Wisconsin’s “Driftless Region”
are working together to educate
shoppers on the distinctiveness
of terrior. Chris Roelli of Roelli
Cheese Haus, Shullsburg, said
he’s a firm believer in how the
air, water and soil of a certain
area can greatly influence cheese
flavor.

March 26, 2021
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Dairy Ideally Suited To Help Shoppers
‘Build Back Better’ In Post-Pandemic
Carlock, IL—As more dairy
companies pledge environmental responsibility – coupled with
dairy’s inherent health and celebratory attributes – products like
cheese, milk, ice cream and yogurt
are ideally suited for consumers
looking to “build back better” in
the post-pandemic landscape.
A recent webinar hosted by
the Midwest Dairy Association
(MDA) looked at which consumer
trends will impact the dairy industry in 2021; specifically, in what
areas the sector is already winning,
and what areas hold potential benefits.
One of the biggest trends surrounds the idea of health and
wellness, according to MDA manager of consumer insights Megan
Sheets.
Research found that six in
10 consumers are searching out
healthier foods and beverages in
response to the pandemic.
Grocery shoppers are looking for foods that boost immune
health, mental awareness, and
offer functional upgrades like
yogurt, smoothies and dairy protein shakes.
New research discovered that
the top three areas in which shoppers already feel dairy products
improve overall health include:

digestive health, 41 percent of
responders; immune system, 40
percent; and energy level, 35 percent.
With human connection being
more important now than ever,
authentic interaction is another
trend and opportunity for dairy
retailers, Sheets said.
Dairy has always been at the
center of many meaningful experiences – birthdays and holidays
immediately conjure images of ice
cream, cake and pizza – and dairy
will continue to help us celebrate
bringing back the “new normal
together,” Sheets said.
“People are really inspired at this
point in the pandemic to make this
new normal not just going back to
how things used to be, but instead
make them better than they were
before,” she continued.
Dairy companies are working
to build back better with launches
of sustainable packaging. During
2020, one in four dairy products
launched in the United States had
a sustainability claim on the packaging.
Mintel also found that 69 percent of all global food and drink
introductions last year had some
sort of on-pack claim about being
environmentally friendly.
The concern here is that the

claim is being overused, so shoppers may become skeptical and
confused about the meaning of
sustainability, Sheets said.
“The Mintel packaging team
stated that ‘responsibility is the
new sustainability,’” she said.
“They believe this terminology
will really resonate with shoppers.”
Packaging is just one part of a
broader goal, with 27 percent of
consumers finding sustainable
production methods to be more
important now than before the
pandemic.
For instance, Two Good Greek
Yogurt is made from Full Harvest
Verified Rescued Meyer lemons
that would otherwise have been
wasted due to overproduction, a
lack of secondary markets for the
farmer, or cosmetic blemishes.
Retailers can work to communicate how brands and farms work
together to reduce waste and share
a responsibility story, Sheets said.
Breakfast is another major
trend, with currently 90 percent of
consumers eating breakfast. One of
the key drivers is that several companies allow employees to work
from home, which has long-term
implications on how the habit will
last beyond the pandemic.
“Which means more people will
have time for breakfast, which has
great implications for dairy consumption,” Sheets said.
• See Build Back Better, p 13

Strongin
Continued from p. 4

nication we fell victim to in Social
Media. Learn to KNOW less and
ASK more.
After a time of profound loss,
2021 will be a time to invest. I
will invest in myself, leave time
to be humble, and not think that
because it makes sense to me, it
must be true. I will invest in being
grateful for what remains. Develop
new skills, like listening.
2021 is also a year to invest in
your business. Not money, if you
can avoid it. Invest in your systems, your people and processes.
Invest in all the things that do
not consume your nest egg. Protect it, if you can. It is fragile and
rough winds have shaken it to the
core. But we must keep life and
your business flowing. What goes
around, comes around. After the
last pandemic, came the Roaring Twenties, but don’t be fooled.
After the Roaring Twenties, came
the Great Depression.
We have to learn how to live
and work and thrive in the middle,
and as much as possible avoid the
extremes.
And my last resolution is to
make a place in my heart for all
those who lost family, friends and
work in 2020. It hurts. It isn’t fair,
and there is no one to blame. And
we must go on. DS
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Trade With Mexico
(Continued from p. 1)

increasing obstacles to dairy trade.
The US dairy industry’s number
one export market has become
“increasingly volatile,” with multiple regulatory and policy developments creating repeated changes
to trading conditions and the prospect of additional trade barriers.
One of the “most problematic
issues” took a turn for the worse
at the end of 2020 when Mexico
published a mandatory Conformity
Assessment Procedure (CAP) for
Mexico’s cheese standard of identity, the letter stated. Standards of
identity (SOI), or “normatives,”
as Mexico refers to them, are created to ensure product quality and
integrity of that product; they are
not focused on food safety.
SOIs are widely used by the US
and other countries for various
products but not wielded as barriers to trade, the letter pointed out.
Mexico, however, has approached
this SOI and its compliance as if
the regulation concerned human
or animal health risks.
Mexico’s cheese SOI initially
contained a voluntary CAP, yet
this was changed — in contradiction to the recommendations of a
technical working group (WG) —
to a mandatory CAP, in addition
to introducing other problematic
modifications that deviated from

the technical WG recommendations. It is essential that this cheese
CAP be returned to a voluntary
procedure, the letter stated.
In addition to the cheese CAP
issue, groups signing the letter said
they have seen a “continual churn”
in customs enforcement shifts for
minor paperwork compliance or
interpretation issues; repeated
policy proposals, including ones
championed by Mexico’s Ministry
of Agriculture, aimed at curtailing
dairy imports; and growing restrictions on the use of common cheese
names in this key market.
“Collectively, they are creating
a deeply turbulent market for dairy
exports,” the letter said. US dairy
exports to Mexico in recent years
have ranged from $1.2 billion in
2016 to $1.55 billion in 2019.
Meanwhile, Mexico’s new frontof-pack (FOP) labeling regulation,
NOM-051, went into effect on
Nov. 30, 2020, with additional
requirements on product endorsements and claims authorized on
Apr. 1, 2021, the letter noted.
Mexico’s NOM-051 mirrors the
Chilean FOP labeling scheme in
which black stop signs are used to
alert consumers to high amounts
of calories, sugar, sodium, and saturated fat in packaged foods and
non-alcoholic beverages.
On Jan. 27, Mexico’s Consumer
Protection Office (PROFECO)
published requirements regarding

seals and recommendation legends,
requiring that seals or nutritional
recommendations by organizations
and associations must be approved
by PROFECO to be used on processed foods and non-alcoholic
beverages, the letter stated.
“We are deeply concerned by
the new food labeling measures in
Mexico,” the letter stated. “The
impact of these measures, which,
in certain areas, appear to lack a
sound, scientific basis, are exacerbated by a government campaign
in Mexico to curtail US food and
agriculture imports by attacking
the reputation of imported products, branding them as detrimental
to the health of Mexican consumers.”
In the area of organic export
certification requriements, on Dec.
16, 2020, the OTA was informed
by a US accredited organic certifying agency that Mexico’s Health,
Food Safety, and Quality Agency
(SENASICA) would begin requiring all US organic exports to Mexico to become certified to Mexico’s
organic standards (Ley de Producto
Organicos – LPO) no later than
Dec. 28, 2020.
This requirement has not been
notified to the WTO to allow for
stakeholder comments and was
never formally notified to the US
government, according to the letter. Previously, USDA certified
organic products could be exported
to Mexico and sold as organic
without additional certification.
Thanks to USDA/USTR efforts
the US was granted an extension
until June 26, 2021.
The groups signing the letter
asked the Biden administration
to address these concerns directly
with the Mexican government to
allow for additional time for certification as well as a confirmation
on affected products.

General Mills Agrees
To Sell European
Yoplait Operations To
Sodiaal
Minneapolis, MN—General Mills
announced that it has entered into
a memorandum of understanding
to sell its 51 percent controlling
interest in Yoplait S.A.S. to Sodiaal, a French dairy cooperative, in
exchange for full ownership of the
Canadian Yoplait business and a
reduced royalty rate for use of the
Yoplait and Liberte brands in the
US and Canada.
Following completion of the
proposed transaction, Yoplait
S.A.S. would operate yogurt businesses in France, the UK and certain other markets, and manage a
network of 28 franchisees manufacturing and distributing Yoplait
branded products in more than 40
countries. Net sales for the Yoplait
S.A.S. business that would be
wholly owned by Sodiaal totaled
$740 million in fiscal 2020.
Under the terms of the proposed
transaction, General Mills would
acquire Sodiaal’s 49 percent ownership interest in Yoplait Canada
Holding Co., making the Yoplait
Canada yogurt business, which
generated $290 million in net sales
in fiscal 2020, a wholly owned subsidiary of General Mills.
General Mills would wholly own
yogurt operations in the US and
Canada that generated a combined
$1.4 billion in net sales in fiscal
2020 and would distribute Yoplait
and Liberte branded products in
the US and Canada.
“This transaction improves
our growth profile, enhances our
margins, and creates value for our
shareholders,” said Jeff Harmening,
chairman and CEO of General
Mills.
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Anti-Competitive Tactics Of Dominant
Food Retailers Is Worsening: Study
Washington—Big-box stores and
e-commerce giants have used their
influence during the coronavirus
pandemic to further disadvantage
independent grocery stores and the
communities they serve through
economic discrimination, according to a white paper released earlier this month by the National
Grocers Association (NGA).
NGA represents more than
1,600 independent grocery retailers who account for nearly 9,000
store fronts across the US.
But NGA’s members “compete in markets that are increasingly dominated by a handful of
national and international chains.
These dominant chains wield tremendous economic power to the
detriment of independent retailers
and producers and the American
consumer,” the NGA study noted.
For decades, the dominant
chains have used their buyer power
to dictate terms and conditions
to suppliers, which in turn forces
suppliers to discriminate against
independent grocers and drives
consolidation throughout the supply chain, the study continued.
Buyer power also harms small and
mid-sized producers, such as independent farmers and ranchers, who
are paid prices “far below competitive levels.”

