
Se
rv

in
g

th
eWorld's Dairy Industry W

eekly

Since 1876

CHEESE REPORTER
Outshred Your CompetitionOutshred Your Competition

www.URSCHEL.com

Organic Dairy Faces Profitability And 
Other Challenges, And Opportunities

The proposed rule also contains 
eligibility requirements for labora-
tories to qualify for accreditation 
by a recognized accreditation body 
and requirements that laboratories 
must meet once accredited, such as 
requirements related to conflicts of 
interest, analysis, and records.  

These requirements will help 
ensure the effectiveness of the rec-
ognized accreditation bodies and 
accredited laboratories under this 
program, according to FDA.  

This proposal also contains pro-
cedures FDA would follow to rec-
ognize accreditation bodies under 
this program and procedures for 
accreditation bodies to follow to 
accredit laboratories under this 
program. 

The proposed rule also contains 
regulatory procedures and require-
ments relating to our monitor-
ing and oversight of recognized 
accreditation bodies and accred-
ited laboratories.   

The proposed rule would apply 
when food testing is conducted in 
certain circumstances. “Food test-
ing” and “testing of food” would

• See Lab Accreditation, p. 11

FDA Proposal Would Establish 
Food Lab Accreditation Program
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Washington—These past years 
“have been a difficult time in 
organic dairy,” but there are also  
opportunities in organic dairy, 
according to Steve Pierson, a cer-
tified organic dairy farmer from 
St. Paul, OR, and a board direc-
tor for CROPP Cooperative, also 
known as Organic Valley.

Pierson made his comments 
during a House Agriculture sub-
committee hearing that reviewed 
the state of organic agriculture 
from producer perspectives.

Organic Valley has about 900 
employees and an estimated $104 
million in fixed assets; those 
assets include a mix of process-
ing facilities, office buildings, and 
warehouses, Pierson explained. 
While the cooperative does some 
dairy processing at its facilities in 
McMinnville, OR, and in Chase-
burg, WI, it primarily relies on as 

many as 90 co-processors across 
the US to bring its products to 
market.

“Profitability has been hard 
to obtain on either the farm or 
the cooperative business side,” 
Pierson said. “Margins are thin, 
and while our national pay price 
remains around $29 a hundred-
weight, we are practicing a quota 
system to manage the amount of 
milk the co-op receives.”

The challenges in organic 
dairy, Pierson believes, can be 
attributed to the following: 
changes in consumer preferences 
to favor more full-fat dairy prod-
ucts have made utilization of farm 
milk more difficult; increased 
milk production and competition 
in organic dairy has created an 
imbalance in supply and demand; 

• See Organic Dairy, p. 14

USDA Purchased 
Almost $500 Million 
In Dairy Products In 
Fiscal Year 2019
Washington—USDA’s Agricul-
tural Marketing Service (AMS) 
purchased $499.3 million in dairy 
products during the commodity 
(fiscal) year that ended Sept. 30, 
2019, according to figures recently 
released by AMS.

That value is up more than $110 
million from fiscal 2018’s $382.4 
million and from fiscal 2017’s 
$378.1 million.

Also in fiscal 2019, AMS pur-
chased a total of 390.1 million 
pounds of dairy products, up from 
326.6 million pounds in fiscal 2018 
and 265.8 million pounds in fiscal 
2017.

In all three years, AMS pur-
chased far more cheese, on both 

• See USDA Purchases, p. 18

Co-op Consolidation, 
Investments In 
Processing Can 
Affect Farmers’ 
Control, Earnings
Washington—The consolidation 
of dairy cooperatives can affect 
farmers’ control of those co-ops, 
and cooperatives’ investments in 
dairy processing can affect farm-
ers’ earnings, according to a report 
released by the US Government 
Accountability Office (GAO).

In particular, farmers’ control 
of co-ops may be affected by the 
expansion of co-ops to include 
competing interests and by voting 
structures that may create power 
imbalances, the report stated.

The GAO conducted the audit 
in response to a request from US 
Sen. Kirsten E. Gillibrand (D-NY), 
who asked the GAO to review 
issues related to dairy co-ops and 
the US dairy industry.

Farmer-owned dairy co-ops are 
a “major player” in the US dairy 
industry, the GAO report noted. 
In 2017, co-ops handled almost 85 
percent of the milk marketed by 
US dairy producers.

Dairy co-ops have consoli-
dated over the years, and some of 
those remaining now cover larger 
regions, the report said. According 
to USDA data, in 1964 there were 
1,244 dairy co-ops in the US; in 
2017, there were 118.

Having fewer players in the 
dairy industry can lead to a greater 
degree of concentration in the 
industry, the report stated. Con-

• See GAO Co-op Report, p. 8

Silver Spring, MD—The US Food 
and Drug Administration (FDA) 
today published a proposed rule to 
establish a program for the test-
ing of food by accredited laborato-
ries as required by the Food Safety 
Modernization Act (FSMA).

This proposed program for the 
testing of food by accredited labo-
ratories would establish the over-
sight, uniformity, and standards 
necessary to help ensure that the 
results of certain food testing of 
importance to public health are 
reliable and accurate, and, in 
turn, establishment of the pro-
gram would substantially improve 
the agency’s capability to protect 
US consumers from unsafe food, 
according to FDA.

The proposed rule contains 
model standards that labs must 
meet in order to be and stay 
accredited. The proposed rule, if 
finalized, would establish a publicly 
available list of accreditation bod-
ies and laboratories that have been 
recognized or accredited under this 
program. The term “accreditation,” 
as it is used in the proposed rule, 
refers only to a recognized accredi-
tation body’s determination that 

a laboratory meets the applicable 
requirements of this program and 
does not refer to any accreditation 
outside of this program.

FDA is proposing to define 
“accredited laboratory” to mean 
a laboratory that a recognized 
accreditation body has determined 
meets the applicable requirements 
of this program and has been 
accredited to conduct food test-
ing using one or more methods of 
analysis under this program.

Results of food testing con-
ducted by laboratories under the 
program would be required to be 
sent directly to FDA. Laborato-
ries accredited under this program 
would be required to submit to 
FDA some analytical reports, but 
for certain labs less documentation 
would be required than FDA cur-
rently expects as part of a private 
laboratory analytic package. 

This proposal contains eligibil-
ity requirements for accreditation 
bodies to qualify for recognition 
and requirements that accredita-
tion bodies must meet once recog-
nized, such as requirements related 
competency and conflict of inter-
est safeguards.  
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the existence of a product bearing 
the name “Havarti” and produced in 
these third countries is not affected by 
the registration of “Havarti”...

That should come as a relief to Den-
mark’s own Arla Foods, which is one 
of roughly a dozen companies that pro-
duce Havarti in Wisconsin (but won’t 
be able to export Havarti to the EU...

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

Protected GI Status For Havarti Defies Logic

D I C K  G R O V E S

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

EDITORIAL COMMENT

Almost six years ago, the European 
Commission published Denmark’s 
application for protected geo-
graphical indication (GI) status for 
Havarti cheese, and the idea was 
roundly criticized by, among oth-
ers, the Consortium for Common 
Food Names and this newspaper 
(in an editorial with the follow-
ing headline: “Move To Protect 
Havarti Shows Lunacy Of EU’s GI 
Scheme”).

So, as with so many things that 
seem to defy logic these days, the 
European Commission last week 
decided to give the go-ahead to 
a GI for Havarti. CCFN again 
blasted the decision, with Jaime 
Castaneda, CCFN’s executive 
director, calling the EU’s move “an 
egregious overstep that attempts 
to shut the door on competition 
from the many producers of havarti 
around the world, including within 
the EU itself.”

Denmark’s request for GI status 
for Havarti appears to have drawn 
more opposition than support. As 
noted in the European Commis-
sion’s decision, Germany, Spain, 
the US Dairy Export Council, 
National Milk Producers Federa-
tion, International Dairy Foods 
Association, Office of the US 
Trade Representative, New Zea-
land Ministry of Foreign Affairs 
and Trade, Dairy Companies 
Association of New Zealand, and 
Dairy Australia, supported by the 
Australian government, opposed 
the registration. Notices of opposi-
tion were also received from dairy 
groups in Costa Rica and Guate-
mala.

The European Commission 
disputed pretty much all of the 
points raised by opponents of the 
GI registration for Havarti. While 
Spain, Germany, Poland, Finland 
and Estonia were also producing 
limited quantities of Havarti at the 
time Denmark applied for GI sta-
tus, quantities are “very limited” if 
compared with the overall produc-
tion in Denmark, the Commission 
stated.

It appears, the Commission 
continued, that the third country 

opponents in this opposition pro-
cedure have not placed a cheese 
named “Havarti” on the EU 
market. Therefore, the existence 
of a product bearing the name 
“Havarti” and produced in these 
third countries is not affected by 
the registration of “Havarti” as a 
protected GI in the EU.

That should come as a relief to 
Denmark’s own Arla Foods, which 
is one of roughly a dozen compa-
nies that produce Havarti in Wis-
consin (but won’t be able to export 
Havarti to the EU, at least under 
that name).

One of the more interesting 
arguments against a GI for Havarti 
stems from the fact that Havarti 
has a Codex standard. This is 
interesting for at least a couple of 
reasons.

First, having a specific Codex 
standard, as well as the inclusion of 
“Havarti” in Annex B to the Stresa 
Convention, “does not imply 
that the said name has become 
generic,” the European Commis-
sion observed.

Not everyone agrees with that, 
including at least one EU dairy 
organization. In an interesting bit 
of timing, Eucolait (the European 
Association of Dairy Trade) just 
last month stated its objection to 
the planned registration of the 
name “Emmentaler” (Emmental) 
as a protected designation of origin 
under the future trade agreement 
between the European Free Trade 
Association (comprised of Switzer-
land, Norway, Iceland and Liech-
tenstein) and Mercosur (comprised 
of Argentina, Brazil, Uruguay and 
Paraguay).

The name Emmental “is consid-
ered as generic worldwide,” Euco-
lait stated. It is one of the cheese 
types for which a Codex standard 
has been adopted. The existence 
of a Codex standard “implies that 
the cheese can be manufactured 
anywhere in the world as long as 
the composition and other require-
ments laid down in the standard 
are complied with. By no means 
is production restricted to a cer-
tain geographical area.” Havarti’s 

Codex standard requires only that 
the country of origin be declared.

Second, this isn’t the first time, 
and unfortunately probably won’t 
be the last time, that the EU has 
decided to protect a cheese despite 
a fair amount of opposition from 
within the EU itself (not to men-
tion from outside the EU).

One example that comes to 
mind is Feta. It was 14 years ago 
that the European Court of Jus-
tice upheld the name “Feta” as a 
protected designation of origin for 
Greece.

In order to be registered as a 
PDO, a traditional name such as 
“feta,” which is not the name of a 
region, place or country, must refer 
to a food from a defined geograph-
ical environment with specific 
natural and human factors which 
is capable of conferring on that 
product its specific characteristics, 
the Court of Justice explained. In 
the European Commission’s view, 
the name “feta” has not become 
the common name for a food and 
therefore has not become generic.

The Court of Justice found that 
Denmark and Germany, which, 
supported by France and the 
United Kingdom, had applied for 
annulment of the registration of 
“feta” as a PDO for Greece, have 
not shown that the Commission’s 
assessment is incorrect.

Meanwhile, two years ago, the 
European Commission granted GI 
status to Danbo, another Danish 
cheese that has a Codex standard. 
When granting GI status to Danbo, 
the Commission said having a spe-
cific Codex standard, as well as the 
inclusion of Danbo in Annex B 
to the Stresa Convention, “does 
not imply that the said name has 
become ipso facto generic.”

When it comes to protecting 
certain cheese names, it appears 
that the EU doesn’t care who it 
offends. That includes Codex, 
other countries and, in some cases, 
even some of its own member 
countries. 

Cheese Reporter welcomes letters to the 
editor. Comments should be sent to Dick 
Groves, at dgroves@cheesereporter.com. 
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Bipartisan House Bill Aims To Provide 
Stability, Fairness For US Ag Workforce
Washington—Bipartisan legisla-
tion introduced in the US House 
on Wednesday aims to create a 
workforce solution for America’s 
agriculture industry by providing 
stability, predictability and fairness 
to the sector.

The Farm Workforce Modern-
ization Act, which was negoti-
ated over several months with 
input from agricultural stakehold-
ers and labor organizations, makes 
reforms to the H-2A agricultural 
guestworker program and creates 
a first-of-its-kind merit-based visa 
program specifically designed for 
the agricultural sector.

The bill was introduced with 
bipartisan support from 24 Demo-
crats and 20 Republicans. 

The legislation has also gar-
nered support from almost 250 
agriculture groups and labor orga-
nizations.

The legislation would:
 Establish a program for agri-

cultural workers in the US to earn 
legal status through continued 
agricultural employment and con-
tribution to the US agricultural 
economy.
 Reform the H-2A program 

to provide more flexibility for 
employers, while ensuring critical 
protections for workers. The bill 
focuses on modifications to make 
the program more responsive and 
user-friendly for employers and 
provides access to the program for 
industries with year-round labor 
needs.
 Establish mandatory, nation-

wide E-Verify system for all agricul-
tural employment with a structured 
phase-in and guaranteed due pro-
cess for authorized workers who are 
incorrectly rejected by the system.

“The bipartisan Farm Work-
force Modernization Act provides 
an important starting point for 
badly needed improvements to 
agriculture immigration policy,” 
said Jim Mulhern, president and 
CEO of the ational Milk Producers 
Federation (NMPF). 

The International Dairy Foods 
Association (IDFA) also supports 
the legislation.

“This bipartisan bill would pro-
vide a great deal of certainty and 
stability on one of the most chal-
lenging aspects of milk produc-
tion in the state: the availability 
of trained, experienced workers 
to care for the cows,” said Rick 
Naerebout, CEO of the Idaho 
Dairymen’s Association (IDA).

According to Naerebout, the 
bill advances two priorities IDA 
has long worked for in Washing-
ton, DC. 