Although these problems are
not new, the grocery power buyers have taken advantage of the
pandemic to further entrench their
economic power at the expense of
smaller competitors and producers,
the study said. Many independent
grocers have struggled throughout the pandemic to stock musthave products while large national
chains have exercised their buyer
power to demand on-time, complete orders, and in some cases to
secure excess supply.
“The result of increasing concentration and unchecked buyer
power is a system that benefits a
select few at the expense of everyone else, including consumers,
workers, and independent retailers
and suppliers: consumers have a
narrowing range of choice to shop
for the goods and services they
need; entrepreneurs and independent businesses struggle to start
and sustain 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,” the study stated.
This “buyer power problem”
was not inevitable, according to
the study. The antitrust laws were
designed to address these very

issues, including by protecting
consumers and suppliers from firms
with buyer power and by defending
small businesses from the predatory tactics of large rivals. And for
many decades they did.
It was only in the last 30 years
that policymakers and courts
adopted an orthodoxy that “mega”sized firms are more efficient and
better positioned to drive down
consumer prices, sacrificing other
considerations that animated the
antitrust laws, the study said.
“Buyer power and economic
discrimination will continue to
threaten independent businesses
and American consumers and producers long after the pandemic is
over — unless we change course,”
the study said. It specifically proposes the following:
Investigations and hearings:
Congress should shine a bright
light on anticompetitive practices
in the marketing/grocery sector,
with a focus on the discriminatory
impacts on rural and urban consumers, producers, and businesses.
Congressional oversight: Congress should to hold antitrust
enforcers accountable if they continue their lax enforcement to
check retailer buyer power.
Legislation: Congress may need
to step in to restore the original
purposes and vigor of the antitrust
laws when directed at striking economic discrimination in all sectors
of the economy.
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Enforcement and agency
action: The US Federal Trade
Commission (FTC), Department of Justice (DOJ), and states
attorneys general should investigate the arrangements between
grocery power buyers and suppliers to determine whether dominant retailer bargaining leverage
is imposing discriminatory prices,
terms, and supply on independent
grocers. This should include the
important issue of whether “channels of trade” distinctions among
competing grocery businesses are
being used to evade laws against
economic discrimination.
More specifically, the FTC
should immediately use its authority to study competition and concentration in the grocery supply
chain, including private label,
and the impacts on independent
grocers and producers, the study
noted.
“Unfortunately, this is not a
new reality in the grocery marketplace for dominant firms to use
their buying power to take greater
control of the market and demand
special treatment from suppliers
without an economic justification,” said Greg Ferrara, NGA’s
CEO and president. “Independent grocers have been feeling the
financial squeeze from these anticompetitive tactics for years, and
the pandemic has brought these
illegal tactics to the kitchen table
of every American.
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Mailbox vs. Class III
(Continued from p. 1)

The gap between the two prices
was 95 cents in both 2008 ($18.39
cents per hundred for the mailbox
price and $17.44 per hundred for
Class III) and 2006 ($12.84 mailbox price and $11.89 Class III
price), and was only 51 cents in
2004 ($15.90 mailbox price and
$15.39 Class III price).
The mailbox milk price is
defined as the net price received
by producers for milk, including all
payments received for milk sold,
and deducting costs associated
with marketing the milk.
Included in all payments for
milk sold are over-order premiums; quality, component, breed,
and volume premiums; payouts
from state-run over-order pricing
pools; payments from superpool
organizations or marketing agencies in common; payouts from programs offering seasonal production
bonuses; and monthly distributions
of cooperative earnings. Annual
distributions of cooperative profits/
earnings or equity repayments are
not included.
Included in costs associated
with marketing milk are hauling
charges; cooperative dues, assessments, equity deductions/capital
retains, and re-blends; the federal
order deduction for marketing ser-

vices; federally mandated assessments such as the National Dairy
Promotion Program and budget
deficit reduction; and advertising/promotion assessments above
the national program level. Other
deductions, such as loan, insurance
or feed mill assignments, are not
included.
For all markets, the mailbox
milk price is reported at the handlers’ average butterfat test (i.e., no
adjustment to 3.5 percent).
In 2020, mailbox milk prices for
the selected reporting areas ranged
from a low of $12.90 per hundredweight in May to a high of $19.15
per hundred in November, or a
difference of $6.25 per hundred
between the low and high prices.
By comparison, in 2019, mailbox prices ranged from a low of
$16.14 per hundred in January to
a high of $19.99 per hundred in
November, or a difference of $3.85
per hundred.
Mailbox milk prices averaged
under $16.00 per hundredweight
in just two months last year: in
April, at $13.71 per hundred, and
in May, at $12.90 per hundred.
They also averaged above $19.00
per hundred in just one month,
November, at $19.15 per hundred.
Among all federal order areas
reported by AMS in its mailbox
milk price report, averages in 2020
ranged from a high of $19.42 per

Mailbox Milk Prices vs Class 3 Price
2000 – 2020
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hundred in Florida to a low of
$15.42 per hundred in Michigan.
In addition to Florida, other
reporting areas that had average
2020 mailbox milk prices above
the national $16.96 per hundred
average included the New England states (Vermont, Connecticut, Maine, Massachusetts, New
Hampshire and Rhode Island),
$17.67 per hundred; Appalachian
states (Kentucky, North Carolina,
South Carolina, Tennessee and
Virginia), $18.05 per hundred;
Southeast states (Alabama, Arkansas, Georgia, Louisiana and Mississippi), $18.13 per hundred; Ohio,
$17.09 per hundred; Indiana,
$17.09 per hundred; Wisconsin,
$17.69 per hundred; Minnesota,
$18.30 per hundred; Iowa, $17.89
per hundred; Illinois, $17.19 per
hundred; Western Texas, $17.20
per hundred; and the Northwest
states (Oregon and Washington),
$17.24 per hundred.
In addition to Michigan, other
reporting ares that had average
2020 mailbox milk prices below the
national $16.96 per hundred average included: New York, $16.82
per hundred; Eastern Pennsylvania, $16.80 per hundred; South-

Class 3

2015

2020

ern Missouri, $16.91 per hundred;
Western Pennsylvania, $16.93 per
hundred; Corn Belt states (Kansas,
Nebraska and Northern Missouri),
$16.25 per hundred; New Mexico,
$15.54 per hundred; and California, $16.75 per hundred.
Last year was the second full
year in which the California federal order was in effect, and thus
is the second year for which mailbox milk prices are available for a
full year for the California federal
order. As noted, California’s 2020
average mailbox milk price was
$16.75 per hundred, or 21 cents
below the average for all federal
orders.
In 2019, California’s mailbox
milk price had averaged $17.92 per
hundred two cents higher than the
average for all federal order areas.
Over the last 10 years in which
the old California State Order was
in effect for the entire year (2008
through 2017), California’s mailbox milk price averaged at least
$1.00 per hundredweight below
the average mailbox price for federal orders, and in four of those
years, it averaged more than $2.00
per hundred below the federal
order average.
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USMCA, New Trade Deals, China, GIs
Among Top Priorities For NMPF, USDEC
Arlington, VA—The National
Milk Producers Federation
(NMPF) and US Dairy Export
Council (USDEC) outlined their
dairy trade priorities in a letter this
week to new US Trade Representative Katherine Tai.
Their memo to Tai outlined several specific areas of needed focus,
encompassing both tariff and nontariff barriers that, if resolved, will
improve the smooth flow of US
dairy exports.
NMPF and USDEC requested
that the Biden administration prioritize the following initiatives to
help ensure the economic health
of the US dairy industry:
Enforce the US-Mexico-Canada Agreement: Vigorously enforcing the USMCA will ensure that
US dairy producers and processors
receive the agreed benefits from
both Canada and Mexico. USDEC
and NMPF urged continuation of
the USMCA dispute settlement
procedures against Canada’s dairy
tariff-rate quota (TRQ) arrangement in order to successfully
resolve it expeditiously through
further consultations or requesting
establishment of a panel to secure
full compliance by Canada.
Conclude Market Expanding
Trade Agreements: The dairy
industry “strongly encourages the
retention of existing trade agreements and the pursuit of new ones
with carefully selected partners
as a goal of utmost importance.”
To have the full set of tools at
the administration’s disposal, “we
strongly urge early action to promote and prepare for an extension
of Trade Promotion Authority.
As the US evaluates potential
new partners for trade agreements,
NMPF and USDEC urged a prioritization on concluding ongoing negotiations with the United
Kingdom and Kenya and the commencement of negotiations with
Japan. They also urged the administration to pursue additional agreements with important agriculture
importing markets in which the
US competes head-to-head with
other major dairy suppliers from its
biggest competitors, the European
Union (EU) and New Zealand.
Restore Export Growth to
China: The US-China “Phase
One” economic and trade agreement in 2020 resolved numerous
s regulatory impediments for US
dairy exports to the Chinese market. However, retaliatory duties
still place the “vast majority” of
US dairy exports at a disadvantage
when compared to its major trade
competitors, and the total value
of US dairy exports to China has
dropped since 2017.
As the Chinese retaliatory tariffs are the most pressing impediment to dairy trade with China, it
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remains important for the administration to work cooperatively with
China to secure an agreement that
ultimately eliminates all retaliatory tariffs on dairy HTS lines
and, in the interim, to pursue targeted tariff relief for dairy through
greater use of the year-long tariff
relief process. Moreover, USDEC
and NMPF urged consideration
of how to ultimately create a fully
level playing field for US exporters that face significant tariff disadvantages compared to China’s
free trade agreement partners New
Zealand and Australia.
Entrenched EU Barriers
Impacting Trans-Atlantic Trade:
In light of the EU’s active out-

reach to the US regarding a swift
restart and refocus to Transatlantic relations, USDEC and NMPF
emphasized the importance of
ensuring that the administration is
fully informed about the degree to
which the EU has used trade barriers to erect a sizable trade gap in
dairy to the benefit of EU farmers
and food producers.
To contain and minimize harm
from these EU policies, NMPF and
USDEC believe it is essential that
the US counter the EU’s efforts
to export its anti-competitive
approaches to dairy trade to third
country markets.
This includes EU efforts to
impede competition from US
companies through its promotion of an approach to geographical indication (GI) systems that
restricts the use of common food

names; its recent promotion of
new “Farm-to-Fork” standards on
product sourcing and ingredients,
which the US organizations are
concerned will serve as yet another
layer of agricultural protectionism;
and new dairy and composite certificates that include numerous
areas posing strong concerns that
risk curtailing US dairy exports to
the EU.
Counter EU Efforts to Export
Expropriation of Common Food
Names Through Use of Geographical Indications: NMPF and
USDEC urged the administration
to take “decisive action” to safeguard the use of common food and
beverage terms for US exporters
by securing commitments explicitly preserving their usage from US
trade partners.
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Brush Creek Creamery Uses Flavors From Surroundings,
Soil, In Pledge To Maintain Artisan Production
Deary, ID—When husband-andwife team Brian and Rebeccah
Salmeri decided to launch their
own cheesemaking operation,
they vowed to maintain smallscale production for two critical
reasons: to preserve the artistry of
the endeavor and to balance work
and family life.
The Salmeris, both skilled in
the cheese and dairy industries,
launched Brush Creek Creamery,
along with friends, here in 2010.
After more than a decade of earning awards, recognition, increased
demand and establishment of a
new retail store, production output
has remained steady.
“We take a lot of pride in the
quality of our products, and we try
our best to make products people
want,” Brian Salmeri said.
“When you really put your heart
into what you’re doing, the passion
shows,” he said. “Do you like what
you’re doing, or is it just a job? If
it just becomes a job, it loses its
excitement.”
“We try to live a very full life,
where we have a healthy family life, a fulfilling work life and
a healthy spiritual life,” Salmeri
said. “When you’re living a whole
and healthy life, good things can
come.”
Brush Creek sources its milk
from a local Brown Swiss herd. The
company has previously made Feta
and other drier cheeses and yogurt
with milk from a Jersey Holstein
herd, but Brush Creek’s Bries and
Blues are made exclusively with
Brown Swiss milk.
Rebeccah Salmeri grew up on
a farm and has been experimenting with making cheese since she

was 19, reading noted author Ricki
Carroll’s book cover-to-cover
and eventually recruiting French
cheese consultant Ivan Larcher,
whom Salmeri met at the 2009
American Cheese Society (ACS)
annual conference, held that year
in Austin, TX.
Larcher tutored Salmeri in the
art and science of cheesemaking,
shortly after which she met her
future husband.
“I had a small Jersey dairy,” Brian
Salmeri said. “Once she learned
the art of making cheese, then she
needed to find some really good
milk. The first time she ever won
at the American Cheese Society
was with my milk.”
At the time, Rebeccah and her
cousin Marc Kuehl owned and
operated Brazos Valley Cheese in
Waco, TX. Brazos Valley is a much
larger operation in comparison to
Brush Creek, processing about 800
gallons of milk per day.
After Brian and Rebeccah got
married and moved to Idaho, they
agreed to keep this operation small
and strictly artisan, with everything done by hand, Salmeri said.
We didn’t want to lose the taste,
texture and artisticness of smallscale production, he said.
“We make our Brie with 100 gallons of milk at a time, but we make
it in 50-gallon vats,” Salmeri said.
“We’ve got a true belief that once
you get big and start cutting and
stirring it mechanically, it’s not the
same as putting your gloves on and
having hands in there working the
curd.”
The product line features a number of award-winning, raw milk
cheeses including Orchard Blue,

For more information, visit www.dairyconnection.com

March 26, 2021

Idaho dwellers, organizations like
ACS are exceptional in promoting “great cheeses that come from
a little town called Deary, Idaho,”
Salmeri said.
“We send out a lot of samples,
but it pays off,” he said. “We’ve not
had anyone who hasn’t ordered at
least once or twice,” he continued.
The top three sellers for Brush
Creek are its Mountain Maple
Brie, Orchard Blue and Labneh – a

Brie, Clearwater Select aged 60
days with a line of vegetable ash in
the center, wrapped in wine-soaked
grape leaves; Maple Mountain Brie
wrapped in mountain maple bark;
and Marinated Labneh.
Other available varieties are
Clothbound Cheddar, Marinated
Feta, and Montasio – made
using an old
Italian monastery recipe.
The concept
of terrior is also
a critical element of cheesemaking for
Brush Creek,
with imbued
flavors coming
directly from Cheese maker and co-owner Rebeccah Salmeri makes Brush Creek
Brie at the company’s production facility in Deary, ID.
the soil and surrounding mountains. Mountain Maple bark and yogurt-based, Mediterranean style
huckleberries are just a short hike cheese. It starts with Brush Creek
yogurt, which is drained in cheeseaway.
“You can’t just produce huck- cloth for 12 hours, then spiced and
leberries; they’re only grown in shaped into balls.
Labneh balls are packaged in
the wild,” Salmeri said. “You can’t
tame them. We wanted to make a 8-ounce jars and available in Raw
cheese particular to our area, and Garlic and Roasted Garlic flavors.
this is a way we can personalize our The austere ingredient list includes
garlic, parsley, salt and a few other
cheese.”
Brush Creek freezes its huck- “secret steps,” Salmeri said.
The Labneh has a following of
leberries, and boils them right
before they’re added to the Havarti its own, he continued. Customers make trips just to buy Labneh.
cheese.
“Havarti is already a soft cheese. They call it “the Idaho crack,
When you’re ready to mold it, you because they’ve gotta have it,”
put the huckleberry juice on the Salmeri said.
People buy it for special occacurds before you add the salt and
berries. It’s amazing stuff,” Salmeri sions, or you can use it with fresh
bread and vegetable sticks, jalasaid.
“We make a morel mushroom peno poppers, crackers, salads,
Montasio, where we go up in the pizza, pasta or with just a spoon, he
mountains and gather the morels,” continued.
Brush Creek cheeses are sold
he said. “Because these are seasonal, we usually make a lot of online, at local farmers’ markets
cheese when we can. Our custom- and grocery retailers, at the comers know what they want and com- pany’s retail spot in Deary’s Pie
mit to it, but once it’s gone, it’s Safe Bakery.
The creamery also participates
gone.”
While the cheese emphasizes
local terrior and is personalized for • See Brush Creek, p. 11

Brian Salmeri exhibits Brush Creek’s cheese cave and the artisticness of varieties.
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Brush Creek
Continued from p. 10

in Community Supported Agriculture (CSA) programs, and “next
thing you know, you’re in some restaurant and they’re buying wheels
of your cheese. It’s pretty neat,”
Salmeri said.
The year-long pandemic has
presented new challenges with getting product safely to consumers,
Rebecca Salmeri said.
We realized that people still
have to eat; they just may not be
getting their food from restaurants,
she said.
“We needed to connect directly
with the consumers, and began
doing bag drops where we deliver
to the nearest big town to us every
Saturday morning,” she said.
It’s a roughly 35-minute drive
to rendezvous with customers in
the parking lot of a historic building between 10 a.m. and noon for
curb-side pickup.

Bel Brands USA
Partnering With LOL
To Pilot Sustainable
Ag Practices
Chicago—Bel Brands USA last
week announced a new program
in partnership with Land O’Lakes
to implement and measure sustainable agriculture practices that
promote soil health and reduce
greenhouse gas emissions on one
of its supplying dairy farms.
The three-year pilot effort will
be one of the first to use Land
O’Lakes’ Truterra™ Insights
Engine to track crop system
changes on a dairy farm.
Throughout the program, Bel
and Land O’Lakes will support the
adoption of sustainable farming

“Every Tuesday, we post on Instagram and Facebook what our
package selection is for that week,”
Salmeri said. “It’s nine items from
our Creamery, bakery, gristmill and
farm, including eggs and canned
fruits and vegetables.”
“We have a wonderful following
of customers who look forward to
our goodie bags every week,” she
continued.
The Ultimate Goal Of Giving Back
Rebeccah and Brian Salmeri would
love to watch Brush Creek maintain a steady manufacturing pace
– enough to enjoy a nice living,
while being able to proudly offer
consumers artisan products.
The couple also has the equally
important goal of giving back to
the community.
“The Lord has blessed me with
a wonderful life, and a help-mate
that has given her heart and
younger years to the dedication of
making cheese,” Brian said.
“She’s very humble and softspoken,” he continued. “She loves
being a mom and she loves making
cheese. She’s also taught a lot of
other people how to make cheese.”
Our goal is to see our dairy in
full swing, and help troubled youth
through a cheese and dairy program, Salmeri said.
We want to be able to give those
people who have burned every
bridge an opportunity, he said. I
remember a time in my life where
someone gave me an opportunity
when I didn’t deserve it, and we
pay it forward, he continued.
For more information, visit
www.brushcreekcreamery.com.
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methods, including cover cropping, by a Land O’Lakes memberowner farm in South Dakota that
supplies milk to Bel Brands. The
farm will work with LOL’s Dairy
2025 Commitment team and use
the company’s Truterra Insights
Engine. The use of this tool will
provide a different level of data
and transparency to better inform
management decisions across an
entire farm, acre by acre, tracking changes and improvements in
key factors such as greenhouse gas
emissions and soil erosion.
“Our mission is to champion
healthier and more responsible
food for all,” said Bill Graham,
CEO of Bel Brands USA. “Our
partnership with Land O’Lakes and
the farmers that supply us exemplifies our unwavering commitment
to innovation and sustainability.

The pilot supports Bel Brands’
and LOL’s ambitions to improve
sustainable practices and reduce
both companies’ environmental
footprint, and the program’s findings will inform future best practices for farm sustainability.
“As a farmer-owned cooperative, Land O’Lakes and our member-owners have always taken a
leadership position in terms of both
on-farm sustainability and animal
care,” said Pete Kappelman, senior
vice president of LOL member and
government relations. “Through
our Dairy 2025 Commitment and
Truterra business, and by working
with partners such as Bel Brands
USA, we believe we can leverage
this leadership to help meet specific sustainability goals and provide lasting market opportunities
for our farmer-owners.”

We look at cheese differently.

At Deville Technologies we do more than
just provide cheese processing companies
with the perfect shred, dice, shave and grate...
we keep the whole solution in mind.

We deliver ultra hygienic food cutting
solutions that operate effectively and
efficiently. We partner with our clients to
custom design the solution that best meets their
needs...because we don’t just see cheese,
food cutting needs...
we see the whole picture.

FS40 line with powder dispenser, tumble drum and conveyor

Come see us at:
April 14-16, 2020
Milwaukee, WI – Booth 833

Ad – Cheese Reporter-REV.indd 1

1.866.404.4545

www.devilletechnologies.com

For more information, visit www.devilletechnologies.com
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Agropur, Valley Queen, Edge Endow
Leadership Seminar For SDARL Program
Green Bay, WI—With a vision
for growing dairy industry leaders,
Agropur, Valley Queen Cheese
and Edge Dairy Farmer Cooperative have joined together to endow
the “Edge, Agropur, and Valley
Queen National Study Seminar”
in the South Dakota Agricultural
and Rural Leadership (SDARL)
program seminar series.
The South Dakota Agricultural
and Rural Leadership provides a
leadership education program for
individuals working in agriculture
and holding leadership positions in
rural communities.
The flagship 18-month program
features 12 seminars that develop
the skills, knowledge, and character of leaders.
The “Edge, Agropur, and Valley
Queen National Study Seminar”
is a week-long learning event that
studies national issues affecting
rural economic development and
agriculture.
The event is held in Washington, DC, with in-person discussions
with congressional representatives. Participants receive briefings
from federal agencies and advocacy groups working on behalf of
agriculture, Native nations, rural
development, and all sides of current issues.
In addition, leadership class
members learn valuable leadership
lessons on the Battlefield at Gettysburg.
“Agropur is dedicated to the
continued growth and sustain-

ability of the Dairy Industry in the
I-29 Corridor” said Tim Czmowski,
vice-president, Midwest US Operations of Agropur.
“The Valley Queen Charitable
Foundation believes strongly in
the betterment of our communities
and our industry through learning
opportunities like SDARL,” said
Charitable Foundation chairman
and Valley Queen CEO Doug
Wilke.
“Edge Dairy Farmer Cooperative
is honored to be a co-sponsor of
SDARL’s National Study Seminar
program,” Edge executive director
Tim Trotter said. “SDARL has a
proven track record of providing
the right blend of curriculum and
real-life experiences, essential to
the development of current and
future leaders.”
“We’re pleased to be a partner
in this endowment that will provide hands-on opportunities and
experiences to educate our future
leaders of value-added agriculture,”
Czmowski said.
“We are pleased to be a partner in this endowment, which
advances opportunity for leaders
across our state to broaden their
understanding of rural and agricultural topics,” Valley Queen’s Wilke
added.
“We are delighted to partner
with Valley Queen and Agropur
to ensure the long-term funding to
support this exceptional program,”
Edge’s executive director Trotter
said.