“First, dairy farmers in the state 
will be able to retain their current 
workers,” Naerebout said. “The 
bill offers workers the chance to 
earn legal status and continue to 

full impact on our farmers, but we 
want to see it advance,” said Brody 
Stapel, a Wisconsin dairy farmer 
and president of Edge Dairy farmer 
Cooperative. “This may be the 
best opportunity in the foreseeable 
future for a labor solution for our 
farmers.”

National Farmers Union “sup-
ports this bipartisan effort to 
address the needs of both farmers 
and workers, and we urge its swift 
passage in the House of Represen-
tatives,” said Rob Larew, NFU vice 
president of public policy and com-
munications.

“The legislation points the way 
towards achieving many of the 
long-standing immigration reform 
goals of NCFC and others in agri-
culture,” said Chuck Conner, pres-
ident and CEO of the National 
Council of Farmer Cooperatives 

(NCFC). “While there are provi-
sions that are problematic, on bal-
ance it is a good starting point for 
the legislative process. 

“It provides an opportunity to 
obtain an earned legal status for 
the current workforce in agri-
culture; it codifies many of the 
reforms that the Trump adminis-
tration has made to the current 
H-2A program and provides some 
certainty over labor costs; and it 
authorizes a limited number of 
year-round visas for those farmers 
with year-round labor needs, such 
as those in dairy and livestock,” 
Conner added.

“Our bill offers stability for 
American farms by providing a 
path to legal status for farmwork-
ers,” said US Rep. Zoe Lofgren 
(D-CA), one of the lawmakers 
who introduced the bill. 

be an integral part of our farms and 
our communities. 

“The bill also offers dairy pro-
ducers and other employers with 
year-round labor needs, for the first 
time ever, access to the program 
that offers jobs to temporary work-
ers from other countries when no 
local workers are available to fill 
those positions,” Naerebout con-
tinued. “Lastly, the bill enhances 
national security with a require-
ment that employers who hire 
workers through the program must 
use the online E-Verify system 
to confirm the eligibility of new 
applicants.”

“We are still studying the details 
of this new bill to determine its 

For more information, visit www.tetrapakusa.com
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from our 
archives

50 YEARS AGO
Oct. 31, 1969: Washington—
The European Common Market 
has taken what US observers call 
“a mini-step to limit milk produc-
tion,” which in turn will reduce 
the mountain of butter accumu-
lated since 1964. One part of the 
plan is to pay farmers subsidies 
for killing dairy cows; the other 
idea is to pay European dairymen 
not to market milk.

Edmonds, WA—Dr. E.W. 
Gaumnitz, who retired last year as 
executive secretary of the Ameri-
can Butter Institute, passed away 
here this week after a long illness. 
Gaumnitz became executive sec-
retary of the National Cheese 
Institute in 1943, and added ABI 
executive duties in 1960 when 
the two groups merged.

25 YEARS AGO
Oct. 28, 1994: Minneapolis, 
MN—Donald Storhoff of Wis-
consin Dairies Cooperative, 
Baraboo, WI, was reelected 
chairman of the National Cheese 
Institute. Other NCI officers 
include Roger Deromedi, Kraft 
Foods, vice chairmen; James 
Sartori, S&R Cheese Corpora-
tion, secretary; and Larry Jen-
sen, Leprino Foods, treasurer.

Madison—The Wisconsin Dairy 
Products Association proposed 
this week that age definitions be 
deleted from Wisconsin’s cheese 
grading rule. The proposed rule 
change would repeal the current 
definition of “age” and “curing” 
because the current definition 
is unsuitable as applied to all 
cheeses under ATCP 81.

10 YEARS AGO
Oct. 30, 2009: London, Eng-
land—With the UK’s cheese 
imports on the rise, UK dairy 
organizations are pushing for more 
accurate source of origin labeling 
and for retailers to make long-term 
commitments to sourcing their 
cheese lines locally. UK Cheddar 
imports in June 2009 were 44 per-
cent higher than June 2008.

Montreal, Quebec—Prod-
uct development opportunities 
abound for the dairy, food and 
beverage industries as advances in 
milk protein fractionation technol-
ogy reveal numerous potential uses 
in product innovation, the ADSA 
reported here this week. Milk is a 
rich source of nutrients that can be 
fractionated into a wide range of 
components and used as ingredi-
ents to boost protein value.

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

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

Reform Federal Orders 
Because Everything Has 
Changed

WCMA PERSPECTIVES

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

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

The IVARSON 640 BLOCK CUTTING SYSTEM is a 
proven workhorse in the cheese conversion & 
packaging industry. Designed specifically for 
feeding todays highest output chunk and slice 
lines, the 640 BCS is engineered with simplicity 
and sanitation in mind. IVARSON’s reputation for 
quality assures you that the equipment is 
constructed with quality materials that stand up 
to the harshest environment, and the equipment 
is back by the best service and guarantee in
the business.

The IVARSON 640 BCS will deliver loaves and bars 
to your slice and chunk lines with consistent 
dimensions and NO TRIM! This means higher 
efficiency, better yield and increased throughput 
for your downstream lines.

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

Process a 640 pound block in less than 4 
minutes, controlled for minimum giveaway

Fully automated block reduction

Capable of cutting slabs from 1.4 to 7 inches, 
accurate to 1/32”

Quick changes cutting harps allow for multiple 
formats on the same production run

Additional downstream cutting technology 
available

For more information, visit www.ivarsoninc.com

Reform federal orders? Why – 
what’s changed? Isn’t your local 
dairy still delivering creamline 
bottles to your doorstep?

Industry groups are gathering 
to consider reforms for the federal 
milk market order program, and 
everything – from price formulas 
to classes of milk – should be on 
the table, including the notion of 
replacing orders altogether.

Not only are 1930s under-
pinnings outdated in America’s 
80-year-old federal milk marketing 
order program, but the US dairy 
industry is an entirely different 
beast than it was even in the year 
2000 – the last time orders were 
thoroughly overhauled. 

Is that an overstatement? Hardly. 
Look at these industry changes in 
the last 20 years:

Farm Consolidation
Consolidation on the dairy farm 
side has been a consistent but 
accelerating trend. 

The US held 105,250 dairy 
operations in 2000 but by 2018, 
the national total dropped to 
37,468 dairy operations, a 7 per-
cent decline from the previous year 
and only 35 percent of farms that 
were active when federal orders 
were consolidated and price for-
mulas born in 2000.

USDA’s 2017 Census of Agri-
culture counted 3,464 dairy farms 
with more than 500 cows, and 

these farms held half the cows in 
the US.

Despite this consolidation, the 
national dairy herd actually rose 
from 9.2 million cows to 9.4 mil-
lion in the last two decades.  Farm 
consolidation continues apace in 
2019. 

The Role of Exports
US exports of dairy products 
in 2000 were largely facilitated 
through subsidies provided by 
USDA’s Dairy Export Incentive 
Program. The US offshored 209 
million pounds of dairy products in 
2000, generally butter, nonfat dry 
milk and a small amount of cheese. 

Industry groups are 
gathering to consider 
reforms for the federal 

milk market order 
program, and everything 
– from price formulas to 
classes of milk – should 
be on the table, including 

the notion of replacing 
orders altogether.

Today the success story of dairy 
exports is the story of the US Dairy 
Export Council (USDEC) and its 
member companies and coopera-
tives strategically focused on sales 

overseas. In 2018, US manufactur-
ers exported 4.4 billion pounds of 
milk solids representing 15.8 per-
cent of total US milk production.

Despite crucial growth in exports 
during the past two decades, there’s 
challenges as well as opportunities 
ahead. In the near-term, tariffs and 
African swine fever have crippled 
exports into China, and long-term 
the US must expand its product 
mix. Nearly 75 percent of US dairy 
exports are dried milk, whey and 
lactose; USDEC describes 55 per-
cent of US exports as higher value 
products while 77 percent of Euro-
pean Union exports are high-value 
cheeses and dairy products.

The Fall of Fluid Milk
Data continues to spill on reduced 
consumption of fluid milk: in the 
last 12 months, beverage milk 
sales are down 3.9 percent. In its 
annual consumption summary, 
USDA estimated per-capita con-
sumption of fluid milk products 
at 146 pounds in 2018, down 4 
pounds from 2017 and down about 
50 pounds per person since federal 
order reforms in 2000.

All told, the dairy industry sold 
55.5 billion pounds of Class 1 fluid 
milk products in 2000 and 47.6 bil-
lion in 2018, a drop of nearly 8 bil-
lion pounds or the amount of milk 
now produced in New Mexico.

These trends converge in a snap-
shot of milk in the Upper Midwest 
Order 30: In January 2000, 22,521 
farms shipped 2.4 billion pounds of 
milk, with 14.5 percent moving to 
Class I fluid bottling.  In January 
2019, the order had 8,798 farms 
offering 3.1 billion pounds of milk 
and just 7.9 percent for Class I.

 The Rise of Competition
Dairy is in a pitched battle for the 
exclusive right to describe its prod-
ucts as milk and Cheddar and but-
ter even as plant-based fluid drinks 

• See Umhoefer, p. 6
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Controls & Automation

 Delivering leading edge solutions and high quality cheese making equipment 
proven to produce higher yields and higher consistency with higher profits. 

Engineering Services

Custom Fabrication

Today’s demanding processing environment requires innovative automation that deliver results and 
ensure maximum uptime. At its core, our strategy is driven by ease of use and flexibility, 

implementing your system standards, or our proven ones, and ensuring control of your production 
down to the smallest details.

Complete Installation
For every installation, our experienced technicians and project superintendents are on site to 

ensure your project meets the standards you expect within the timeline you have budgeted. Our 
commitment to your complete customer satisfaction is backed by our dedication to product and 

service quality, on-time delivery, and support and service after project’s completion.

Relentless customer satisfaction is what APT’s experienced engineering team does best. 
Our team of 30+ engineers create custom equipment designs that not only deliver, 

but exceed, our customer’s specific expectations.

Plant Layout | Process | Mechanical | Electrical | Software

Hands-on expertise | Layout | Project Coordination

Start-up and Commissioning | 24/7 Controls Support Number

We fabricate a broad range of high-quality specialized equipment for our customers 
using precision stainless steel construction and unparalleled design expertise. From a 

single tank to a total system, our in-house fabrication team has the experience, knowledge and 
equipment to deliver durable, quality products that perform and last.

Custom | Specialized | Quality Assurance Standards

Find out more at APT-INC.com
Employee Owned and Operated with locations in Minnesota | Idaho | California

ADVANCED PROCESS TECHNOLOGIES

For more information, visit www.APT-Inc.com

FDA, USDA, EPA Announce Partnership 
With Food Waste Reduction Alliance
Silver Spring, MD—The US 
Food and Drug Administration 
(FDA), US Department of Agri-
culture (USDA) and US Environ-
mental Protection Agency (EPA) 
on Wednesday announced a new 
partnership with the Food Waste 
Reduction Alliance.

Through a Memorandum of 
Understanding, the agencies will 
formlize education and outreach 
efforts with the Grocery Manu-
facturers Association (GMA), the 
Food Marketing Institute (FMI) 
and the National Restaurant Asso-
ciation (NRA), the three founding 
partners of the Food Waste Reduc-
tion Alliance (FWRA).

The FWRA represents three 
major sectors of the supply chain 
— food manufacturing, retail, and 
restaurant and foodservice — and 
pursues three goals: reducing the 
amount of food waste generated; 
increasing the amount of safe, 
nutritious food donated to those 
in need; and diverting food waste 
from landfills.

“The consumer packaged goods 
(CPG) industry is committed to 
reducing the environmental foot-
print of our products, from ingre-
dients to packaging,” said Geoff 
Freeman, the GMA’s president 
and CEO. “Food waste remains the 
single largest category of material 
in US landfills.

“By collaborating with FMI, 
NRA and these federal agencies, 
the CPG industry can better share 
best practices to reducing waste 
and find innovative, scalable solu-
tions to keep valuable material like 
food and packaging out of land-
fills,” Freeman continued. “We are 
proud to support the Food Waste 
Reduction Alliance and look for-
ward to working with our partners 
to putting an end to food waste.”

“The restaurant industry is one 
of opportunity, and reducing food 
waste provides our members with 
more opportunities to serve our 
communities and our customers,” 
said Dawn Sweeney, the National 
Restaurant Association’s president 
and CEO. “We look forward to 
working with our partners to share 
best practices on food waste reduc-
tion and, with greater clarity on 
liability protections for food dona-
tion, make it easier for owners and 
operators to make food donations 
in their communities.”

“Despite the important progress 
that has been made in increasing 
donations and diverting waste from 
landfill, we must continue to learn 
from each other to forge new alli-
ances and create and implement 
best practices,” said Leslie Sarasin, 
FMI’s president and CEO.

“The FDA strongly supports 
our shared goal of reducing the 
amount of food that Americans 
waste through important efforts 
like today’s agreement,” said Act-

ing FDA Commissioner Ned 
Sharpless. “The issues of food 
waste and food safety go hand in 
hand and we will continue to work 
with our federal partners and other 
stakeholders on enhancing our 
efforts to reduce food waste and 
do it safely.

“We are committed to doing all 
that we can to support safe and 
sound food policy decisions that 
are good for our families, good for 
our communities, and good for our 
planet,” Sharpless added.

“EPA is proud to build upon 
the Winning on Reducing Food 
Waste Initiative through this 
partnership with leaders of the 
Food Waste Reduction Alliance,” 

said EPA Administrator Andrew 
Wheeler. “Reducing food loss and 
waste has many environmental 
and social benefits. 

“By collaborating with these 
major segments of the food sup-
ply chain, we are making progress 
toward the national goal to reduce 
food loss and waste by 50 percent 
by 2030,” Wheeler added

The new partnership is the latest 
effort in the Winning on Reducing 
Food Waste Initiative launched by 
the three agencies last year.