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

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

PERSONNEL
JED DAVIS has joined Herbein
+ Company, Inc. (Herbein) as
a senior consultant, responsible
for serving the firm’s dairy industry client base. Davis has racked
up 30 years of dairy and food
industry experience, having held
progressive roles at with Cabot
Creamery Cooperative for over
26 years. He was most recently
responsible for sales, marketing,
and administrative functions for
five dairy processing plants in
Ohio, Pennsylvania, and West
Virginia, with annual sales of
$375 million. Davis has served
on the board of the Pennsylvania Association of Milk Dealers
since 1998. He also served as
an officer of the Dairy Industry
Association of Western Pennsylvania and as a member of the
New York State Dairy Association since 2002.
HP Hood, LLC recently hired
ROBBIE LOCK as its new sustainability manager, responsible
for optimizing facilities, sourcing responsibly, and reducing
climate impact. Prior to joining
Hood, Lock was a sustainability
manager with VF Corporation
and managed a Starbucks and
McDonald’s collaboration on
sustainable paper cups and other
eco-friendly initiatives. Lock has
also led sustainability strategy
and communications for brands
including HP Inc., Kohl’s, Pentair, and S&P Global.
EMMANUEL FABER will step
down as chairman and CEO at
Danone, and will be succeeded
by GILLES SCHNEPP as a
non-executive board chairman.
Danone also announced that

VÉRONIQUE PENCHIENATIBOSETTA, currently chief
executive officer international,
and SHANE GRANT, currently
chief executive officer North
America, will jointly lead the
business while the search for a
new CEO is underway. Schnepp
and Danone’s Governance Committee will oversee the search,
along with support from executive vice president chair LAURENT SACCHI and chief
financial officer JUERGEN
ESSER.

DEATHS
Thomas Lyon, 80, died March
8 at his home in Cambridge,
WI, after a battle with leukemia.
Having grown up on a dairy farm
in Toledo, IA, Lyon went on to
be a leader in the dairy cattle
breeding industry. He began his
career with Midwest Breeders
Cooperative in Shawano, WI, in
a communications and marketing position. After several promotions, Lyon retired in 2002 as
CEO of Cooperative Resources
International. Thomas Lyon also
received a number of awards
throughout his career, including Guest of Honor for the
National Dairy Shrine, honorary
doctorate degree from the University of Wisconsin-Madison,
and entrance into the National
Cooperative Business Hall of
Fame and Wisconsin Business
Hall of Fame.
Roger Baumel, 63, of Cambria,
WI, died Thursday, February 4
at Waupun Memorial Hospital.
Roger Baumel spent much of
his career as a cheese maker and
supervisor at Saputo Cheese in
Waupun.

Milk and Dairy
FT-NIR Analyzers for QC in
the Lab and Production
Bruker Optics’ FT-NIR analyzers for quality control in the
lab and production are easy to use, reliable, and costeffective. As they are all based on the same FT-NIR platform,
users can choose the right analyzer for the job without
having to compromise on precision
and accuracy, ensuring data
integrity today and in the
future.

To learn more,
contact our product
specialists today!
www.fbfnorthamerica.com
262-361-4080 • info@fbfnorthamerica.com
formerly marketed under GD Process Design

For more information, visit www.fbfnorthamerica.com

1-800-826-8302 • nelsonjameson.com
sales@nelsonjameson.com
For more information, visit www.nelsonjameson.com
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Build Back Better
Continued from p 5

Not only are more people eating breakfast, but they’re making
breakfast from scratch, using dairy
as a key ingredient.
“Consumers are also now interested in having breakfast foods all
throughout the day,” she continued.
The last trend focuses around
convenience and value, and the
prediction that online grocery
shopping is here to stay. MDA
research found that while 64 percent of consumers feel comfortable shopping in-store, roughly
half agree that the pandemic has
prompted more online shopping
habits.
About half of global consumers
expect to spend at least the same
or more time grocery shopping
online when the pandemic is over,
Sheets said.
New in-store conveniences are
also popping up at retail, which
focus on sanitation and personalization. For instance, a Walmart
in California recently introduced a
smoothie-making robot to replace
smoothie bars. A Heinen’s store
in Ohio also rolled out “Sally” the
salad-making robot.
In terms of price, Mintel’s Global
Consumer Trend report notes that
the pandemic has shifted consumer
perception of value toward minimal consumptions that emphasizes
affordability, convenience and
food safety.
“I always like to provide clarity
and point out that value doesn’t
mean winning on just price,”
Sheets said. “Families are wanting foods that are affordable, convenient and safe. Fortunately, we
know this is an area where dairy is
performing very well.”
However, it’s important to note
that everyone’s getting tired of eating the same foods over and over,
and people still want to splurge on
certain products, she said.
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This is where dairy manufacturers need to look at added features
like extended shelf life, functional
health benefits and sustainability
initiatives, Sheets said.
Practical Retail Activations
One way retailers can practically
apply these trends is through
“secret samples.” Sampling has
always been a very effective tool at
retail, but has been halted due to
the pandemic.
“This campaign is about retailers using their own shopper data
to provide hyper-targeted dairy
samples,” Sheets said.
Specifically designed for online
shopping, retailers can include a
small sample of a new or interesting dairy product with a branded
sticker and card attached from
their “personal shopping assistant.”

The card also doubles as a coupon
to purchase more of the sample
online or in-store.
The new “Dairy Has It All”
concept showcases how dairy is
healthy, affordable, is responsibly produced and provides small
indulgences. This concept can be
applied with All-In-One Meal
Planning, where retailers offer
dedicated product pages or product
bundles that provide shoppers with
everything they need for a specific
occasion or meal.
The “Built By Dairy” campaign
communicates dairy uses and its
health benefits through shelf-talkers, fridge clings or other in-store
signage. Activation ideas include
live-streamed or in-store cooking
classes, influencer campaign where
dieticians share breakfast recipes,
and cross category signage in the

personal care aisle where shoppers
are looking for health benefits.
The “Responsible Shopping
Bingo” concept uses in-store
signage to denote “responsibly
sourced” dairy products.
When shoppers purchase these
products, they receive coupons
that double as squares on a bingo
card. If they get “bingo,” they’re
entered to win a grand prize. This
can also be coupled with a social
media campaign where shoppers
share how they’re doing their part
to be a responsible member of the
community.
“The campaign positions the
retailer as being a community
leader within this big responsibility movement,” Sheets said.
For more information about
MDA’s research and retail initiatives, visit www.midwest dairy.com.

VERSATILE.
ROBUST.
TRUSTED.

Custom drying solutions created
to achieve superior results.
R E LC O ® D RYI N G SYS T E M S & S O L U T I O N S

FrieslandCampina
To Switch To 100%
Recycled PET Bottles
Amersfoort, Netherlands—As of
next month, FrieslandCampina
will be making PET (polyethylene
terephthalate) bottles from 100
percent recycled PET.
Because a PET bottle can
only be recycled if the consumer has removed the label,
FrieslandCampina said it has also
developed a new “zipper” that
makes it easier to separate from
the bottle.
“With the 100 percent recycled
PET bottle, FrieslandCampina is
taking a new step in making its
packaging circular,” said Patrick
van Baal, global director packaging
development at FrieslandCampina.

email: sales@relco.net

|

visit: www.relco.net

Ofﬁces in the USA, Brazil, The Netherlands, and New Zealand
For more information, visit www.relco.net
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DFA Sells Plants
(Continued from p. 1)

who oversee approximately 3,300
employees.
New Borden’s chairman and
CEO is Gregg Engles, former
chairman and CEO of both Dean
Foods and WhiteWave Foods and
Capitol Peak’s founder and managing partner.
New Borden now operates 14
manufacturing facilities across the
southern and midwestern US and
is headquartered in Dallas, TX.
DFA is the largest dairy cooperative in the US. DFA this week
reported that it increased its net
sales and net income 2020, primarily due to the acquisition of a
signficant portion of Dean’s assets.
DFA’s 2020 net sales totaled $17.8
billion, compared to $15.8 billion
in 2019.
Select Milk is one of the largest
US dairy cooperatives, with farms
and dairy processing operations in
the Southwest and Midwest.

Capstone Headwaters describes
itself as one of the largest and most
active independent investment
banking firms in the US.
Dean Foods had filed for bankruptcy in November 2019. Last
April, the US Bankruptcy Court
for the Southern District of Texas
approved the sale of a substantial
portion of Dean’s business operations, including 44 of the company’s plants, to DFA.
The plants in De Pere, WI, and
Harvard, IL, were included in that
deal.
On May 1, 2020, the US
Department of Justice’s (USDOJ)
Antitrust Division, along with the
offices of the Wisconsin and Massachusetts attorneys general, filed
a civil antitrust lawsuit in the US
District Court for the Northern
District of Illinois to block DFA’s
acquisition of the De Pere and
Harvard plants, as well as a plant
in Franklin, MA.
The complaint alleged that the
likely effect of the transaction

Reduce Your Costs with Free Flow®
At two to three times your current application rate, Free Flow
anti-caking agents can reduce your costs dramatically.

Free Flow® looks better
than cellulose at twice
the application rate.
3% Cellulose

®

would be to substantially lessen
competition for the processing and
sale of fluid milk in northeastern
Illinois and Wisconsin and New
England in violation of Section 7
of the Clayton Act.
At the same time, the USDOJ
filed a proposed settlement that
would resolve the competitive harm alleged in the lawsuit
through the divestiture of those
three plants, as well as associated
equipment and other assets related
to fluid milk production, to an
acquirer or acquirers approved by
the US.
Working with DFA, the USDOJ
Antitrust Division, and the courtappointed Divestiture Trustee,
teams from the Capstone Headwaters investment bank and its bankruptcy and restructuring group
helped facilitate the sales of the
De Pere and Harvard plants.
Jerry Sturgill, managing director of Capstone Headwaters, was
appointed by the US District
Court for the Northern District of

Improve Yield, Appearance and Profitability of
Your Cheese Shreds
• Free Flow® anti-caking agents can be applied at higher
application rates to improve yield and profitability.
• A smart substitute for cellulose, Free Flow® can be applied
at over twice the rate and remain significantly less visible.
• Low airborne dust ensures safer working conditions, less
equipment wear-and-tear and better package seal integrity.
• Free Flow® delivers excellent flowability for maximum line
speeds, while preventing clumping.

Free Flow is nearly
invisible at 3%.
®

3% Free Flow 1031
®

• Free Flow® can be customized to co-deliver antimycotics and
oxygen scavenger systems to assure ongoing flavor and
freshness.

For more information about Free Flow® and our complete line
of anti-caking solutions, contact us today.

©2018 Allied Blending LP

1-800-758-4080 • www.alliedblending.com
For more information, visit www.alliedblending.com

All rights reserved.

Illinois on July 24, 2020, to serve
as Divestiture Trustee to oversee
the divestitures by DFA of certain
assets it acquired from Dean Foods.
Sturgill’s appointment expired on
Nov. 27, 2020.
In a declaration submitted
to the court on Dec. 3, 2020,
Sturgill stated that, following
his appointment as divestiture
trustee, he worked diligently to
sell the Harvard, De Pere, and
Franklin plants.
With the assistance of an
investment banking team at Capstone Headwaters and Holland &
Knight as his legal counsel, Sturgill said he undertook an organized and compressed solicitation
and sales process under which he
developed a list of 68 potential
purchasers for the assets, provided
each a package of solicitation
materials, established ground rules
for the submission of offers, and
then engaged extensively with
interested purchasers with an
eye toward entering into definitive agreements for the sale of the
assets before his term expired on
Nov. 27, 2020.
This process succeeded with
respect to the Harvard and De
Pere plants and Sturgill notified
the Antitrust Division of the completion of a definitive agreement
for the sale of those two plants to
a new partnership between New
Dairy Opco and Select Milk Producers on Nov. 27, 2020.
With respect to the plant in
Franklin, MA, however, Sturgill
stated that he was unable in the
time allotted to find a potential
purchaser capable of operating the
plant in competition with DFA
and acceptable to the Antitrust
Division.
“The current condition of the
fluid milk market contributed to my
inability to accomplish the divestiture of the Franklin Plant during
my time as Divestiture Trustee,”
Sturgill said. “Demand for fluid
milk has declined in recent years,
the industry has suffered multiple
high-profile bankruptcies in the
last year, and the pandemic has
only increased pressure on dairy
processors.”
Further, the Franklin plant lost
customers because of operational
changes made under prior ownership and has been “particularly distressed,” Sturgill continued. “The
plant has been significantly unprofitable for years and any purchaser
would need to commit to funding
the ongoing losses and substantial
capital expenditures while turning
around the plant’s operations.”
Sturgill recommended to the
Antitrust Division on Nov. 10,
2020, that the Franklin plant be
returned to DFA as soon as possible
in order for it to take steps to stabilize and improve operations there.
The Antitrust Division accepted
his recommendation on Nov. 13,
2020.
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New USDA Initiative
(Continued from p. 1)

through farm-to-school, restaurants or other community organizations; and reducing food waste.
The Consolidated Appropriations Act of 2021, signed into law
by then-President Trump in late
December 2020, included a Dairy
Donation Program to provide
$400 million to pay for milk to be
processed into dairy products and
donated to non-profit entities.
“US dairy farmers and their
cooperatives thank USDA for its
support for the Dairy Donation
Program, a critical means for connecting nutritious dairy products
with the consumers who need
them, as well as its examination
of additional payments for milk
producers that will better reflect
the losses they have experienced
due to the COVID-19 pandemic,”
said Jim Mulhern, president and
CEO of the National Milk Producers Federation (NMPF). “NMPF
looks forward to working with the
department on the swift and effective implementation of USDA
Pandemic Assistance for Producers initiatives.”
Food Purchase Programs
Both NMPF and the International
Dairy Foods Association (IDFA)
provided comments to USDA’s
Agricultural Marketing Service
(AMS) at a listening session Monday that was held to gather input
on the development, coordination,
and implementation of a food purchase and distribution program
intended to provide additional aid
to nonprofits serving Americans in
need of nutrition assistance.
If implemented, the program
will serve as a successor to the temporary Farmers to Families Food
Box Program, which was created
in April 2020 in response to the
rapidly developing crisis within
the food supply chain and rising
joblessness due to the pandemic.
“Dairy foods, including milk,
cheese, yogurt and butter, and
many other dairy products are
staples of our diet. No single food
contains as much nutritional bang
for the buck as milk,” said Jaime
Castaneda, NMPF senior vice
president for policy strategy and
international trade.
“Additional USDA purchases of
milk and milk products, to then
be donated to food banks and
other charitable feeding organizations, would deliver a wide range
of healthy nutrients to people at
a relatively low federal cost,” Castaneda continued. “The cost-benefit equation for providing milk’s
nutrition to the nutrient-insecure
is enormous.”
An ideal food distribution program would better balance its
nutritional offerings to both serve
families and minimize price disruptions in the agricultural community, Castaneda said.
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“That disparity caused tremendous market volatility and unusual
pricing challenges throughout the
country, including extreme price
differentials between neighboring farms,” Castaneda said. “We
are eager to work with USDA to
improve upon the product balance, particularly between cheese
and butter, and ensure the department’s efforts better meet the
needs of all producers as well as
the families that benefit from these
dairy products.”
Dairy products were a key part
of the Farmers to Families Food
Box Program and should remain
a primary component of the new
USDA food distribution program
given dairy’s unparalleled health
and consumer benefits to people
of all ages, said Michael Dykes,
IDFA’s president and CEO. Includ-

ing dairy products in the new food
distribution program would be consistent with other federal nutrition
programs, including school meals
and WIC, which all include nutrient-dense dairy in various forms.
IDFA recommended that USDA
include a wide variety of dairy
products from all classes of milk.
Providing different types of dairy
products will broaden the program’s appeal. Also, requiring a
wide variety of dairy products will
minimize the likelihood of market
distortion.
Finally, Dykes urged USDA to
spread out dairy purchases over the
expected life of the new program
to minimize spikes in the dairy
futures market that inevitably lead
to increased market volatility.
The Farmers to Families Food
Box Program was originally cre-

ated to identify excess commodities, prevent them from being
wasted and deliver them to those
in need, noted Hannah Walker,
vice president of political affairs
for FMI-The Food Industry Association.
“However, the program has now
been expanded well beyond just
excess product,” Walker noted.
“FMI members have reported supply chain strains and challenges
when a food box grantee can pay a
higher premium for products using
government dollars. Grocers have
also been approached by grantees
offering to buy foods directly from
them for the food boxes.”
Comments on the food purchase program are being accepted
through Mar. 31, and may be
emailed to AMSCOVIDStimulus@
usda.gov.

For more information, visit www.natec-network.com/usa
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3-A SSI Opens Registration For 2021
Virtual Education Program May 17-18
McLean, VA—Early registration is
open for the 3-A SSI virtual education program scheduled for May
17-18, featuring a range of topics
surrounding the hygienic design of
food processing equipment.
Opening day kicks off with “3-A
SSI for Beginners & the Basics of
Hygienic Design.” This introductory session highlights the fundamentals of hygienic design and the
elements of 3-A Sanitary Standards. Topics include: standards
and regulation; materials of construction; principles of hygienic
equipment design and fabrication; principles of hygienic facility design; and the importance of
proper cleaning and sanitization.
The program will be led by Scott
Hoffmeyer, Spraying Systems, Inc.;
Gabe Miller, Pi-FS, LLC; and
Bryan Downer, Sani-Matic.
The second day will feature presentations on the role of hygienic
design in food safety plans. Speakers will share perspectives on
improving the design and construction of food processing equipment and proving the effectiveness
of specific equipment cleaning and
sanitizing procedures. Topics and
presenters include:

Microbial food safety hazards,
Linda Harris, University of California-Davis
 Pathogen control strategies in
food processing, Dave Kedzierski,
Agri-Mark Inc./Cabot Creamery
 GFSI benchmark requirements and risk assessment, Rick
Heiman, Dairy Farmers of America; and Patrick Wouters, European Hygienic Engineering and
Design Group (EHEDG)
 Personal care products: where
3-A fits into hygienic design training, Mark Drake, L’Oreal
 Monitoring environmental
hazards overlooked by sanitation,
Darrell Bigalke, QualiTru Sampling Systems
 Additive manufacturing in
the food industry, Greg Paulsen,
Xometry
 Principles of hygienic design
for belting, Adam Bannerman,
Intralox
 Avoiding pitfalls in hygienic
design: an auditor’s perspective,
Daniel Erickson, H. Wainess &
Association, Inc.
Online registration is open and
cost to participate is $199 per person. To sign up, visit www.3-a.
org/2021-Annual-Meeting.

IDFA OSHA Covid-19
Webinar Is April 12

affect the dairy industry.
OSHA compliance officer Nick
Donofrio will outline the new
requirements and OSHA’s COVID19 enforcement program. The free
webinar is available to both IDFA
members and non-members. Visit
www.idfa.org/events to sign up.

Washington—The International
Dairy Foods Association (IDFA)
will host a webinar April 12 on
how the OSHA’s COVID-19
National Emphasis Program will
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• Separators, Clarifiers & Centrifuges
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Cornell’s Science Of
Yogurt Hybrid Course
Returns This Spring
Ithaca, NY—A hybrid course on
the science of yogurt will soon be
available next month through Cornell University Extension.
The course begins with online
lectures available starting April 12,
followed by an instructor-led live
video conference session on May
11.
The workshop was created to
provide students with information in key areas related to milk
quality and its impact on finished
dairy products; product evaluation
and defects; ingredients in cultured
dairy products; and product processing and formulation, organizers
stated.
Created for those involved in
the production of yogurt, quality assurance/quality control and
maintenance of a yogurt or fermented dairy products facility, the
workshop is a required part of Cornell’s Dairy Extension Basic Yogurt
and Fermented Dairy Products
Certificate Program.
It can also be taken as a standalone Science of Yogurt and Fermented Dairy products training,
organizers said.
Tuition for the hybrid yogurt
workshop is $600 for New York
State registrants and $725 for out
of state registrants.
To sign up online and for more
information, visit www.dairyextension.foodscience.cornell.edu.

Processing Zone Will
Return To Pack Expo
Las Vegas, NV—Organizers of
Pack Expo Las Vegas announced
the return of the Processing Zone,
showcasing improved and newly
unveiled technologies for the dairy,
food and beverage industries.
Hosted by the Association for
Packaging & Processing Technologies (PMMI), Pack Expo will
take place here Sept. 27-29, 2021
at the Las Vegas Convention Center.
Another new education addition will be the Cold Pressure
Council Conference.
Registration kicks off in May at
www.packexpolasvegas.com.

1.866.404.4545 www.devilletechnologies.com
2018-01-03 11:52 PM

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

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

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

1. Equipment for Sale

1. Equipment for Sale

EQUIPMENT FOR SALE: Cryovac
Rotary Chamber Vac. Model 8610-14.
4 chambers with 14” dual seal wire setup. Chamber product size is 12”x14”
1820 Single Direction
or 6”x18”. Machine is 460 volt 3 phase.
Cheese
Cutter
Completely
refurbished.
Call
608-437Reduces wire
cutable product
into
uniform
5598
x 2344
or email:
akosharek@
portions
for dicing,
shredding,
or blending.
dairyfoodusa.com

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

GENMAC A Division of 5 Point Fabrication LLC.