Earlier this year, the agencies 
released the Winning on Reduc-
ing Food Waste FY 2019-2020 
Federal Interagency Strategy, 
including priority areas: enhance 
interagency coordination; increase 
consumer education and outreach 
efforts; improve coordination and 
guidance on food loss and waste 

measurement; clarify and commu-
nicate information on food safety, 
food date labels, and food dona-
tions; collaborate with private 
industry to reduce food loss and 
waste across the supply chain; and 
encourage food waste reduction by 
federal agencies in their respective 
facilities.

“USDA shares many common 
goals with the Food Waste Reduc-
tion Alliance, including our belief 
in the power of teamwork,” said 
Secretary of Agriculture Sonny Per-
due. “We are proud to join this pub-
lic-private partnership to prompt 
action throughout the food system.”

Federal officials shared the 
news Wednesday at the 2019 Food 
Waste Summit, hosted by ReFED, 
a nonprofit that uses a data-driven 
approach to combat food loss and 
waste.
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I just got back from the Brazil-
ian artisan cheese awards. Artisan 
means something a little differ-
ent in Brazil than in the United 
States. The United States had lost 
most of its cheese traditions by the 
early part of the 20th century. In 
Brazil, there are still thousands of 
small family producers. They are in 
almost every state, making cheese 
from wild starters and raw milk as 
if it was 150 years ago.

In the state of Minas Gerais 
(mee nass jer ays) alone there are 
over 32,000 cheese makers, 99 per-
cent of them informal or clandes-
tine. Most of them make cheese 
and sell it when it is a few days old. 
Most of them make the same kind 
of cheese. A cheese from natural 
whey starter, aged without refrig-
eration or humidity control. Their 
surface is wiped clean. The affec-
tionate name for these cheeses is 
little yellow cheese (Amarlelinho). 

Being an acid curd cheese with 
a clean or perfect rind, the cheese 
is adapted to its environment. Free 
of the risk of listeria despite made 
from raw milk, thousands of Brazil-
ians eat it fresh on a daily basis. 
This, despite the risks. Risks that 
were beginning to be eliminated.

In 2018, a law passed, called the 
Law of the Selo Arte, or the Artisan 
Seal. Artisanal foods from animal 
sources could be sold throughout 
Brazil. The nightmare was ending 

C h e e s e m a r k e t i n g  P r a c t i c e

Defend Your Interests And 
You’ve Already Lost

Dan Strongin
ASQ CMQ/OE
Uncorporate  
Consultant

after 70 years. It opened the door 
for fresh raw milk cheese to sell 
if proven safe. Up to date science 
shows that raw milk provides natu-
ral protection against bad germs, 
especially when made into cheese. 

It promised to lift the economic 
burden of informality from artisan 
producers, providing an economic 
incentive for them to adhere to 
good practices, and test their herds 
for tuberculosis and brucellosis. To 
maintain the well-being of their 
animals. Hundreds of producers 
began the process of registering 
their farms.

Outdated regulations 
punish small producers. 

Raw milk cheese is 
under attack despite 
ample evidence from 

the scientific community 
showing it is safe.

This year, the Brazilian Artisan 
Cheese Awards, (Prêmio Queijo 
Artesanal do Brasil), saw an explo-
sion of new cheeses. I am one of 
the two coordinators. We saw raw 
milk cheese outnumbering pasteur-
ized by two to one. The state in 
which we held the event, Santa 
Catarina, has some of the strictest 
sanitary regulations in the country. 
Before the new law, it would have 

been impossible for us to hold our 
judging there. They only allowed 
judges to smell a cheese. They 
were forbidden to put the cheese 
in their mouth. Cheese had to be 
returned to its maker or burned. 
How absurd!

The day after returning home, 
the Brazilian Congress, in an 
unconscionable act, during a late 
night session passed yet another 
law. 

Under pressure from industry, 
this law guts the changes that gave 
hope to artisan cheese makers. 

Originally written in 2015 with
the support of only two of the many 
cheesemaking regions of Brazil, it 
passed only a few days ago. It favors 
those two regions and hampers the 
ability of cheese makers to inno-
vate. Only a handful of the thou-
sands of producers will gain access 
to the national market now.

Sold as a way to protect artisan 
cheese to the mídia and the pub-
lic, the politics of me won over the 
politics of common sense. Produc-
ers around the country are in an 
uproar. But it is law. Laws are very 
hard to take off the books once 
voted in.

The irony is the regions that pro-
posed the law in 2015 began grow-
ing mold on their cheeses, with 
great commercial success. They will 
have to pull those cheeses from the 
market, or go clandestine. So much 
for the shortsighted protection of 
your personal interests.

Dr. Deming once said protect 
your interests, you have already 
lost. But, if you do what is good for 
everyone you always end up win-
ning more that you ever thought. 
Industry, small producers, and gov-
ernment should work together. 
Collaborate rather than scramble 
to gain an advantage. What goes 
around comes around, and the 
greater good is the greater good. 

The same tawdry drama plays 
itself out in the US and Europe as 
well. Outdated regulations punish 
small producers. Raw milk cheese 
is under attack despite ample evi-
dence from the scientific commu-
nity showing it is safe.

Dr. Catherine Donnelly will be 
releasing her new book Ending the 
War on Artisan Cheese soon. I have 
had the honor of reading a prelimi-
nary version. I recommend reading 
it when it comes out. And oh, the 
drama continues, producers suffer, 
and great products are kept from 
the marketplace.

Dan Strongin is a former presi-
dent of the American Cheese Society, 
chef and business coach for small to 
medium value added businesses, and 
the owner of the sites learn.mana-
genaturally.com, and the Facebook 
group Enjoy Cheese. His online 
course: “Cheese: How to Buy, Store, 
Taste, Pair, Talk About and Serve”, 
is available at enjoycheese.net. Dan 
can be reached via email at dan@dan-
strongin.com.

agropuringredients.com
customsolutions@agropur.com
(800) 359-2345

Capstone® 

anti-caking agents
No clumping • Excellent adhesion • Extend shelf-life • Custom 

to your process • Minimize browning • Minimal dust

Improves stability • Produces optimal mouth feel • Synergistic 
blends • Increases moisture retention • Viscosity & gelling

Keystone® 

stabilizer systems

Superior ingredients. Innovative solutions. ©2019 Agropur MSI LLC

Agropur Ingredients
2340 Enterprise Ave
La Crosse, WI 54603

For more information, visit www.agropuringredients.com

Umhoefer
Continued from p. 4

take a share of consumer beverage 
spending. 

The first shots in this war were 
fired back in 2000, when National 
Milk Producers Federation 
(NMPF) asked FDA to enforce 
labeling regulations regarding imi-
tation milks. 

Today, plant-based beverages 
are a small but growing sector in 
the beverage scene, earning about 
15 percent of the dollars that dairy 
beverages take in at retail.

Plant-based imitation cheeses 
are a smaller competitor, but 
a media darling. These vegan 
“cheeses” have sales less than 1 
percent of dairy’s $17 billion retail 
cheese sales. 

On the horizon are dairy mim-
ics – dairy proteins produced from 
genetically-modified bacteria – led 
by the laboratories at California-
based Perfect Day.

All this change provides con-
text to approach reform of federal 
orders.  

Federal orders don’t control 
every lever in dairy, but they do 
have a firm grip on how milk is 
segmented by value and priced 
for producers and the market-
place. 

And that power is due for review 
in an industry where farm consoli-
dation, export marketing, product 
sales and aggressive competition 
are changing with breathtaking 
speed.

John Umhoefer has served as exec-
utive director of the Wisconsin Cheese 
Makers Association since 1992. You 
can phone John at (608) 286-1001 or 
e-mail John Umhoefer at jumhoefer@
wischeesemakers.org
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For more information, visit www.loosmachine.com

‘Everything’ Butter Popularity Eyed To
Grow; Plant-Based Trend Gains Traction
Madison—The coming year will 
see even greater demand for plant-
based dairy alternatives, with 
product manufacturers turning 
everything from chickpeas to mac-
adamia nuts into “butter.”

However, other predictions 
include increased consumer recog-
nition and appreciation for texture 
in food, and further fascination 
about where food comes from and 
the story behind it – trends per-
fectly suited to the dairy industry.

The “Storytelling” trend tops 
the list of 10 Trends for 2020 by 
Innova Market Insights, with even 
more consumer interest in discov-
ering the story behind the food 
they eat.

Consumers’ attention is piqued 
by opportunities to learn more 
about how products are produced, 
which promotes an understanding 
of product benefits and helps build 
all-important trust in the brand.

As a result, manufacturers are 
increasingly focusing on ingredi-
ent provenance platforms in order 
to highlight the taste and quality 
of their products, as well as their 
uniqueness and sustainability 
efforts. 

Provenance platforms can com-
municate a whole range of mes-
sages to the consumer, including 
flavor/taste, processing methods, 
cultural and traditional back-
grounds, as well as the more obvi-
ous geographical origin, Innova 
reported.

Plant-based innovation in food 
and beverages also continues to 
flourish as a result of consumer 
interest in health, sustainability 
and ethics, which ties into the 
broader consumer lifestyle trend 
towards cleaner living, Innova 
noted.

‘Everything’ Butter
The year ahead will find pretty 
much everything – seeds, nuts 
and snacks – turned into a type of 
“butter” or spread, according to a 
2020 food trend forecast by Whole 
Foods Market.

Examples include everything 
from watermelon seed butter and 
seasonal products like pumpkin 
butter year-round, to macadamia 
nut butters and chickpea butters.

Last month, milkadamia Buttery 
Spread arrived in 500 Whole Foods  
Market locations across the US. 
The company, which originated 
four years ago in Australia, plans to 
expand to retailers and foodservice 
outlets nationwide early next year. 

It helps the trend that spreads 
and butters are touting paleo- and 
keto-friendly attributes, but trans-
parency is also a key player in this 
trend. Many brands are looking to 
either eliminate the use of palm oil 
or promote a Responsibly Sourced 
Palm Oil certification and use 

nuts that are grown in ways with 
less likelihood for environmental 
impact.

Grain, Mung Bean Blend Attempts 
To Mimic Dairy’s Creamy Texture
In 2020, the trendiest brands 
are slowing down on soy, which 
has traditionally dominated the 
plant-based protein space. Some 
of the products touting “no soy” 
in the next year will be replacing 
it instead with blends like grains 
and mung beans designed to mimic 
the creamy textures of yogurts and 
other dairy products. 

Expect more oat, fruit and veg-
etable milks in the coming year, 
Technomic, Inc., agreed. Another 

sustainable initiative, seaweed, 
will make waves not just in snacks 
but in desserts and drinks.

In the supplement aisle, brands 
are swapping soy for mung bean, 
hemp seed, pumpkin, avocado, 
watermelon seed and golden chlo-
rella. As the plant-based move-
ment gains traction with flexitarian 
eaters, brands are looking to avoid 
as many of the top allergens as 
possible, so look for plant-based 
prepared foods and traditionally 
soy-based condiments going soy-
less.

Consumer demand for some-
thing new and different being 
reflected in more product launches 
with textural claims is also a big 
trend, Innova noted. Consumers 
increasingly recognize the influ-
ence of texture on food and bever-
ages, allowing a heightened sensory 

experience and often a greater feel-
ing of indulgence. 

Snacking Is Fresh, Portion-Based
The latest snacking innovations 
mean ingredient lists are shrink-
ing. The key word is “fresh” in this 
new generation of snacking, and 
refrigerated sections are filling up 
with snacks typically prepared and 
portioned in advance at home – 
mini dips and dippers of all kinds 
in convenient, single-serve pack-
aging.

Whole Foods offered Good 
Culture Organic Cottage Cheese 
single serving cups in Mixed Berry 
as a primary example of this trend.

Nutrition bars have also made 
their way from the shelves to the 
refrigerated section with the addi-
tion of fresh fruits and vegetables.

• See Trends in 2020, p. 21
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• Smooth - Nonporous
• Easy to Clean
• Sanitary
• Perfect for Incidental Food Contact
• High-Gloss - Bright White
• Water-Proof — Highly Reflective
• Will Not Rot, Rust, Mildew, or
Corrode

• Quick Installation with Custom
Length Panels and No Exposed
Fasteners

• Class A for Smoke and Flame
• Made in the U.S.A.

Suspended Ceiling Panels
and Doors also Available

Food Processing
Corrosion-Proof Wall and Ceiling Panels

Poly Board® Panels

Extrutech Plastics, Inc.TM

EXTRUTECH PLASTICS, INC.
5902West Custer St., Manitowoc, WI 54220
Phone: 888-818-0118 • Fax: 920-684-4344
www.epiplastics.com • E-mail: info@epiplastics.com
ISO 9001-2008 QMS Certified

P2400 - 24” Panel MADE IN THE

USA

Time Tested
Superior Quality
Exceptional Value

Since 1992

For more information,visit www.epiplastics.com

Nutricepts, Inc. 
T: 952-707-0207
E: info@nutricepts.com
www.crystalban.com

Nutricepts, Inc. 

CrystalBanTM allows for a more precise management 
of moisture levels. This allows you to convert blocks 
into thinner cheese slices and longer shreds 
without fracturing the cheese.

  More precise management of moisture levels
  No visible crystals   
 No effect on taste
  Better Slicing and Shredding characteristics
  Increased resistance to fracture

Convertability
CrystalBanTM Enhances The 

Quality & Body of Your Cheese

For more information, visit www.crystalban.com

GAO Co-op Report
(Continued from p. 1)

centration refers to the extent to 
which a small number of firms con-
trol most of the sales or purchases 
in a specific market.

In 2017, the four largest dairy 
co-ops marketed 41.3 percent of 
all milk marketed by United States 
producers. This percentage has 
remained relatively unchanged 
since 2002.

Some dairy co-ops have diver-
sified their operations to include 
investments in processing facili-
ties. 

As of 2017, co-ops owned and 
operated 198 dairy processing facil-
ities in the US, which represented 
about 15 percent of all US dairy 
processing facilities.

As dairy co-ops consolidate and 
potentially represent farmers across 
larger regions, some co-ops may 
have increasingly diverse member-
ships, the report noted. 