2. Equipment Wanted

WESTFALIA
SEPARATORS: New
1-888-243-6622
Email:
sales@genmac.com
arrivals! Great condition. Model
www.genmac.com
number 418. Call GREAT LAKES
SEPARATORS at (920) 863-3306 or
e-mail drlambert@dialez.net.

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

FOR SALE: 1500 and 1250 cream
tanks. Like New. (800) 558-0112. (262)
1800 Champ
473-3530.

3. Replacement Parts

Cheese
FOR
SALE: Cutter
Car load of 300-400-500
late
model
open
top milk tanks. Like
 Cuts
cheese
economically
 Air-operated
vertical feed
new.
(262) 473-3530
 Capacity of up to
SEPARATOR
7” x 11” x 14” NEEDS - Before you buy
Air-operated
down
feed Lakes a call.
a
separator,
give
Great
 Optional
swingreconditioned
harp
TOP
QUALITY,
machines
and leveling pads
at the lowest prices. Call Dave Lambert, GREAT
LAKES
A Division
of 5SEPARATORS
Point Fabrication LLC.at
(920) 863-3306;
drlambert@dialez.net
1-888-243-6622
for more
information.
Email:
sales@genmac.com

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

GENMAC

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

www.genmac.com

5. Cheese Moulds, Hoops

3005-LD
Tu-Way

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.

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

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

GENMAC A Division of 5 Point Fabrication LLC.
1-888-243-6622

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

6. Products, Services

Western Repack
We Purchase Fines and Downgraded Cheese

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

Handling cheese both as a
service and on purchase.
Bring us your special projects

Western Repack, LLC
(801) 388-4861

6. Interleave Paper, Wrapping

11. Promotion & Placement

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

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.

7. Cheese & Dairy Products
UNDERGRADE CHEESE WANTED:
International Ingredient Corporation
is looking to purchase undergrades for
use in Animal Feed. Competitive prices,
pick-up as needed; FSMA compliant.
Contact Jason at jhrdlicka@intcos.com
or 636-717-2100 ext. 1239
KEYS MANUFACTURING: Dehydrators of scrap cheese for the animal feed
industry. Contact us for your scrap at
(217) 465-4001 or email keysmfg@aol.
com.

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

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

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

13. 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 888818-0118 or www.epiplastics.
com for more information.

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

15. Real Estate
DAIRY PLANTS FOR SALE:
https://dairyassets.
weebly.com/m--a.html.
Contact Jim at 608-8357705; or by email at
jimcisler7@gmail.com

15. Testing Services
Promote your MICROBIOLOGICAL,
NUTRITIONAL OR FOOD SAMPLE
TESTING SERVICES here. Call 608246-8430 for more information or email
info@cheesereporter.com to advertise
here and at www.cheesereporter.com

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

Please send your resume to: hello@yodelayyogurt.com
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Dairy Product Stocks in Cold Storage
TOTAL STOCKS AS REPORTED BY USDA (in thousands of pounds unless indicated)
Stocks in All
Warehouses
Jan 31
2021

Feb 28
2021

Feb 29
2020

Jan 31
2021

Butter

301,820

331,912

352,669

117

106

Cheese
American
Swiss
Other

778,265
24,089
559,737

809,105
21,344
577,930

815,999
22,698
597,510

105
94
107

101
106
103

1,362,091

1,408,379

1,436,207

105

102

Total

American-Type
Cheese Stocks

Feb 28
2021

329,001

End of February; million lbs

End of February, million lbs.

375
350
325

770

300

745

275

720

250

695

225

670

200

645

175
2015

16

2017

18

2019

20

2021

150

2015

16

2017

18

2019

20

2021

325
300

Manufacturers’
Stocks of
Nonfat Dry Milk Human

275

End of January
2012-2021
million lbs

200

250
225

175
150
125
2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

DAIRY PRODUCT SALES
March 24, 2021—AMS’ National Dairy
Products Sales Report. Prices included
are provided each week by manufacturers. Prices collected are for the (wholesale)
point of sale for natural, unaged Cheddar;
boxes of butter meeting USDA standards;
Extra Grade edible dry whey; and Extra
Grade and USPH Grade A nonfortified
NFDM.

Week Ending

Mar. 20

DAIRY FUTURES PRICES
SETTLING PRICE

Date Month

*Cash Settled

Class
III

Class
IV

Dry
Whey

NDM

Block
Cheese

Cheese*

Butter*

3-19
3-22
3-23
3-24
3-25

Mar 21
Mar 21
Mar 21
Mar 21
Mar 21

16.25
16.24
16.24
16.23
16.19

14.30
14.30
14.30
14.30
14.30

54.925
54.925
54.925
55.000
55.000

110.978
110.625
110.625
110.650
111.650

1.693
1.693
1.693
1.693
1.690

1.6070
1.6110
1.6090
1.6080
1.6030

162.950
163.250
163.500
163.450
161.500

3-19
3-22
3-23
3-24
3-25

Apr 21
Apr 21
Apr 21
Apr 21
Apr 21

17.02
16.82
16.71
16.62
16.80

14.76
14.76
14.77
14.86
15.02

58.000
57.325
58.000
58.250
59.000

113.800
113.500
114.400
114.400
115.125

1.790
1.785
1.780
1.770
1.780

1.6690
1.6480
1.6400
1.6250
1.6400

168.450
167.750
169.000
169.950
171.975

3-19
3-22
3-23
3-24
3-25

May 21
May 21
May 21
May 21
May 21

17.78
17.56
17.48
17.20
17.32

15.13
15.06
15.14
15.22
15.31

57.500
56.000
56.500
57.000
57.250

116.000
115.525
116.750
116.700
117.525

1.830
1.830
1.790
1.780
1.780

1.7450
1.7280
1.7210
1.6910
1.7000

171.025
170.500
171.500
173.250
174.000

3-19
3-22
3-23
3-24
3-25

June 21
June 21
June 21
June 21
June 21

17.89
17.68
17.67
17.46
17.64

15.47
15.37
15.41
15.54
15.60

56.000
55.900
54.450
55.050
55.525

118.325
118.650
119.400
119.000
120.000

1.859
1.845
1.840
1.822
1.800

1.7640
1.7510
1.7500
1.7290
1.7480

174.000
172.500
173.000
175.000
176.000

3-19
3-22
3-23
3-24
3-25

July 21
July 21
July 21
July 21
July 21

17.10
18.02
17.96
17.85
17.97

15.80
15.73
15.73
15.80
15.85

56.025
55.000
54.175
54.250
54.000

120.750
121.000
121.500
121.200
121.200

1.855
1.860
1.846
1.846
1.846

1.7910
1.7900
1.7850
1.7760
1.7870

177.000
176.000
176.000
178.500
179.500

3-19
3-22
3-23
3-24
3-25

Aug 21
Aug 21
Aug 21
Aug 21
Aug 21

18.24
18.19
18.21
18.04
18.17

16.00
16.00
16.00
16.06
16.07

55.000
55.000
55.000
54.000
54.000

122.300
123.000
123.500
123.750
123.800

1.846
1.848
1.848
1.848
1.848

1.8100
1.8100
1.8100
1.8040
1.8100

179.000
178.000
178.000
180.500
181.500

3-19
3-22
3-23
3-24
3-25

Sept 21
Sept 21
Sept 21
Sept 21
Sept 21

18.39
18.34
18.25
18.20
18.30

16.27
16.24
16.24
16.24
16.24

54.500
54.150
54.000
53.500
53.500

124.600
124.500
124.850
124.850
124.850

1.857
1.857
1.857
1.857
1.857

1.8290
1.8290
1.8230
1.8230
1.8250

181.500
181.000
181.000
182.500
183.975

3-19
3-22
3-23
3-24
3-25

Oct 21
Oct 21
Oct 21
Oct 21
Oct 21

18.45
18.43
18.34
18.30
18.32

16.41
16.41
16.41
16.49
16.49

54.250
54.000
53.900
53.175
53.175

125.900
125.900
125.625
126.550
126.550

1.863
1.869
1.869
1.869
1.869

1.8330
1.8410
1.8410
1.8280
1.8310

183.000
183.000
183.475
185.000
185.000

3-19
3-22
3-23
3-24
3-25

Nov 21
Nov 21
Nov 21
Nov 21
Nov 21

18.26
18.22
18.05
18.25
18.12

16.58
16.58
16.58
16.64
16.64

54.000
54.000
52.500
52.500
52.500

127.350
127.350
127.150
128.025
128.025

1.851
1.851
1.851
1.851
1.851

1.8200
1.8220
1.8200
1.8070
1.8150

183.725
183.725
184.725
185.300
185.300

3-19
3-22
3-23
3-24
3-25

Dec 21
Dec 21
Dec 21
Dec 21
Dec 21

17.88
17.84
17.80
17.80
17.85

16.67
16.67
16.67
16.76
16.76

53.000
53.000
51.550
51.975
51.000

128.250
128.250
128.000
129.025
129.500

1.817
1.817
1.817
1.817
1.817

1.7900
1.7900
1.7890
1.7880
1.7910

182.000
182.000
182.000
183.750
183.750

3-19
3-22
3-23
3-24
3-25

Jan 22
Jan 22
Jan 22
Jan 22
Jan 22

17.55
17.60
17.60
17.57
17.57

16.56
16.56
16.56
16.56
16.56

52.000
52.200
51.475
51.000
50.750

130.800
130.800
130.800
130.750
130.600

1.796
1.796
1.796
1.796
1.796

1.7600
1.7620
1.7620
1.7640
1.7660

181.400
181.100
181.100
181.100
181.100

25,245

2,322

4,929

7,223

1,169

25,381

9,338

1,086,835

Butter Stocks

795

620

Public
Warehouse
Stocks

February 28, 2021
as a % of

Feb 29
2020

820

March 26, 2021
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$2.80
$2.60
$2.40
$2.20
$2.00
$1.80

40-Pound
Block Avg

$1.60
$1.40

$1.00

Interest March 25

CME vs AMS

$1.20
M

A

M

Mar. 13

J

J

A

S

O

N

D

J

Mar. 6

F

M

Feb. 27

40-Pound Block Cheddar Cheese Prices and Sales

Weighted Price
US
Sales Volume
US

1.6930
12,655,075

Dollars/Pound
1.6308
Pounds
12,359,041

1.6130
13,176,872

1.6197
12,105,211

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

Weighted Price
US
1.5926
Adjusted to 38% Moisture
US
1.5199
Sales Volume
US
13,233,129
Weighted Moisture Content
US
35.03

Dollars/Pound
1.5439
1.4717
Pounds
14,968,639
Percent
34.96

1.5423

1.5685

1.4727

1.4969

12,326,980

14,040,179

35.07

35.04

1.5087

1.3995•

AA Butter

Weighted Price
US
Sales Volume
US

1.6232
3,510,934

Dollars/Pound
1.6069•
Pounds
2,571,919•

3,105,069

5,062,900

Extra Grade Dry Whey Prices

Weighted Price
US
Sales Volume
US

0.5568

Dollars/Pounds
0.5467•

0.5300

4,935,336

6,-16,237•

4,398126

0.5168
5,089,832

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

Extra Grade or USPHS Grade A Nonfat Dry Milk

Average Price
US
Sales Volume
US

1.1321
18,081,861

Dollars/Pound
1.1020•
Pounds
20,868,452•

1.1035•
19,185,000•

1.0870
29,303,381

KuselEquipment.com

920.261.4112
Sales@KuselEquipment.com

For more information, visit www.kuselequipment.com

March 26, 2021

DAIRY PRODUCT MARKETS
AS REPORTED BY THE US DEPARTMENT OF AGRICULTURE

WHOLESALE CHEESE MARKETS
NATIONAL - MARCH 19:

Cheese demand reports are mixed, as foodservice demands
have begun to re-enter the fray after a year-long hiatus. Curd producers in the Midwest
suggest the easing of restrictions in areas of the country was helpful, but curd sales have
now stalled slightly. Western contacts suggest cheese sales have grown on the foodservice
side, as retail sales have edged back. Cheese production is generally active, minus some
plants updating ahead of increasing milk availability. Spot milk sales in the Midwest ranged
from $1 to $5 under Class, comparable to last year’s $2 to $5 under. Spot milk prices last
week were from $2 under to flat Class, which apparently did not trend into week 11. In fact,
cheese makers reported an increase in the volume of spot milk offers.

NORTHEAST - MARCH 24: Milk supplies are aplenty for cheese operations. Cheddar
production schedules are stable, and Mozzarella and Provolone production schedules are
active in the region. Manufacturers’ inventory levels are available for spot/contract commitments. Cheese retail sales are firm. Several retailers/grocers are ordering a stable amount
of cheese products for their customers’ strong demands. Foodservice sales are mixed.
There are reports restaurants throughout the East are reopening and altering service options
and indoor/outdoor seating. Cheddar block and barrel prices are mixed on various market
exchanges. Although cheese prices are slightly unsettled, markets are steady.
Wholesale prices, delivered, dollars per/lb:
Cheddar 40-lb blocks: $2.2525 - $2.5400 Process 5-lb sliced: $1.6075 - $2.0875
Muenster:		
$2.2400 - $2.5900 Swiss Cuts 10-14 lbs: $3.2175 - $3.5400

MIDWEST AREA - MARCH 24:

Midwestern cheese producers report a variance in
work schedules. Some are and have been running full schedules, while others are picking
up a little following lighter work schedules. There is some consistency this week regarding
notes on spot milk: it is available. Current spot milk prices are lower on the high end than last
week, but all remain discounted. Cheese demand has picked up in most cases. Foodservice
demand is not at pre-pandemic levels, but has picked up quite a bit in the late winter/early
spring season. Cheese availability reports are similar to those of production; they vary plant
to plant. Some producers are saying they are moving cheese out the door, while others
have some available loads here and there. Cheese market tones are mixed. Cheese block
prices have shifted lower day by day on the CME, while barrel prices remain mostly steady.
Wholesale prices delivered, dollars per/lb:
Blue 5# Loaf :		
$2.4375 - $3.5050 Mozzarella 5-6#:
$1.9675 - $2.9125
Brick 5# Loaf:		
$2.1675 - $2.5925 Muenster 5# Loaf:
$2.1675 - $2.5925
Cheddar 40# Block:
$1.8900 - $2.2900 Process 5# Loaf:
$1.5925 - $1.9525
Monterey Jack 10#
$2.1425 - $2.3475 Grade A Swiss 6-9#: $2.7325 - $2.8500
							
WEST - MARCH 24: Foodservice demand for western cheese continues to rise with
the loosening of COVID restrictions, in parts of the country, while retail demand has held
steady. Demand for cheese to export is strong despite the ongoing issues at the ports
and tightness of shipping supplies. As market prices have edged lower for block cheese,
international buyer interest has ticked back up. Cheese producers are finding that there is
plenty of milk available, and plants are running at or near full capacity. Cheese is moving
well through contracts and is available for spot purchases. Stakeholders say inventories are
currently around or slightly higher than they were a year ago.
Wholesale prices delivered, dollars per/lb: Monterey Jack 10#:
Cheddar 10# Cuts :
$2.1275 - $2.3275 Process 5# Loaf:
Cheddar 40# Block:
$1.8800 - $2.3700 Swiss 6-9# Cuts:

$2.1150 - $2.3900
$1.6100 - $1.8650
$3.0250 - $3.4550

FOREIGN -TYPE CHEESE - MARCH 24:

Cheese production in the EU will reach
its seasonal peak in late April or so. With production off to a slow start in 2021 due to lower
than hoped for milk production, cheese available for export is tighter. On the other hand,
prices for new sales with April delivery are expected to be higher as a result. Enhanced
efforts are ongoing to direct more EU milk production into cheese to maintain desired production volumes.
Selling prices, delivered, dollars per/lb:		Imported
Blue:			 $2.6400 - 5.2300
Gorgonzola: 		 $3.6900 - 5.7400
Parmesan (Italy):		 0
Romano (Cows Milk):		 0
Sardo Romano (Argentine):		 $2.8500 - 4.7800
Reggianito (Argentine):		 $3.2900 - 4.7800
Jarlsberg (Brand):		 $2.9500 - 6.4500
Swiss Cuts Switzerland:		 0
Swiss Cuts Finnish:		 $2.6700- 2.9300

Domestic
$2.2600 - 3.7475
$2.7675 - 3.4850
$3.6475 - 5.7375
$3.4500 - 5.6050
0
0
0
$3.2525 - 3.5775
0

WHOLESALE BUTTER MARKETS - MARCH 24
WEST:

Cream is ample in the West, but
some industry contacts expect that the cream
supply may start tightening a little for butter
makers as ice cream, sour cream, and cream
cheese makers are increasing intakes. However, some manufacturers report that their
butter inventories are heavy and still growing.
US butter is competitively priced in international markets, and export interest remains
steady. Retail sales are down slightly compared to early COVID supply stockpiling from
a year ago, but retail butter demand is reportedly strong heading into the spring holiday
season. With restrictions softening and consumer comfort levels growing for dining out,
foodservice demand continues to strengthen.

CENTRAL:

Butter contacts are relaying similar notes week to week regarding
foodservice demand upticks. Some have
mentioned that demand softened slightly
last week, but general demand tones have
turned a corner from previous months. Still,
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there is a lot of butter available domestically.
Cream’s tightening shift continued this week.
Butter churners say their bids at multiples in
the low 1.20s are slower to find traction. The
big question is which direction cream availability will take following the spring holidays.
Regarding cream, some contacts expect
steadiness then further tightness following
the holidays, while others expect some loosening considering the flush season.

NORTHEAST: Some butter makers have
shortened butter output schedules this
week. Cream loads on the spot market are
priced at higher multiples. Class II, creambased manufacturers, including ice cream
operations, are purchasing additional cream
supplies this week. Stick/cup/cone novelty
item production is ramping up seasonally.
Several retailers are advertising butter products for spring holidays. Foodservice butter
sales are at higher levels compared to historical levels.

NATIONAL - CONVENTIONAL DAIRY PRODUCTS
Total conventional dairy ads increased by 11 percent, while organic dairy ads decreased
by 27 percent. The most advertised dairy item this week is conventional 48- to 64-ounce
containers of ice cream. The national average price is $2.81, down 14 cents from last week.
The average price for conventional 1-pound butter is $2.61, 17 cents lower than last week.
The second-most advertised dairy item, conventional 8-ounce shred cheese, has a national
average price of $2.42, down 6 cents from last week. Conventional 8-ounce block cheese
has a national average price of $2.44, up 11 cents from last week. There were no organic
cheese advs reported this week. Conventional cheese ads decreased 7 percent.
The national average advertised price for conventional Greek yogurt in 4- to 6-ounce containers is $0.98, up 5 cents from last week. Conventional yogurt in 4- to 6-ounce containers
has a national advertised price of $0.49, unchanged from last week. The national average
price for organic half-gallons is $3.86, up 71 cents from last week. The resulting organic milk
price spread is $2.31. Organic half-gallon milk was the most advertised organic dairy item.

RETAIL PRICES - CONVENTIONAL DAIRY - MARCH 26
Commodity

US

NE

SE

MID

SC

SW

NW

Butter 1#

2.61

2.62

2.76

2.46

2.44

2.41

3.06

Cheese 8 oz block

2.44

2.36

2.51

2.28

2.25

2.99

2.61

Cheese 1# block

4.06

3.55

4.29

NA

4.99

3NA

NA

Cheese 2# block

7.36

8.99

NA

NA

6.99

NA

5.99

Cheese 8 oz shred

2.42

2.50

2.48

2.46

2.14

2.44

2.41

Cheese 1# shred

3.42

3.00

4.29

NA

NA

NA

NA

Cottage Cheese

2.37

2.34

2.31

2.50

2.50

2.79

NA

Cream Cheese

1.87

1.76

2.03

1.73

1.69

1.79

1.46

Flavored Milk ½ gallon 3.09
Flavored Milk gallon
NA

NA

NA

2.18

NA

NA

NA

NA

NA

NA

NA

NA

NA

Ice Cream 48-64 oz

2.81

2.72

2.44

2.90

3.03

2.87

3.86

Milk ½ gallon

1.55

NA

NA

NA

2.00

NA

.99

Milk gallon

2.89

NA

NA

NA

NA

2.89

NA

Sour Cream 16 oz

1.81

1.83

2.07

1.68

1.79

1.54

1.38

Yogurt (Greek) 4-6 oz

.98

.97

1.00

.96

1.00

.96

.99

Yogurt (Greek) 32 oz

4.34

4.31

3.98

4.99

4.81

4.99

3.89

Yogurt 4-6 oz

.49

.53

.52

.47

.49

.29

.55

Yogurt 32 oz

2.28

1.97

2.50

2.50

2.01

2.48

NA

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

ORGANIC DAIRY - RETAIL OVERVIEW
National Weighted Retail Avg Price:		 Yogurt 32 oz:
Butter 1 lb:
NA
Greek Yogurt 32 oz:
Cheese 8 oz shred:
NA
Milk UHT 8 oz:
Cheese 8 oz block:
NA
Milk ½ gallon:
Cream Cheese 8 oz:
NA
Milk gallon:
Cottage Cheese 16 oz:
$3.66
Sour Cream 16 oz:
Yogurt 4-6 oz:
$0.69
Ice Cream 48-64 oz:

$3.50
NA
NA
$3.86
NA
$2.19
NA

NDM PRODUCTS - MARCH 25
NDM - CENTRAL: Low/medium heat
NDM prices shifted lower on both sides
of the range this week, while the mostly
price range remained steady in the middle/
upper $1.10s. Central spot trading, which
was steadily busy this week, kept pricing
in that zone. Drying rates are somewhat
active and some contacts suggest availability ranges from balanced to readily accessible. High heat NDM drying is
limited, as trading was quiet. The NDM
market tone is noted as restrained. Some
contacts have suggested they view longer
term NDM market tones as healthy.
NDM - WEST: Low/medium heat NDM
prices are slightly higher. Some suppliers
continue to offer at prices around the top
end of the price range. Several traders are
purchasing on a thinner price range this
week. The demand from domestic buyers
is mostly steady. Export demand is strong;
there are reports that US prices are favorable to some international buyers. However, some export buyers in Mexico are not
favorable toward the shift in pricing. Low/
medium heat production is continuing at a
steady pace due to the current availability
of milk supplies. High heat NDM pricing

has narrowed on the price range. While
demand has remained steady, inventories
are lower. The current abundance of milk
for processing favors the shorter drying
times of low/medium heat.