As a result, according to USDA, 
farmers in a co-op can have dif-
ferent expectations of, and needs 
from, the co-op.

Dairy industry stakeholders 
interviewed by the GAO com-
mented that co-ops may struggle 
to ensure they meet the differing 

needs of their members. Further, 
according to studies reviewed by 
the US Government Accountabil-
ity Office and industry stakeholders 
the GAO interviewed, as a co-op 
grows and encompasses potentially 
competing interests, some farmers 
may feel that they have lost con-
trol over the co-op’s priorities and 
strategic direction.

In reviewing a draft of the GAO 
report, USDA noted that, despite 
this, there is also some support 
among farmers for consolidation 
of co-ops, given the complex and 
competitive nature of the indus-
try.

Publications the GAO reviewed 
and industry stakeholders the 
GAO interviewed indicated that, 
as dairy co-ops consolidate, their 
voting structures can create con-
trol imbalances among farmers. 
Traditional co-op voting struc-
tures often established equal vot-
ing rights among farmers based on 
the principle of one member, one 
vote.

According to USDA documents 
reviewed by the GAO and indus-
try experts the GAO interviewed, 
increased market access from co-
ops’ investments in processing can 
have a positive impact on earnings 
for farmers within the co-op but 

may reduce market access for farm-
ers outside of the co-op. 

One dairy expert the Govern-
ment Accountability Office inter-
viewed said the best way for a 
co-op to secure market share is to 
invest in processing facilities.

Co-ops may finance invest-
ments in dairy processing through 
the retention of patronage refunds 
and, according to one publication 
the GAO reviewed, the retention 
of these refunds can reduce farm-
ers’ earnings in the short term. 

Retention of patronage  refunds 
is the primary means by which co-
ops build equity. 

For example, member equity, of 
which retained patronage refunds 
is a part, represented 84 percent 
of the total equity for one of the 
10 largest dairy co-ops in the US 
in 2018 ($106 million in member 
equity out of $126 million in total 
equity). 

Across all dairy co-ops in 2017, 
member equity represented 76 per-
cent of total equity, according to 
USDA data.

There is a trade-off between 
the amount of patronage refunds 
that co-ops distribute as cash pay-
outs to farmers and the amount 
that co-ops retain for longer-term 
investments and other activities. 
In the short term, when co-ops 
retain patronage refunds for invest-
ments, farmers may receive smaller 
cash payouts with the expectation 
that, over the long term, co-ops 
will undertake investments that 
increase farmers’ earnings.

Co-ops can raise equity from 
member farmers as well as from 
nonmembers outside of the co-op 
by issuing what is known as pre-
ferred stock. According to litera-
ture the GAO reviewed, preferred 
stock creates incentives for farm-
ers to invest in their co-op because 

farmers holding preferred stock 
have a higher claim to any earn-
ings the co-op distributes when 
compared with farmers without 
preferred stock.

Specifically, earnings are distrib-
uted first to preferred stockhold-
ers as stock dividends, and any 
remaining earnings are distributed 
as patronage refunds to all farmers. 

For example, according to the 
Government Accountability 
Office report, one of the 10 larg-
est US dairy co-ops has issued pre-
ferred stock as recently as 2016. 

As of 2017, the co-op held 
equity from this preferred stock of 
$375 million, representing 36 per-
cent of the co-op’s total equity of 
$1 billion.

A co-op can offer preferred stock 
to nonmembers because this type 
of stock typically does not confer 
voting rights. With the inclusion 
of nonmembers as equity holders, 
the co-op then has two types of 
stockholders, members and non-
members, and the objective of the 
co-op shifts from generating only a 
return on patronage for farmers to 
also generating a return on invest-
ment for nonmembers.

This shift can impact farmers’ 
earnings in the co-op, the report 
noted. On the one hand, dividends 
paid out to nonmember preferred 
stockholders reduce co-op earnings 
available to be paid out as patron-
age refunds to farmers. On the 
other hand, over time, the addi-
tional equity raised through issu-
ing preferred stock to nonmembers 
may result in investments that 
produce higher overall earnings 
for the co-op, which may result in 
higher earnings for farmers.

According to one USDA official 
interviewed by the GAO, the issu-
ance of preferred stock by co-ops to 
nonmembers is relatively rare.
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EXPANDED OFFERING OF 
DRAINING, MATTING, AND 
CHEDDARING BELTS 
First RELCO revolutionized cheese tables with the TRU-Finish. Now 
RELCO has turned its attention to cheese belts in partnership with 
the leading supplier in the Southern Hemisphere. The build quality 
reflects the decades of experience with the toughest cheeses and 
unique insights into the needs of cheesemakers. Producers can now 
have the industry’s most efficient draining, matting and cheddar 
belts, whether combined in one frame or separated, featuring: 

Fully enclosed machine for controlled cheese environment.

Removable panel on one end for maintenance.

Adjustable “Wedge Wire Screen” de-wheying system for maximum 
solids retention in the cheese curds.

Tempered water addition maximizes lactose removal from curd.

Vertical peg stirring for effective curd agitation and maximum  
curd solids retention.

“Herring Bone” belt bed design maximizes belt life and performance.

CIP shut-off device between Draining & Matting Belt #1 and  
Matting Belt #2 allows faster CIP turnaround.

email: sales@relco.net  |  visit: www.relco.net  |  offices: USA, The Netherlands, Brazil & New Zealand

ROBUST PERFORMANCE WITH 
RELCO CHEESE BELT SYSTEMS
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For more information, visit www.relco.net

S&P Dow Jones 
Indices Launches 
Skim Milk Powder 
Index
Wellington, New Zealand—
S&P Dow Jones Indices recently 
announced the launch of the S&P 
GSCI Skim Milk Powder, which is 
designed to provide investors with 
a reliable and publicly available 
performance benchmark for the 
skim milk powder industry.

S&P Dow Jones Indices (DJI) 
colaborated with New Zealand’s 
Exchange (NZX) to create the 
S&P GSCI Skim Milk powder 
based on NZX skim milk powder 
futures contracts. New Zealand is 
the third largest skim milk pow-
der exporter in the world, after the 
European Union and the US.

NZX launched its dairy futures 
and options market in 2010, and 
now offers futures and options con-
tracts for whole milk powder, skim 
milk powder, and New Zealand 
milk price, as well as futures for 
butter and anhydrous milkfat.

“The global dairy commod-
ity markets have been largely 
untapped and inaccessible to 
investors until recently. Our goal 
is to develop a series of transparent 
and innovative indices that help 
investors track the performance 
of this unique asset class across 
different geographies,” said Fiona 
Boal, head of commodities and real 
assets at S&P Dow Jones Indices.

“With trading volumes in NZX 
dairy derivatives continuing to 
expand, we are pleased to see the 
development of index and data 
products that support the future 
growth in liquidity of our global 
dairy contracts,” said Nick Morris, 
head of derivatives at NZX. “Skim 
milk powder is the most traded 
physical dairy export product in 
the world, and the S&P GSCI 
Skim Milk Powder will provide the 
market with an index price refer-
enced to NZX skim milk powder 
futures, which are the benchmark 
futures product for global exports 
of skim milk powder.”

“There is growing global demand 
for benchmarks and financial tools 
that measure the risks and returns 
of the dairy market as milk con-
sumption is expected to increase 
worldwide,” Boal said. “The S&P 
GSCI Skim Milk Powder helps 
facilitate exposure to a unique asset 
that is uncorrelated to major com-
modities such as gold while main-
taining a link to the New Zealand 
dollar and equity market.”

The S&P GSCI Skim Milk 
Powder joins two additional S&P 
GSCI dairy commodity indices 
launched earlier this year with 
the CME Group based on CME 
futures contracts by the same 
name, including the S&P GSCI 
Class III Milk Index and the S&P 
GSCI Nonfat Dry Milk Index.

Whitehall Specialties 
Launches New 
Plant-Based Cheese 
Division
Whitehall, WI—Whitehall Spe-
cialties recently announced the 
launching of a new division, New-
Fields Cheese, which specializes 
in a range of plant-based cheeses 
made from plant protein sources.

Established in 1994, Whitehall 
Specialties is a leader in the devel-
opment, application and manu-
facturing of a range of customized 
processed, analog and innovative 
cheese products in an array of con-
figurations and varieties.

“We’re finding that almost every 
Whitehall customer also wants to 
provide plant-based offerings,” said 

Steve Snyder, CEO of Whitehall 
Specialties. “NewFields Cheese 
products are just as shreddable, 
meltable and flavorful as our other 
offerings.”

Snyder elaborated on the advan-
tages of using NewFields Cheese:

Plant-based protein: The 
majority of plant-based cheeses 
are “mostly starch and oil,” Sny-
der noted. NewFields Cheeses 
“are distinguished by our ability to 
offer higher protein, which appeals 
to consumers seeking healthier 
options.”

Hygienic zoning programs:
“Whitehall understands how criti-
cal it is to keep dairy-related aller-
gens separated from plant-based 
offerings,” Snyder said. “NewFields 
Cheese has introduced hygienic 
zoning which is further driving 
customer interest in our products. 

In fact, it is a key attraction for co-
manufacturers.”

Co-manufacturing capacity and 
capabilities: “We make hundreds 
of millions of pounds of processed 
cheese products annually. We also 
understand the specialty and can 
address your needs for a plant-
based offering,” Snyder said. “We 
can provide small and large brands 
alike with the capacity needed to 
grow.”

Resources for a range of pro-
cessed cheese products. “White-
hall and NewFields Cheese can 
use your formulas, or we can help 
you develop a formula to meet 
your specifications,” Snyder said. 
“Those might include healthy, 
vegan, lactose-free, sustainable, 
non-GMO and planet-conscious.”

For more information, visit 
www.newfieldscheese.com.
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Australia Releases Dairy Industry 
Mandatory Code Of Conduct Draft
Canberra, Australia—The Aus-
tralian dairy industry mandatory 
code of conduct exposure draft 
was released Monday in what is the 
third and final round of consulta-
tion with the dairy industry.

Bridget McKenzie, Australia’s 
agriculture minister, said the code 
would come into effect in January 
2020, months ahead of schedule.

Last March, the Australian gov-
ernment announced the code’s 
broad principles that the regula-
tion addresses. Since then, the 
code has been developed into a 
legal text version.

“This third and final consulta-
tion period will be open for four 
weeks allowing for all stakehold-
ers, from all dairy regions, to have 
their say,” McKenzie said. “I’m very 
happy that the mandatory code is 
progressing and will soon help to 
improve the contractual arrange-
ments between dairy farmers and 
dairy processors.”

Under the dairy industry code, 
processors and farmers must at all 
times deal with each other in good 
faith in relation to the supply of 
milk. That includes in relation 
to: negotiating or entering into a 
milk supply agreement; exercising 
rights, or performing obligations, 
under a milk supply agreement; 
dealing with or resolving com-
plaints or disputes arising under or 
in connection with a milk supply 
agreement; and varying or termi-
nating a milk supply agreement.

Also under the code, dairy 
processors must publish standard 
forms of milk supply agreements 
by June 1 in a calendar year. A 
standard form must have a supply 
period starting on July 1 in that 
calendar year; and provide for a 

cooling-off period of 14 days. The 
processor must publish a statement 
of the circumstances in which the 
processor would be willing to enter 
into a milk supply agreement in 
that form.

A processor must not purchase 
milk from a farmer other than 
under a milk supply agreement, 
and must not enter into a milk sup-
ply agreement that does not com-
ply with the code.

The milk supply agreement 
must clearly specify the minimum 
price or prices under the agree-
ment for the first 12 months of the 
supply period (or for the whole of 
the supply period, if that period is 
less than 12 months). 

If the supply period is more 
than 12 months, the milk supply 
agreement must: specify how the 
minimum price or prices under the 
agreement for periods occurring 
after the first year will be set; and, 
for each consecutive period of 12 
months after the first year (and any 
final period, if the supply period 
does not consist of a whole num-
ber of 12-month periods): require 
the processor to give to the farmer 
a written notice clearly specifying 
the minimum price or prices under 
the agreement for that period; 
and specify the time by which the 
notice must be given.

The milk supply agreement 
must specify the minimum price 
or prices for a period by specifying 
either: a single minimum price that 
applies throughout the period; or 
a schedule of monthly minimum 
prices for that period.

Under the code, the milk sup-
ply agreement must not provide 
for both exclusive supply and tier 
pricing. The agreement provides 

New Zealand’s 
Synlait To Purchase 
Dairyworks
Dunsandel, New Zealand—Syn-
lait recently announced the condi-
tional purchase of Dairyworks for 
$112 million, subject to Overseas 
Investment Office approval.

The Dairyworks acquisition 
will provide Synlait with another 
move towards the delivery of its 
“Everyday Dairy” strategy and 
complements the company’s recent 
acquisition of cheese manufacturer 
Talbot Forest.

Dairyworks was established in 
2001 and specializes in the pro-
cessing, packaging and marketing 
of dairy products, including cheese, 
butter ice cream and milk powder. 
It initially launched cheese prod-
ucts under the Alpine brand in 
2001 and has subsequently broad-
ened its product range to include a 
variety of dairy products.

According to Synlait, Dairy-
works is one of the larger compa-
nies operating in New Zealand’s 
“Everyday Dairy” category. Its mar-
ket position in the New Zealand 
market (Dairyworks and private 
label) are: number one in cheese, 
number two in butter, number four 
in ice cream and number four in 
milk powder.

“This is an exciting opportunity 
for Synlait. This business is a great 
stratetic fit for us and an impor-
tant step in growing our presence 
in the ‘Everyday Dairy’ category,” 
said Leon Clement, Synlait’s CEO.

“Dairyworks is a nimble and 
innovative company. It will fit well 
with Synlait and provides us with 
an opportunity to keep optimizing 
our value chain while giving access 
into Australia where Dairyworks’ 
presence is growing,” Clement 
continued. 

“Opportunities exist in both 
businesses to streamline supply 
chains and enhance our competi-
tiveness,” Clement added. “It gives 
us the ability to optimize how we 
process milk solids and get the 
most value from our supply of milk. 
We’re excited by this opportunity 
as we work to capture more value 
in the dairy market in New Zea-
land and globally.”

Dairyworks will operate as a 
standalone business under the Syn-
lait umbrella, with its CEO, Tim 
Carter, reporting to Clement.

Dairyworks is based in Hornby, 
Christchurch, New Zealand, 
approximately 37 kilometers from 
Synlait’s Dunsandel site. The com-
pany has 240 staff across cheese 
processing, ice cream production 
and administration, which will 
take Synlait’s total headcount to 
approximately 1,200.

Because Synlait is listed on the 
NZX and the ASX, it has investors 
who are overseas, and this means 
the company must seek OIO 
approval for the purchase.For more information, visit www.sanchelimaint.com

for both exclusive supply and tier 
pricing if: under the agreement, 
the minimum price payable for a 
specified amount of milk supplied 
during a period is greater than the 
minimum price for milk supplied 
in excess of that amount; and the 
agreement prevents the farmer 
from supplying to another proces-
sor milk that the farmer produces 
in excess of that amount.

The milk supply agreement must 
provide for a cooling-off period of 
at least seven days. A cooling-off 
period is a period that starts on the 
day the milk supply agreement is 
entered into; and during which the 
farmer may terminate the agree-
ment with immediate effect with-
out incurring any liability to the 
processor.

Also, the milk supply agreement 
must specify: the circumstances (if 
any) in which the agreement may 
be unilaterally terminated; and the 
processes by which the agreement 
may be unilaterally terminated. A 
circumstance must involve a seri-
ous contravention of the agree-
ment by the farmer, if the party 
terminating the agreement is the 
processor.

The milk supply agreement must 
require a party (the first party) to 
the agreement to give to the other 
party, as soon as practicable after 
the first party unilaterally termi-
nates the agreement, notice of: the 
termination; and the reason for the 
termination; and the day the ter-
mination takes effect.

“We are delivering the manda-
tory code as soon as possible in 
order to provide clearer safeguards 
for how farmers are treated as mem-
bers of the supply chain,” 

Comments on the drafted man-
datory code of conduct are being 
accepted until Nov. 22, 2019, at 
https://haveyoursay.agriculture.gov.
au/.
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Lab Accreditation
(Continued from p. 1)

include the analysis of human or 
animal food.  

“Food testing” and “testing of 
food” would also include testing of 
the food growing or manufacturing 
environment (i.e., “environmental 
testing”).

The Food Safety Modernization 
Act recognized that food testing 
could perform different roles in 
supporting a modern food safety 
system, FDA pointed out.  For 
example, one section provides 
for the use of environmental and 
product testing programs as part of 
required verification that preven-
tive controls are effectively and 
significantly minimizing or pre-
venting the occurrence of identi-
fied hazards (food testing under 
such requirements may be con-
ducted for biological, chemical, 
physical, radiological hazards, or, 
most commonly, microbiological 
hazards).  

Another section states that ver-
ification activities under a foreign  
supplier verification program may 
include periodically testing and 
sampling shipments. 

Under these provisions, food 
testing is used to verify that con-
trol measures, including those 
related to suppliers, are controlling 
the identified hazards. 

In implementing these provi-
sions in the regulations for preven-
tive controls for human food and 
foreign supplier verification pro-
grams, FDA attempted to provide 
flexibility by specifying that they 
apply as appropriate to the facility, 
the food, and the nature of the pre-
ventive control and its role in the 
facility’s food safety system.

The Food Safety Modernization 
Act  also underscores that food 
testing can play a role in detect-

ing and responding to food safety 
problems. One section requires 
that food be tested by accredited 
laboratories in four circumstances:  
 In response to a specific test-

ing requirement under the FD&C 
Act or implementing regulations, 
when applied to address an identi-
fied or suspected food safety prob-
lem;  
 As required by the secretary 

of Health and Human Services 
(HHS), as the secretary deems 
appropriate, to address an identi-
fied or suspected food safety prob-
lem; 
 In support of admission of 

an article of food under section 
801(a) of the FD&C Act; and 
 Under an import alert 

through successful consecutive 
tests.

In food manufacturing or pro-
cessing facilities, followup or cor-
rective action testing is often 
conducted as part of corrective 
actions when an environmental 
pathogen or indicator organism 
(i.e., an organism that indicates 
conditions in which an environ-
mental pathogen may be present) 
is found during environmental 
monitoring. 

Corrective action testing may 
also occur in response to the results 
of product testing, although test-
ing cannot ensure the absence of 
a hazard.

The accredited laboratory test-
ing requirement in this proposed 
rule would not apply to all correc-
tive action testing, FDA explained, 
but would apply to food testing 
conducted under specific testing 
requirements in the FD&C Act 
and implementing regulations that 
“address an identified or suspected 
food safety problem”, and in food 
testing orders that FDA would 
issue “to address an identified or 
suspected food safety problem.” 

The Food and Drug Adminis-
tration has tentatively determined 
that an “identified food safety 
problem” could be present where 
a specific article of food violates a 
provision of the FD&C Act that 
relates to food safety and a “sus-
pected food safety problem” could 
be present where there is reason-
able suspicion that a specific arti-
cle  of food violates a provision of 
the FD&C Act that relates to food 
safety or where there is particu-
larized suspicion of a food safety 
problem that does not necessarily 
render food violative.

The Food and Drug Administra-
tion has not had a policy of weigh-
ing food testing results differently 
depending on whether the labora-
tory that conducted the food test-
ing is accredited, and therefore the 
agency generally does not track the 
accreditation status of private lab-
oratories that conduct food testing 
in either the domestic or import 
arenas. 

However, FDA is able to make 
some reasonable inferences and 
conclusions regarding the labora-
tories that have conducted testing 
related to imports, with the data it 
does have.

With regards to the testing of 
imported foods, FDA’s analysis of 
the data in its internal systems 
indicates that just over 100 dif-
ferent private laboratories sub-
mitted (although in some cases 
the laboratory would submit the 
results and supporting information 
to the importer, who would then 
submit them to FDA) analyses 
and results to us between Jan. 1, 
2016, and Dec. 31, 2017, of food 
offered for import that FDA had 
detained.  Ten of those labs sub-
mitted approximately 84 percent 
of the analyses.  

By examining publicly available 
records from accreditation bodies 
regarding the accreditation status 
of those laboratories, FDA con-
cluded that all 10 of those labo-
ratories are accredited to ISO/IEC 
17025. This indicates that the 
large majority of import-related 
food testing results that we receive 
come from laboratories that are 
accredited to ISO/IEC 17025.

Comments are being accepted 
on this proposal for the next 120 
days. 

Comments may be submitted 
at ww.regulations.gov; the docket 
number is FDA-2019-N-3325.
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FDA Final Rule Revises Type Size Label 
Requirements For Some Vending Foods
Silver Spring, MD—The US 
Food and Drug Administration 
(FDA) last Friday issued a final 
rule to revise the type size labeling 
requirements when front-of-pack 
(FOP) labeling is used to meet the 
calorie declaration requirements 
for food sold from glass-front vend-
ing machines.

The agency’s regulations previ-
ously required that the FOP calorie 
declaration type size for articles of 
food sold from glass-front vending 
machines be at least 50 percent of 
the size of the largest printed mat-
ter on the label.

The final rule requires, instead, 
that the FOP calorie declaration 
type size be at least 150 percent 
(one and one-half times) the 
minimum required size of the net 
quantity contents (i.e., net weight) 
declaration on the package of the 
vended food.

FDA said it is taking this action 
to reduce the regulatory burden 
on industry, increase flexibility for 
the labeling of certain articles of 
food sold from glass-front vending 
machines, and ensure that con-
sumers continue to have visible 
front-of-pack calorie information 
for food sold at the point of pur-
chase.

The compliance date for type 
size FOP labeling requirements for 
food sold from glass-front vending 
machines is July 1, 2021.

Under current regulations, a 
vending machine operator must 
provide a sign in close proximity to 
each article of food or the selection 
button that includes a clear and 
conspicuous statement disclosing 
the number of calories contained 
in the article if: an article of food 
is sold from the vending machine 
that does not permit a prospective 
purchaser to examine the Nutri-
tion Facts label before purchasing 
the article, or does not otherwise 
provide visible nutrition informa-
tion at the point of purchase; and 
the machine is operated by a per-
son who is engaged in the business 
of owning or operating 20 or more 
vending machines.

In late 2014, FDA issued a final 
rule to implement these label-
ing requirements. That final rule, 
which became effective in late 
2016, requires vending machine 
operators that own or operate 20 
or more vending machines to pro-
vide calorie declarations for certain 
foods sold from vending machines.

If FOP calorie labeling is used to 
meet that requirement, the 2014 
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final rule required that the calorie 
labeling be clear and conspicuous 
and easily read on the article of 
food while in the vending machine, 
in a type size at least 50 percent of 
the size of the largest printed mat-
ter on the label.

After the 2014 final rule was 
published, some trade associations 
and food manufacturers stated that 
the FOP type size requirement 
presented significant technical 
challenges to the packaged food 
industry and asked FDA to amend 
the requirement, and provide addi-
tional flexibility for providing FOP 
calorie information.

In July of 2018, FDA published 
a proposed rule to revise the type 
size labeling requirements for FOP 
calorie declarations for packaged 
food sold from glass-front vending 
machines such that the minimum 
type size would be 150 percent the 
size of the net quantity of contents 
declaration, instead of being based 
on the largest printed matter on 
the label.

FDA also asked for comments on 
two alternate approaches: requiring 
the visible nutrition information 
to be in a type size that is at least 
100 percent of the size of the net 
quantity of contents declaration 
(Alternate Approach A) and not 
specifying any size for the visible 
nutrition information (Alternate 
Approach B).

FDA received more than 120 
comments on the proposed rule 
during the 90-day comment period. 

Many comments supported the 
proposed type size of at least 150 
percent of the minimum required 
size of the net quantity of contents 
declaration. 

The comments noted that the 
150 percent type size requirement 
gives industry flexibility, reduces 
regulatory burdens, provides visible 
calorie information to consumers 
so that they can make informed 
dietary choices, is easy to enforce, 
allows for the continuation of vol-
untary FOP labeling initiatives, 
and standardizes FOP calorie type 
size.

FDA decided not to adopt 
Alternate Approach A because 
adopting a type size of at least 150 
percent of the minimum required 
size of the net quantity of contents 
declaration provides a larger mini-
mum calorie declaration type size, 
versus Alternate Approach A’s 100 
percent minimum type size, to the 
purchaser when they are viewing 
the vended product through the 
glass front of a vending machine.

FDA also decided not to adopt 
Alternate Approach B, which 
would provide vending machine 
operators with no clear standard 
on what type size is sufficient to be 
visible, clear, and conspicuous to a 
prospective purchaser, thus mak-
ing it difficult for an operator to 
determine whether a vended food 
manufacturer’s FOP labeling satis-
fies FDA’s regulations. 

Vending Industry 
Group Commits To 
Hiking Percentage 
Of ‘Better For You’ 
Options
New York—The National 
Automatic Merchandising 
Association (NAMA) recently 
announced that it has adopted 
a public health commitment to 
increase the percentage of “bet-
ter for you” offerings to 33 per-
cent in United States vending 
machines.

The commitment, to be 
implemented over the next three 
years, represents a nearly 40 per-
cent increase over current levels 
of “better for you” offerings — 
those that meet at least two rec-
ognized public health standards, 
NAMA said.

“There are nearly four mil-
lion vending machines serving 
snacks and beverages every day, 
24/7, across this country,” said 
Carla Balakgie, NAMA’s CEO. 
“Vending is everywhere con-
sumers work, play and live and 
NAMA regards this initiative 
as a bold, ambitious, and mean-
ingful step to meet the growing 
consumer demand for healthier 
choices.”

Balakgie made the announce-
ment last week at a special brief-
ing in New York City, where 
she was accompanied by leaders 
from the convenience services 
industry, as well as representa-
tives from the Partnership for a 
Healthier America and the Alli-
ance for a Healthier Generation, 
both of which support NAMA’s 
new commitment.

“Our fundamental goal is to 
make healthier choices accessi-
ble to all,” said Nancy E. Roman, 
CEO of the Partnership for a 
Healthier America, which will 
collaborate with the National 
Automatic Merchandising Asso-
ciation on the measurement and 
evaluation components of the 
public health commitment. 

“We applaud NAMA and its 
members for their efforts with 
this commitment and we look 
forward to helping make it a suc-
cess,” Roman added.

“The Alliance for a Healthier 
Generation commends NAMA 
and its members for their com-
mitment to providing more ‘bet-
ter for you’ products to their 
customers,” said Kathy Hig-
gins, CEO of the Alliance for a 
Healthier Generation. 

“In the months and years 
ahead, we will continue to work 
with our members to measure 
the results of this commitment 
to deliver a meaningful increase 
in the number of ‘better for you’ 
options in the marketplace,” said 
Greg Sidwell, NAMA chair.



CHEESE REPORTERNovember 1, 2019 Page 13

FS40 line with powder dispenser, 
tumble drum and conveyor

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
 food cutting needs...because we don’t just see cheese, 
 we see the whole picture.

We look at cheese differently.

                          We deliver ultra hygienic food cutting 
                        solutions that operate effectively and
                   efficiently. We partner with our clients to

                          We deliver ultra hygienic food cutting 

                   efficiently. We partner with our clients to
           custom design the solution that best meets their
 food cutting needs...

                        solutions that operate effectively and
                   efficiently. We partner with our clients to

                          We deliver ultra hygienic food cutting 

1 .866.404.4545      www.devi l letechnologies .comCome see us at: 
ICTE – April 17-19, 2018
Milwaukee, WI – Booth 801

Ad – Cheese Reporter-REV.indd   1 2018-03-02   9:09 AM
For more information, visit www.devilletechnologies.com

Waterloo, NY—Empire State 
Development (ESD) on Tuesday 
announced that Indian cheese and 
dairy product maker Deep Dairy 
Products, LLC, which is part of the 
Deep Foods Group of companies 
headquartered in Union Town-
ship, NJ, will modernize its pro-
duction facility in the village of 
Waterloo, NY.