NDM - EAST:

Prices of low/medium
heat NDM shifted lower on the range,
while remaining steady on the mostly
series. Eastern region end users are finding deals closer to the low $1.10s more
often week to week. Trades from previous
weeks occurring in the middle $1.20s were
subdued this week. Condensed skim has
become tighter in recent weeks, according
to some contacts. Still, drying is somewhat
active and availability is not tight, althoughnot loose either, as demand has kept the
markets proportional in recent weeks.

LACTOSE:

Some industry contacts
suggest strong whey permeate prices and
demand in international feed markets are
helping support the lactose market. However, lactose producers say demand for
the lactose itself is strong. Buyers across
many applications are looking for immediate lactose coverage and coverage into
the summer.

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

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

03/22/21
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .
03/01/21
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .
Change
. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .
Percent Change. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .

BUTTER
61,538
59,466
2,072
3

CHEESE
83,759
84,063
-304
0
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CME CASH PRICES - MARCH 22 - 26, 2021
Visit www.cheesereporter.com for daily prices
500-LB
CHEDDAR

40-LB
CHEDDAR

MONDAY
March 22

$1.4375
(-1½)

$1.7600
(-3)

TUESDAY
March 23

$1.4400
(+¼)

WEDNESDAY
March 24

AA
BUTTER

GRADE A
NFDM

DRY
WHEY

$1.6650
(NC)

$1.1400
(-1¼)

$0.6125
(NC)

$1.7150
(-4½)

$1.7000
(+3½)

$1.1500
(+1)

$0.6125
(NC)

$1.4400
(NC)

$1.6700
(-4½)

$1.7225
(+2¼)

$1.1500
(NC)

$0.6275
(+1½)

THURSDAY
March 25

$1.4600
(+2)

$1.7000
(+3)

$1.7375
(+1½)

$1.1700
(+2)

$0.6275
(NC)

FRIDAY
March 26

$1.4625
(+¼)

$1.7200
(+2)

$1.7750
(+3¾)

$1.1700
(NC)

$0.6275
(NC)

Week’s AVG $
Change

$1.4480
(-0.0600)

$1.7130
(-0.0850)

$1.7200
(+0.0180)

$1.1560
(-0.0105)

$0.6215
(+0.0170)

Last Week’s
AVG

$1.5080

$1.7980

$1.7020

$1.1665

$0.6045

2020 AVG
Same Week

$1.4125

$1.7545

$1.6360

$0.9775

$0.3300

MARKET OPINION - CHEESE REPORTER
Cheese Comment: Monday’s block market activity was limited to an uncovered
offer of 1 car at $1.7600, which lowered the price. On Tuesday, 1 car of blocks was
sold at $1.7150, which reduced the price. One car of blocks was sold Wednesday at
$1.6600; an unfilled bid for 1 car at $1.6700 then set the price. Two cars of blocks
were sold Thursday, the last at $1.7000, which raised the price. No blocks were sold
Friday; the price rose on an unfilled bid for 1 car at $1.7200. The barrel price declined
Monday on a sale at $1.4375, rose Tuesday on an unfilled bid at $1.4400, increased
Thursday on a sale at $1.4600, and rose Friday on an unfilled bid at $1.4625. 22
carloads of blocks and 28 carloads of barrels have been traded through Friday this
month.
Butter Comment: The price increased Tuesday on a sale at $1.7000, rose Thursday
on an unfilled bid at $1.7375, and increased Friday on a sale at $1.7750. 59 carloads
of butter have been traded so far this month at the CME.
Nonfat Dry Milk Comment: The price fell Monday on a sale at $1.1400, rose Tuesday on a sale at $1.1500, and increased Thursday on a sale at $1.1700. A total of
68 carloads of nonfat dry milk have been traded this month at the CME.
Dry Whey Comment: The price increased Wednesday on an unfilled bid at 62.75
cents.

WHEY MARKETS - MARCH 22 - 26, 2021

USDA Awards
Process Cheese
Purchase Contract
To AMPI; Also Buys
Instant NDM
Washington—The US Department of Agriculture (USDA) on
Wednesday announced that it was
awarding a contract for the purchase of process cheese to Associated Milk Producers, Inc. (AMPI).
Specifically, the contract is for
2,851,200 pounds of white process
cheese slices, 6/5-pound loaves,
at a price range of $1.8548 to
$1.9634 per pound, or a total price
of $5,505,287.04.
The process cheese purchases
are being made on an f.o.b. destination basis to cities listed in the
solicitation. The delivery period is
May 1 through Sept. 30, 2021. The
process cheese is being purchased
for use in federal food and nutrition assistance programs.
USDA had issued the invitation
for the Section 32 purchase of process cheese on Mar. 11. At that
same time, the agency issued a separate invitation under the authority of Section 32 seeking a total
of 12,306,600 pounds of Cheddar
cheese. Offers under that Cheddar
cheese invitation were due yesterday.
In other dairy commodity procurement developments, USDA
last week announced the award-

ing of a contract to Transylvania
Vocational Services for a total of
1,257,984 punds of instant nonfat dry milk for delivery in April,
May, June and July. The price
range for the instant nonfat dry
milk, which was purchased in support of USDA/domestic food distribution programs, was $3.0968 to
$3.2270 per pound; the total price
was $3,954,562.56.
USDA has been purchasing various dairy products under several
authorities, including Section 32,
this year.
In early January, the agency
announced plans to purchase,
under the authority of Section 32,
$40 million in Cheddar and process cheese and $40 million in butter for distribution to various food
nutrition assistance programs.
These products are being
purchased with the purpose to
encourage the continued domestic
consumption of these products by
diverting them from the normal
channels of trade and commerce,
USDA explained.
USDA has also purchased a
variety of fluid milk products
under Section 32 this year, and
also recently bought butter, highprotein yogurt and Pepper Jack
cheese for delivery in April, May
and June.
For more information about
selling cheese, butter, fluid milk,
yogurt or other dairy products to
USDA, visit www.ams.usda.gov/
selling-food.

RELEASE DATE - MARCH 25, 2021
Animal Feed Whey—Central: Milk Replacer:

.4700 (+2) – .5800 (NC)

Buttermilk Powder:
Central & East:
1.0900 (+1½) – 1.1525 (+¼)
Mostly:
1.0800 (NC) – 1.1000 (NC)

West: .1.0000 (+5) – 1.1300 (+1)

Casein: Rennet:

Acid: 4.1600 (+7) – 4.3000 (+2)

3.6700 (NC) – 3.7500 (NC)

Dry Whey—Central (Edible):
Nonhygroscopic:
.5600 (+1) – .6300 (+2½)

Mostly: .5800 (NC) – .6200 (+2)

Dry Whey–West (Edible):
Nonhygroscopic:
.5450 (+1½) – .6400 (+1½)

Mostly: .5800 (+2) – .6100 (+1)

From Grinders
to Gaskets
Koss has you covered.

Dry Whey—NorthEast: .5450 (+¾) – .6100 (+1)
Lactose—Central and West:
Edible:
.3500 (+2) – .5500 (NC)

Mostly: .4000 (+1) – .4800 (+1)

Nonfat Dry Milk —Central & East:
Low/Medium Heat: 1.1200 (-2) – 1.2400 (-2)
High Heat:
1.2800 (NC) – 1.3600 (NC)

Mostly: 1.1500 (NC) – 1.1800 (NC)

Nonfat Dry Milk —Western:
Low/Medium Heat: 1.1100 (+1) – 1.2400 (NC)
High Heat:
1.2950 (+2) – 1.3550 (-1)

Mostly: 1.1500 (+2) – 1.2000 (NC)

Leading manufacturer
of custom stainless
steel processing
equipment for the
dairy industry. You
dream it, we build it!

Whey Protein Concentrate—Central and West:
Edible 34% Protein: .9800 (NC) – 1.2200 (+1½) Mostly: 1.0500 (+5) – 1.0900 (NC)
Whole Milk—National: 1.6000 (-7) – 1.7500 (NC)
Visit www.cheesereporter.com for historical dairy, cheese, butter, & whey prices

AVERAGE MONTHLY WPC MOSTLY PRICES: USDA
10
‘11
‘12
‘13
‘14
‘15
‘16
‘17
‘18
‘19
‘20
‘21

Jan

Feb

Mar

Apr

May

Jun

Jul

Aug

Sep

.9271
1.0233
1.5239
1.2606
1.7663
1.1727
.5445
.9318
.7268
.8929
1.0017
.9696

.9307
1.0597
1.5271
1.2472
1.7799
1.0970
.5750
.9905
.7211
.8995
1.0140
1.0134

.9130
1.2404
1.5091
1.2150
1.7694
1.0031
.5852
.9681
.6960
.9025
1.0148

.9102
1.3686
1.4195
1.2378
1.7682
.9439
.6076
.9425
.7027
.9025
1.0027

.9238
1.5043
1.3010
1.2786
1.7530
.9103
.6239
.9138
.7502
.9074
.9590

.9432
1.5570
1.1977
1.3172
1.6612
.8620
.6616
.9013
.7949
.9244
.9356

.9444
1.5650
1.1401
1.3518
1.6089
.7863
.6937
.8919
.8092
.9297
.8945

.9555
1.5376
1.1272
1.3670
1.5549
.6473
.7151
.8486
.8144
.9444
.8591

.9662
1.4900
1.1862
Govt
1.4355
.5610
.7305
.8231
.8437
.9465
.8500

Oct

Nov

.9845 .9950
1.4363 1.4458
1.2283 1.2358
Shutdown 1.6046
1.3358 1.2751
.5333 .5313
.7706 .7961
.8063 .7757
.8658 .8817
.9530 .9597
.8810 .9124

Dec
.9950
1.4600
1.2483
1.6908
1.2326
.5300
.8608
.7490
.8851
.9854
.9255

Preferred provider of
quality products,
parts, components,
spares and service kits.
You need it? We’ve got it.
kossindustrial.com | 800-844-6261

For more information, visit www.kossindustrial.com