As a result of the upgrades, 
the company plans to create up 
to 39 new jobs over the next five 
years; 36 jobs will be retained. The 
facility modernization will allow 
additional products to be manufac-
tured onsite that were previously 
made by third-party suppliers and 
will increase the amount of milk 
needed from local dairy farmers, 
according to ESD.

Deep Dairy Products specializes 
in the making of Paneer cheese, 
ghee and yogurts. The Waterloo 
facility is currently supplying the 
cheese and yogurt ingredients for 
many of the Deep Foods frozen 
food entrees made at the compa-
ny’s New Jersey plant.

The planned upgrade at the 
Waterloo facility will enable Deep 

Indian Dairy Product Maker To Modernize 
New York State Production Facility

Paneer cheese, yogurts and other 
dairy products in Waterloo,” said 
Deepak A. Amin, Deep Foods 
Group CEO. “The abundant sup-
ply of high-quality local milk and 
Waterloo’s business friendly atti-
tude have confirmed that last 
year’s purchase of this plant was 
the right decision and that this is 
the best location for us to expand 
our dairy product production.

“The incentives being provided 
by New York state enhanced the 
feasibility of this project and influ-
enced our decision to expand and 
modernize the Waterloo plant 
rather than purchase an alternate 
facility or use a third party to pro-
duce our retail dairy products,” 
Amin added.

Empire State Development 
is assisting this project with up 
to $700,000 through the Excel-

sior Jobs Tax Credit Program in 
exchange for job creation commit-
ments. The project has also been 
supported by the village of Water-
loo and the Seneca County Indus-
trial Development Agency.

“Deep Dairy Products’ expan-
sion in the Finger Lakes reflects 
the area’s rich agricultural resourc-
ers and the success of New York 
state’s strategic investments in the 
region that will continue to grow 
the industry and create jobs both 
now and for the future,” said Eric 
Gertler, ESD acting commissioner 
and president and CEO-designate.

“This project has been 10 years 
in the making and has all the 
hallmarks of a classic economic 
development story,” said Robert 
Aronson, Seneca County Indus-
trial Development Agency (IDA) 
executive director. 

Dairy Products to increase capacity 
beyond raw material production 
and start manufacturing yogurts, 
lassi drinks (a popular Indian 
yogurt beverage) and other dairy 
products for retail sale on a large 
scale under the new brand name, 
“Deep Indian Kitchen.”

The facility upgrades, which 
are already underway, will include 
the renovation of the nearly 
27,000-square-foot facility and 
the installation of state-of-the-art 
machinery and equipment. Deep 
Dairy Products expects to com-
plete the upgrades in late 2023.

“We acquired this plant in 
May of 2018 and are excited to 
now be manufacturing quality 

New Coffee Creamers 
Now Available From 
a2 Milk Company
Boulder, CO—The a2 Milk Com-
pany recently announced the 
launch its Coffee Creamers in 
Sweet Cream and Creamy Vanilla 
flavors.

The first new product offer-
ing since coming to the US from 
Australia in 2015, both flavors are 
made with five natural ingredients.

a2 Milk Coffee Creamers will 
soon be available in over 1,000 
grocery stores across the US 
including Sprouts Farmers Market, 
ShopRite, Hy-Vee and Earth Fare.

“This is truly an exciting 
moment for The a2 Milk Com-
pany,” said a2 Milk Company US 
CEO Blake Waltrip.

Coffee creamer was one of the 
top-requested products by our con-
sumers, Waltrip said.

“Every day, we hear from people 
across the country who are able 
to drink milk again, thanks to a2 
Milk,” he said. “Now, we’re broad-
ening ways for coffee drinkers to 
enjoy real dairy by adding our a2 
Milk Coffee Creamers to their 
morning routine.”  

The announcement of this new 
product follows the company’s 
recent national distribution in the 
US after signing on with Kroger. 

a2’s total US milk distribution is 
over 13,100 stores operated by 80 
major grocers across the country. 

For more information, visit 
www.a2milk.com.
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Organic Dairy
(Continued from p. 1)

trade disputes have caused an 
inability to sustain and grow inter-
national markets; and regulatory 
uncertainty in the standards.

“A specific challenge that must 
be resolved is inconsistent inter-
pretation of the organic standard 
for what is called the origin of live-
stock,” Pierson said. “This centers 
around certifiers failing to align on 
the requirements for transitioning 
dairy cattle to organic status.”

Most farms that come to organic 
dairy abide by a one-time 12-month 
transition allowance for a dairy 
herd, Pierson said. Farmers source 
only organic-born and organic-
raised replacements. This is the 
interpretation of the regulation 
with which most certifiers agree.

Some certifiers and their cli-
ents “practice a continuous tran-
sition approach which exploits 
the 12-month allowance, using it 
multiple times and with multiple 
groups of animals, or alternatively 
sources replacement stock from 
operations that specialize in tran-
sitioning animals year after year 
from conventional sources, he said.

USDA has not fixed this prob-
lem. The proposed rule fixed 
this dilemma by clarifying dairy 
transitions to be understood as a 
one-time event on a dairy farm 
associated with a producer.

“My strong message to the 
committee members today is to 
continue demanding that USDA 
finalize the origin of livestock 

language in a manner that aligns 
closely to the proposed rule,” Pier-
son said. “My interactions with 
fellow organic dairy farmers and 
organic dairy associations lead me 
to believe there is a strong consen-
sus to fix this regulatory failing.”

Two additional “hot-button 
issues” in organic dairy, Pierson 
said, include ensuring grazing is 
done in accordance with the pas-
ture rule, and that organic feed-
stuffs from international sources 
are authentic.

Pierson said he’s “encouraged” 
that the National Organic Pro-
gram is continuing to implement 
the Dairy Compliance Project, 
which spot-checks organic dairies 
and certifiers with auditors from 
USDA’s Agricultural Marketing 
Service (AMS) to examine how 
the organic standards are being 
achieved on the ground.

“While this is a welcome over-
sight effort, it is our experience at 
Organic Valley that the agency 
has been fairly guarded about the 
approach and findings of the Dairy 
Compliance Project,” Pierson said. 
“All of us want organic dairy to 
be at the top of its game, and we 
believe sharing information and 
soliciting feedback from organic 
dairy stakeholders can enhance the 
agency’s work in this area.”

Pierson is also “pleased” that fed-
eral rulemaking on strengthening 
enforcement is to be coming yet 
this year. This rulemaking focuses 
on addresing the risk of fraudulent 
organic grain imports and was ini-
tiated in the last farm bill.
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“Organic Valley strongly 
endorsed congressional action 
on these issues, and we are sup-
portive of both private-led and 
agency-initiated efforts to ensure 
organic integrity through organic 
supply chains,” Pierson said. Also, 
Organic Valley’s grower pool, 
which raises animal feedstuffs, has 
been “alarmed” by the fact that 
fraudulent imports can have a 
harmful effect on domestic organic 
crop prices.

So what is Pierson encouraged 
about?

“I am encouraged that organic 
dairy is special in what we offer, 
and that comes from the way we 
raise and treat our animals. And 
I am encouraged that dairy inno-
vation has the potential to help 
utilize milk and offer choices for 
consumers,” Pierson said.

Those in organic have seen sci-
entific studies on organic milk, like 
the one done by Emory University 
in 2019, “affirming through testing 
that organic milk is a clean and 
healthy option for consumers void 
of toxic pesticide and antibiotic 
residues,” Pierson said.

“And in dairy innovation, 
we are seeing new products like 
Organic Valley Ultra, the first 
organic ultrafiltered milk, made 
using a unique filtration process 
to create an organic milk with 
twice as much protein and half the 
sugar,” he added.

“We at Organic Valley have 
evolved our thinking to recognize 
that consumerss are making a state-
ment about who they are by what’s 
in their grocery carts and homes, 
defining themselves by electing to 
choose organic and Organic Val-
ley products,” Pierson said. “It is 
a matter of resonating with the 
values consumers have and finding 
the places and delivery that gets 
them what they want.”

“Organic farmers and businesses 
are unique in that they rely on the 
federal government to develop and 
maintain strong regulations for the 
organic sector,” said Jeff Huck-
aby, president, Grimmway Farms/
Cal-Organic. “The public-private 
partnership between the organic 
industry and USDA is a process 
that must embody continuous 
improvement and evolution.

“To maintain a healthy market-
place, organic farmers, businesses, 
and consumers require a strong 
federal organic program at USDA 
that can keep pace with innova-
tions taking place in the sector,” 
Huckaby continued. “The federal 
government must move rapidly to 
implement standards that farm-
ers and the industry recommend 
through the National Organic 
Standards board,” which is the 
federal advisory committee that 
makes recommendations to USDA 
on organic standards development.

“The future of organic will 
depend on the federal government 
keeping pace with the market-
place,” Huckaby added. “We need 
the support of Congress to provide 
oversight and accountability when 
the regulatory process fails to move 
forward the standards demanded 
by the organic sector.”

The 2018 farm bill included pro-
visions to encourage growth and 
innovation in the organic sector, 
including increased research fund-
ing for the Organic Agriculture 
Research and Extension Act and 
continued support for the Organic 
Certification Cost Share Program 
and the Organic Production and 
Market Data Initiatives, according 
to US Rep. Stacey Plaskett (D-VI), 
chair of the House Agriculture 
subcommittee on biotechnology, 
horticulture and research, which 
has jurisdiction over the National 
Organic Program.
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How Molds Evolve From Wild Strains 
Into Domesticated Ones Used In Cheese
Washington— The flavors of fer-
mented foods such as cheese are 
heavily shaped by the fungi that 
grow on them, but the evolution-
ary origins of those fungi aren’t well 
understood. Experimental findings 
published in mBio, which is pub-
lished by the American Society for 
Microbiology, offer microbiologists 
a view on how those molds evolve 
from wild strains into the domesti-
cated used in food production.

Microbiologists report that wild-
type Penicillium molds can evolve 
quickly so that after a matter of 
weeks these strains closely resem-
bled their domesticated cousin, 
Penicillium camemberti, the mold 
that gives Camembert cheese its 
distinctive flavor. 

The study shows how a fungus 
can remodel its metabolism over a 
short amount of time; it also dem-
onstrates a strategy for probing the 
evolution of other cultures used in 
food, said study leader and micro-
biologist Dr. Benjamin Wolfe.

Wolfe’s lab at Tufts Univer-
sity in Medford, MA, focuses on 
microbial diversity in fermented 
foods, but he said the new experi-
ments began with an accidental 
discovery. His lab had been grow-
ing and studying Penicillium com-
mune, a bluish, wild-type fungus 
well-known for spoiling cheese 
and other foods. Wolfe likens its 
smell to a damp basement. 

But over time, researchers 
noticed changes in some of the lab 
dishes containing the stinky mold. 

“Over a very short time, that 
funky, blue, musty-smelling fun-
gus stopped making toxins,” Wolfe 
said. The cultures lost their bluish 
hue and turned white; they smelled 
like fresh grass and began to look 
more like Penicillium camemberti. 

To study that evolution in real 
time, Wolfe and his collaborators 

collected fungal samples from a 
cheese cave in Vermont that had 
been colonized by wild strains of 
Penicillium molds. 

The researchers grew the molds 
in lab dishes containing cheese 
curds. In some dishes, the wild 
mold was grown alone; in others, 
it was grown alongside microbes 
that are known competitors in the 
fierce world of cheese colonization. 

After one week, Wolfe said, 
the molds appeared blue-green 
and fuzzy—virtually unchanged—
in all the experimental tests. But 
over time, in the dishes where the 
mold grew alone, its appearance 
changed, the researchers found. 

Within three or four weeks of 
serial passage, during which mold 
populations were transferred to 
new dishes containing cheese 
curds, 30 to 40 percent of the mold 
samples began to look more like 
P. camemberti. In some dishes, it 
grew whiter and smoother; in oth-
ers, less fuzzy. (In the competitive 
test cases, the wild mold did not 
evolve as quickly or noticeably.) 

Wolfe and team tried to iden-
tify genomic mutations that might 
explain the quick evolution but 
didn’t find any obvious culprits. 

“It’s not necessarily just genetic,” 
Wolfe said. “There’s something 
about growing in this cheese envi-
ronment that likely flips an epi-
genetic switch.”

Researchers suspect that the 
microbes used in most fermented 
foods—including cheese, but also 
beer, wine, sake, and others—were 
unintentionally domesticated, and 
that they evolved different flavors 
and textures in reaction to growing 
in a food environment. 

Wolfe said his lab’s study sug-
gests that wild strains could be 
domesticated intentionally to pro-
duce new kinds of artisanal foods. 
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Starting with cheese, of course. 
“The fungi that are used to 

make American Camembert are 
French,” Wolfe said, “but maybe 
we can go out and find wild strains, 
bring them into the lab, and 
domesticate them.”

Further work is needed to con-
firm that domesticated strains are 
stable across the cheese production 
process and would yield safe and 
high-quality cheese.

A detailed record of how con-
temporary P. camemberti strains 
used in cheese production were 
derived is not available, so it isn’t 
known precisely how and when 
Penicillium commune was domes-
ticated to become P. camemberti. 
It is possible that the industrial 
starter cultures used today were 
isolated as domesticated pheno-
types from cheese caves in Europe.

Regardless of how these strains 
were ultimately acquired, this 
research demonstrates the poten-
tial for Penicillium molds to rap-
idly evolve without intentional 
selection for desired cheesemaking 
traits. 

Because similar trait shifts were 
observed in two different Peni-
cillium species, it is possible that 
domesticated phenotypes of many 
different Penicillium species are 
continuously evolving in cheese 
caves around the world.

Swiss Food And 
Nutrition Valley Aims 
To Enhance Food, 
Nutrition Innovation
Lausanne, Switzerland—Nes-
tle, the Swiss Federal Institute of 
Technology, the Swiss Hospital-
ity Management School, and the 
Swiss Canton of Vaud have joined 
forces to develop and promote a 
global innovation ecosystem on 
food and nutrition.

The initiative will be launched 
in 2020 as the “Swiss Food and 
Nutrition Valley,” with the aim to 
further attract talent, start-ups and 
investment to the region.

As a result of collaboration 
among local players, leading inno-
vation platforms have emerged in 
Switzerland, including in the areas 
of nutrition, nutrigenomics, alter-
native proteins, packaging sciences 
and sustainable agriculture, the 
founding partners noted.

With the creation of the 
Swiss Food and Nutrition Val-
ley, the founding partners aim to 
strengthen the existing innovation 
ecosystem further and attract tal-
ent, start-ups and investment to 
the region.

The initiative will be officially 
launched in January 2020.
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Old Chatham Ramps Up Production, 
New Products With Groton Facility
Groton, NY—On the heels of win-
ning two top awards this summer 
at the American Cheese Society 
(ACS) Cheese Judging & Com-
petition, Old Chatham Creamery 
here is fully installed in its new 
facility, planning increased pro-
duction, new products and contin-
ued successful retail partnerships.

Stockinghall, an aged Cheddar 
created by Murray’s Cheese who 
worked with Old Chatham Cream-
ery in developing and producing 
the cheese, won Best of Show. Sec-
ond place went to Professor’s Brie – 
Wegmans Food Market developed 
their own recipe for Professor’s Brie 
in partnership with Old Chatham.

The company was originally 
founded in 1993 by Nancy and 
Tom Clark in the historic village 
of Old Chatham, NY, as a dairy 
sheep farm. It soon became one of 
the largest sheep’s milk farmstead 
creameries in the US.

In 2012,  David and Sally Gal-
ton purchased Old Chatham’s 
flock of sheep from the Clarks, and 
managed the flock in Chatham for 
two years until 2014 when David 
Galton, a retired Cornell Univer-
sity ag professor, and his wife, Sally, 
built a state-of-the-art sheep farm 
in nearby Locke, NY. The farm 
is roughly six miles from the new 
Groton facility.

At the end of 2014, the Galtons 
purchased the cheesemaking end 
of Old Chatham Creamery.

“We ended up in a lease agree-
ment in Old Chatham, renting 
the creamery and continuing on 
with our process of making cheese 
and yogurt at the Old Chatham 
location,” said Allyson Brennan, 
national sales manager, Old Cha-
tham Creamery.

In the summer of 2018, con-
struction began at the Groton 
facility, which is about 20 miles 
north of Ithaca, NY.

We’re going from a five-thou-
sand square-foot, 25 year-old 
creamery to a 32,000 square-foot, 
state-of-the-art processing plant, 
Brennan said.

The new facility combines 
everything together, said cream-
ery manager Brian Schlatter, who’s 
responsible for all production, 
research and development. 

“Everything’s under one roof 
now,” he said. “We primarily pur-
chased all new equipment. Most of 
the equipment from the old facility 
is dated and aged. Like any produc-
tion business, there’s a life-cycle to 
everything.”

If you’re going to start a new 
business, you might as well start 
with new equipment, Schlatter 
said.

“The new plant also gives us 
the opportunity to reach out to 
new markets,” Brennan said. “We 
didn’t have enough space in the 
old plant; here, we can go after 
larger markets.”

The company will serve  markets 
coast-to-coast, along with Midwest 
and West Coast markets, which 
the Creamery hopes to expand 
upon with the new plant, she said.

Dave and Sally Galton also 
operate three Holstein dairy farms 
in Central and Upstate New York.

“All of our goat, sheep and cow’s 
milk is from our own farms,” Bren-
nan said.

The Creamery will predomi-
nantly use small ruminant milk, 
Schlatter said.

A lot of the challenges at Old 
Chatham dealt with the aging 

facility, Schlatter said. Here, our 
challenge was designing a brand 
new space to meet the required 
certifications that our buyers want.

Since we operate yogurt – which 
is Grade A – along with bloomy 
rind, Blue and soon-to-be Cheddar 
cheese and Gouda cheeses, how 
do you operate those four different 
and very distinctive productions 
within the same space? 

“We actually have four different 
production spaces here at the facil-
ity,” he continued. “It’s not just one 
big room. We have four distinctive 
production spaces under one roof.”

Each production space also has 
its own separate aging area along-
side.

Cheese production will be a very 
prominent part of the company’s 
portfolio, Schlatter said. As we’re 
ramping up production here, we’ll 
also be increasing sheep’s milk 
yogurt production and introducing 
goat’s milk yogurt.

Outside of that, what Old Cha-
tham will strongly focus on is our 
cheese, he said.

Genesis Of Stockinghall Cheese
During the last part of 2013, 
Cornell University food scientist 
and cheese consultant Matthew 
Ranieri was working with Mur-
ray’s Cheese, teaming up with 
Cornell and its Stocking Hall 
pilot dairy plant for research and 
development trials on Cheddar 
recipes.

“From these efforts, Murray’s 
chose a recipe and it became 
known as Stockinghall Cheddar,” 
Brennan said. 

Steve Millard, senior vice presi-
dent of merchandising and opera-
tions for Murray’s Cheese, headed 
up Murray’s team.

The recipe used to make Stock-
inghall is proprietary and owned 
exclusively by Murray’s Cheese. 

Advantages, Challenges Of Retail 
Partnerships
A collaboration between cheese 
companies and affineur outfits can 
present both opportunities and 
challenges. One of the challenges 
of a retail partnership, Schlatter 
said, is that there’s many hands 
involved in the process.

It’s not just “we make it, we age 
it, we try it and we say yes or no,” 
he said. There’s always going to be 
a delay in the process.

“When you’re partnering with 
another company, you’re making 
exactly what they want,” he con-
tinued. “It’s a challenge but at the 
same time, provides a really great 
opportunity because it opens up 
avenues of communication about 
flavor, texture or the final product 
in a way you may not have other-
wise when you’re working inter-
nally.”

“When you’re 
partnering with another 
company, you’re making 

exactly what they 
want. It’s a challenge 
but at the same time, 
provides a really great 
opportunity because it 
opens up avenues of 

communication about 
flavor, texture or the 
final product in a way 

you may not have 
otherwise when you’re 
working internally.”

—Brian Schlatter,             
Old Chatham Creamery

It’s not just your team at your 
creamery; it’s your team and your 
creamery, plus their team and their 
business coming together,” Schlat-
ter said. “There’s more brains 
involved.”

Even though you’ve got a lot 
more opinions on how things 
should be, you also have a lot more  
information and are able to better 
understand the final goal, he said.

The partnership also needs to 
include a retailer that’s able to 
take on adequate product volume, 
Schlatter said, and a producer 
that’s able to make enough cheese.

“Coming from the production

 • See Old Chatham, p. 17

Old Chatham Creamery’s new state-of-the-art, 400,000 square-foot facility in Groton, NY, fea-
tures four distinctive production spaces under one roof as well as four separate aging spaces.
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Old Chatham
Continued from p. 16

end, you can make a lot of cheese 
in a little, tiny space,” he said. 
“When it comes to aging, that 
takes up space.”

If a particular retailer has the 
ability to take on your production 
and you can meet their require-
ments, as a small producer it’s a 
way to generate more revenue 
without having to put more capi-
tal into your business right away, 
Schlatter continued. 

The idea of Wegmans having its 
own affinage and quality control 
space began in 2008. Wegmans 
began working with Cornell Uni-
versity with a goal of promoting 
New York State artisan creamer-
ies.

“Smaller producers would be 
able to make a lot of cheese and 
not have to worry about aging,” 
Brennan said. “Wegmans really 
went out of its way to support New 
York State artisan cheese makers.”

“That’s how we got started with 
them,” she continued. “As the 
caves became a reality, Wegmans 
reached out to producers in New 
York State and Vermont.”

Wegmans’ corporate headquar-
ters is located in Rochester and 
with Old Chatham’s move to the 
Finger Lakes region, the cheese is 
literally “made in Wegmans’ back 
yard,” Brennan said, which is a pri-
mary goal of the grocery chain – to 
offer local products.

Old Chatham is soon set to 
debut its new goat milk yogurt.

Old Chatham will continue 
making cheeses for Wegmans’ 
and Murray’s, Schlatter said. As a 
company, we feel having partner-
ships like this is a very strategic 
and needed thing – it provides an 
avenue that’s outside the tradi-
tional norm of selling cheese in 
America.

For more information, visit 
www.oldchathamcreamery.com.

Saputo Completes 
Acquisition Of Lion 
Specialty Cheese 
Business In Australia
Montreal, Quebec—Saputo Inc. 
this week completed a transaction 
announced last April and acquired 
the specialty cheese business of 
Lion Dairy & Drinks Pty Ltd for a 
purchase price of A$280 million.

The specialty cheese business 
is conducted at two manufactur-
ing facilities located in Burnie and 
King Island, Tasmania, Australia, 
and employs approximately 400 
people. 

The specialty cheese business 
produces, markets and distributes 
a variety of specialty cheeses under 
a portfolio of Australian brands, 
including South Cape, Tasmanian 

Heritage, Mersey Valley and King 
Island Dairy. For calendar year 
2018, the specialty cheese business 
generated revenues of approxi-
mately A$192 million.

This acquisition enables Sapu-
to’s Dairy Division (Australia) to 
further diversify its product offer-
ing, adding to and complementing 
its current activities, the company 
said.

Saputo’s acquisition was final-
ized after the Australian Competi-
tion and Consumer Commission 
(ACCC) decided in late Septem-
ber that it would not oppose the 
proposed acquisition.

In August, the ACCC had raised 
preliminary competition concerns 
about Saputo’s proposed acquisi-
tion of Lion’s specialty cheese busi-
ness. The ACCC was concerned 
that the acquisition could substan-
tially lessen competition in the 

market for the acquisition of raw 
milk from farmers in Tasmania.

Saputo has an existing milk 
powder plant in Smithton, Tas-
mania. The ACCC’s investigation 
included a detailed examination of 
the impact this deal would have on 
competition for buying raw milk.

“We looked very closely at the 
transaction because it will com-
bine the processing plants of the 
second and third biggest raw milk 
buyers in Tasmania. We spoke with 
many farmers and other interested 
parties,” said Mick Keogh, ACCC 
deputy chair.

Fonterra is the largest buyer 
of raw milk and Saputo’s closest 
competitor in Tasmania, accord-
ing to the ACCC. Other proces-
sors include Mondelez-Cadbury, 
Lactalis-Parmalat and a small fresh 
milk plant in Hobart that Lion will 
retain.

“Some farmers told us that Lion 
had been offering competitive 
contract terms and they were con-
cerned these would be lost after 
the proposed acquisition. How-
ever, most farmers were not con-
cerned about the transaction, and 
told us the remaining milk proces-
sors will keep price and non-price 
terms competitive. Many farmers 
expressed strong support for Sapu-
to’s investment in cheese produc-
tion in Tasmania,” Keogh said.

“Ultimately, and on balance, 
we do not think this acquisition 
is likely to have the effect of sub-
stantially lessening competition” 
Keogh added. “However, the 
ACCC acknowledges that there is 
a significant degree of concentra-
tion in the Tasmanian dairy sector. 
Any further consolidation of dairy 
processors would cause significant 
concern.”
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USDA Purchases
(Continued from p. 1)

a volume and a value basis, than 
any other dairy product. In fiscal 
2019, AMS purchased a total of 
208.1 million pounds of cheese, 
including 75,965,610 pounds of 
Mozzarella, 73,443,480 pounds 
of natural American cheese, 
58,330,800 pounds of processed 
cheese, and 396,000 pounds of 
kosher processed cheese.

The value of those cheese pur-
chases was $402.3 million, or 
about 80.6 percent of the total 
value of the agency’s dairy product 
purchases in fiscal 2019.

By comparison:
 In fiscal 2018, AMS pur-

chased 182.5 million pounds of 
cheese, including 70,662,400 
pounds of natural American cheese, 
69,772,082 pounds of Mozzarella, 

41,778,000 pounds of processed 
cheese, and 316,800 pounds of 
kosher processed cheese. The value 
of those purchases was $317.4 mil-
lion, or about 83 percent of the total 
value of the agency’s dairy product 
purchases in fiscal 2018.
 In fiscal 2017, AMS pur-

chased 188.6 million pounds of 
cheese, including 76,363,161 
pounds of Mozzarella, 71,253,600 
pounds of natural American 
cheese, 40,708,800 pounds of pro-
cessed cheese and 316,800 pounds 
of kosher processed cheese. The 
value of those purchases was 
$343.1 million, or about 90.7 per-
cent of the agency’s dairy product 
purchases in fiscal 2018.

Fluid Milk Purchases
In fiscal 2019, fresh fluid milk was 
the number two product, on both 
a volume and a value basis, pur-

chased by AMS. And fiscal 2019 
was just the second year in which 
AMS purchased fresh fluid milk.

AMS purchased a total of 
120,871,993 pounds of fresh 
fluid milk in fiscal 2019, up from 
62,981,834 pounds in fiscal 2018 
and zero pounds in fiscal 2017. 
The value of the fiscal 2019 fluid 
milk purchases was $42.6 million, 
more than double fiscal 2018’s 
$20.4 million.

Also in fiscal year 2019, AMS 
dairy product purchases included:
 1,723,140 pounds of butter, 

with a value of $5.7 million; in fis-
cal 2018, AMS purchased 326,160 
pounds of butter with a value of 
$949,763.
 47,850,512 pounds of UHT 

milk, with a value of $19.6 million; 
in fiscal 2018, AMS purchased 
69,501,089 pounds of UHT milk 
with a value of $24.8 million.

 9,255,168 pounds of instant 
nonfat dry milk, with a value of 
$26.6 million; in fiscal 2018, AMS 
purchased 6,854,400 pounds of 
instant NDM with a value of $10.7 
million.
 1,590,222 pounds of high pro-

tein yogurt, with a value of $1.9 
million; in fiscal 2018, AMS pur-
chased 1,805,670 pounds of high 
protein yogurt with a value of $2.3 
million.
 669,222 pounds of evapo-

rated skim milk, with a value of 
$478,918; in fiscal 2018, AMS 
purchased 1,226,907 pounds of 
evaporated milk with a value of 
$782,428.

AMS purchases dairy and other 
food products for a variety of pro-
grams, including the National 
School Lunch Program, Child 
and Adult Care Feeding Programs, 
Summer Food Service Program, 
Nutrition Services Incentive Pro-
gram, Food Distribution Program 
on Indian Reservations, Commod-
ity Supplemental Food Program, 
and The Emergency Food Assis-
tance Program (TEFAP).

AMS also purchases dairy and 
other food products under several 
different authorities and laws. For 
example, in August of 2018, USDA 
announced plans to purchase fluid 
milk for distribution to TEFAP. 
Those purchases were made under 
the authority of Section 32 of the 
Act of August 24, 1935, with the 
purpose to encourage the contin-
ued domestic consumption of these 
products by diverting them from 
the normal channels of trade and 
commerce.

Also, AMS has been buying 
various dairy products, includ-
ing cheese, fluid milk, butter, and 
instant nonfat dry milk, as part of 
USDA’s trade mitigation efforts. 

AMS is planning to purchase an 
estimated $68 million in milk and 
other dairy products through the 
trade mitigation effort’s Food Pur-
chase and Distribution Program for 
delivery during 2020.

String Cheese And Butter
USDA on Thursday announced 
the awarding of contracts to two 
companies for a total of 604,800 
pounds of low moisture part 
skim Mozzarella String cheese 
for delivery during the first three 
months of 2020. The total price 
of the String cheese purchases was 
$1,534,857.66.

Contracts were awarded as 
follows: Baker Cheese Factory, 
37,800 pounds at a total price of 
$97,822.63; and Miceli Dairy Prod-
ucts Company, 567,000 pounds at 
a total price of $1,437,035.04.

USDA is also seeking 74,520 
pounds of butter for delivery during 
the first three months of 2020. The 
contract type is firm fixed price. 
Offers are due by 1:00 p.m. Central 
time on Wednesday, Nov. 13.

For more information, contact 
Jenny Babiuch, at jenny.babiuch@
usda.gov
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For more information, visit www.bruker.com/dairy
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EU Auditors To 
Examine Measures 
Taken By EU To 
Counteract Dairy 
Market Disturbances
Brussels, Belgium—The Euro-
pean Court of Auditors (ECA) is 
examining the exceptional mea-
sures the European Union (EU) 
took to counteract the dairy mar-
ket disturbances between 2014 and 
2017.

The auditors are assessing 
whether these measures, which 
cost 740 million euros from the 
EU budget, were properly designed 
and adequately mitigated the 
effects of the disturbances. The 
auditors will also check whether 
the European Commission and EU 
member countries are now better 
prepared for future dairy market 
disturbances.

Milk production is the EU’s top 
agricultural sector by value (58 bil-
lion euros in 2018), and currently 
accounts for about 14 percent of 
the EU’s agricultural output. To 
prevent dairy prices from declining 
to unsustainable levels, measures 
known as the “safety net” are in 
place to temporarily remove some 
surpluses from the market. These 
involve the public and private 
purchase and storage of butter and 
skim milk powder.

In 2014-15, EU milk prices 
dropped by 10 cents per liter to 
around 30 cents. The European 
Commission considered the milk 
sector to be confronted with mar-
ket disturbance due to a worldwide 
supply-demand imbalance, which 
the Russian ban on the import of 
agricultural products and foods 
originating in the EU played a role.

As a result, the Commission 
took exceptional measures to 
supplement the safety net. These 
measures were intended to pro-
vide temporary exceptional aid to 
those livestock farmers and milk 
producers most affected by the dis-
turbances. EU member countries 
could top up the EU funding from 
their national budgets.

“Milk producers were hit by a 
significant drop in their revenues,” 
commented Nikolaos Milionis, the 
ECA member leading the audit. 
“We will analyze whether the EU 
budget was well spent to help them 
overcome the crisis and whether 
the Commission is prepared for 
future market disturbances.”

The auditors will analyze the 
Commission’s policy and member 
countries’ data, as well as gathering 
information from farmers, profes-
sional organizations and the dairy 
industry. They will also carry out 
audit visits to France, Italy, Ireland 
and Finland to examine how the 
measures were put into practice.

The ECA report is expected to 
be published towards the end of 
2020.

FDA Makes PFAS Testing Method, Final 
PFAS In Foods Survey Results Available
Silver Spring, MD—The US Food 
and Drug Administration (FDA)
is making available a scientifically 
validated method for testing for 16 
types of per- and polyfluoroalkyl 
substances (PFAS) in a variety of 
food groups.

On Thursday, the agency also 
shared final results from its lim-
ited food sample testing in three 
surveys released in June, based 
on the application of the vali-
dated method, which established a 
method detection limit (MDL) for 
each food group tested. 

These three surveys included 
a general sampling of foods col-
lected as part of FDA’s Total Diet 
Study (TDS),  as well as a survey 
of produce and a survey of dairy 
products, both from specific areas 
affected by PFAS environmental 
contamination.

The final results show reduc-
tions in the number of positive 
samples compared to the agency’s 
initial results. These reductions 
stem in part from the application 
of the newly established MDL, 
the level at which PFAS can be 
reliably measured over repeated 
tested.

Regarding the Total Diet Study, 
the final results confirm and 
strengthen FDA’s initial finding 
that the specific PFAS chemi-
cals the agency tested for were 
not detected in most of the food 
samples that had been collected in 
2017 as part of FDA’s Total Diet 
Study.

Initially, FDA reported that 
certain PFAS chemicals were 
detected (although in many cases 
at very low levels) in 14 out of 91 
samples. The results released this 
week show detectable levels of cer-
tain PFAS chemicals in only two 
of 91 samples.

In addition, the final results 
include updated data for a single 
chocolate milk sample and a single 
chocolate cake sample tested as 
part of the sampling of foods from 
the Total Diet Study.

With additional research, FDA 
was able to determine that choc-
olate appears to produce false-
positives in the method, affecting 
results for both of these foods. 
Though initially the chocolate 
cake sample showed a high value 
for one type of PFAS, FDA has 
determined that there is no detect-
able PFAS in either chocolate-
containing food.

For the survey of dairy samples 
analyzed from two farms with PFAS 
contamination of groundwater, 
the final results indicate that the 
milk samples that were previously 
determined to be a health concern 
still had high levels of at least one 
PFAS, with FDA’s conclusions 
unchanged. All milk samples that 
were determined to be a potential 
human health concern were dis-

certain PFAS may cause serious 
health conditions, FDA said.

To advance knowledge on 
potential exposure from food 
and the associated health risks of 
PFAS, FDA is working with the 
US Environmental Protection 
Agency (EPA), the US Depart-
ment of Agriculture (USDA), the 
National Institutes of Health, the 
Centers for Disease Control and 
Prevention (CDC), and the US 
Department of Defense, as well as 
local and state governments and 
national organizations.

FDA said it is focused on assess-
ing foods for PFAS from envi-
ronmental contamination; and 
reviewing the limited authorized 
uses of PFAS in food contact appli-
cations.

Continued research and addi-
tional analyses of foods will help 
inform FDA efforts to identify and 
prioritize activities to reduce PFAS 
in human and animal food, the 
agency said. 

This research will also increase 
the agency’s ability to detect, eval-
uate, and respond more quickly 
to potential contamination issues 
involving food. 

To lead this effort, in 2019, the 
FDA formed an internal work-
group and is committed to engag-
ing with consumers, industry, and 
other federal, state, and local gov-
ernment partners in this process.

carded and did not enter into the 
human food supply.

Per- and polyfluoroalkyl sub-
stances (PFAS) are a family of 
human-made chemicals that are 
found in a wide range of products 
used by consumers and industry. 
There are nearly 5,000 types of 
PFAS, some of which have been 
more widely used and studied than 
others, FDA explained.

Many PFAS are resistant to 
grease, oil, water and heat. For 
this reason, beginning in the 
1940’s, PFAS have been used in 
a variety of applications includ-
ing in stain- and water-resistant 
fabrics and carpeting, cleaning 
products, paints, and fire-fighting 
foams. Certain PFAS are autho-
rized by FDA for limited use in 
cookware, food packaging and 
processing.

The widespread use of PFAS and 
their ability to remain intact in the 
environment means that over time 
PFAS levels from past and current 
uses can result in increasing levels 
of environmental contamination, 
FDA noted.  

While the science surrounding 
potential health effects of PFAS is 
developing, current evidence sug-
gests that the bioaccumulation of 
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Somerville, MA—The Massa-
chusetts Cheese Guild (MCG) is 
gearing up for the seventh install-
ment of its popular Massachusetts 
Cheese Festival, just in time for 
holiday gifting.

The habitually at-capacity event 
will be held Saturday, Nov. 2 at 
Somerville’s Arts at the Armory 
building. 

The first week-
end in November 
was selected because 
it’s just before the 
intense holiday rush, 
and because the 
busy season of fall 
festivals has started 
to slow down.

“We decided 
against summer 
because it’s so busy 
for our artisans 
with work on the farm, farmers’ 
markets, and lots of other New 
England events,” said Beth Falk, 
MCG board member and owner of 
Mill City Cheesemongers, Lowell, 
MA. 

“Small farmstead goat cheese 
makers really can’t leave their 
herds during kidding season in the 
spring, and other farmers face their 
most intense workloads in the sum-
mer,” Falk said.

The Guild initially wanted to 
design this event as a way to intro-
duce our agricultural work to an 
urban community, which is why 
we’ve held the Festival in Boston 
and Somerville, she said.

The Festival itself is a sales 
opportunity for cheese makers, 
but it’s not the primary focus  – it’s 
more about conversations between 
consumers and producers and edu-
cating people about the Guild’s 
work, Falk continued.

More than 800 visitors attended 
last year’s Cheese Festival over the 
course of the day, and MCG hopes 
to have the same size crowd this 
year. 

“The Festival sold out to capac-
ity in 2017 and 2018; if the venue 
could accommodate more people, 
I’m sure the crowd would grow,” 
Falk said.

Guests are invited 
to sample and pur-
chase artisan cheese 
and gourmet foods 
from local pro-
ducers. Chefs and 
cheese makers will 
also offer workshops 
and demonstrations 
throughout the day. 

Massachusetts-
based cheese com-
panies set to attend 

include Chase Hill Farm, Couet 
Farm & Fromagerie, Cricket Creek 
Farm, Dancing Goats Dairy, Fox-
boro Cheese Company, Grace 
Hill Farm, Grate Hill Blue, Grey 
Barn & Farm, High Lawn Farm, 
Little White Goat Dairy, Mozza-
rella House, Robinson Farm, Shy 
Brothers, Smith’s Country Cheese 
and Westfield Farm. 

“Without question, the most 
popular aspect of the Festival is the 
opportunity for visitors to meet our 
Massachusetts cheese makers and 
dairy farmers,” Falk said. 

“They’re the celebrities at the 
event, and there’s nothing quite 
like hearing about your favorite 
food from the people who make 
it,” she said.

“Because some of these farms 
have been operating for hundreds 
of years (one of our Artisan mem-
bers, Appleton Farms, was estab-
lished in 1638 and is the oldest 

Massachusetts Cheese Festival Planned For 
November 2 As Prelude To Holiday Season
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continuously operating farm in the 
country), the cheese makers have 
some great stories to tell,” Falk 
continued.

Events like the MA Cheese 
Festival are critical to the public’s 
understanding of our food system, 
she said. It brings together hun-
dreds of people and dozens of food 
producers from the state, and those 
kinds of connections reinforce the 
value of local food. 

“Consumers who meet their 
farmers are more inclined to sup-
port the people who protect our 
natural resources and agricultural 
heritage,” Falk said.

“When visitors see how many 
different types of cheese are made 
in a state as small as Massachusetts, 
they’re often surprised – and proud. 
They leave feeling invested in the 
success of their local farmers,” she 
continued.

The biggest success from hosting 
this festival for the past six years 
has come in spreading the word 
about Massachusetts cheese, Falk 
said.

“With hundreds of attendees 
each year and thousands more who 
read about the event or hear about 
it from their friends, we’ve expo-
nentially increased awareness of 
the great things local dairy farmers 
are doing,” she said.

“The biggest challenge is help-
ing those farmers find the time to 
leave their herds and their cheese 
rooms to attend the festival! Many 
small-scale cheese makers are 
family operations, with just a few 
employees,” she said.

“When you’re up at 4 a.m. to 
milk your cows or goats, then 
making cheese, then cleaning and 
tending to the rest of the farm, you 
don’t have much in the way of free 
time,” Falk said.

Tickets are available for pur-
chase online at www.macheeseguild.
org/ma-cheese-fest.

FREDA MOLENKAMP-OUD-
MAN has been selected as the 
new general manager of Alberta 
Milk, effective Dec. 1, 219. 
She succeeds MIKE SOUTH-
WOOD, who is retiring after 
19 years of service to the orga-
nization. Molenkamp-Oudman 
brings more than two decades of 
dairy and agriculture experience 
to her new role, joining Alberta 
Milk from Alberta Agriculture & 
Forestry, where she was the assis-
tant deputy minister of strategy, 
planning and governance. She 
also served as general manager of 
the Alberta Agriculture Products 
Marketing Council

MARC WOLF has been tapped 
as general manager of Matrix 
Packaging, succeeding MARC 
WILLDEN, who recently retired.  
Wolf has served as business 
development manager for B&R 
Automation since 2012. Before 
that, he as director of opera-
tions and global supply chain at 
Rovema Packaging Machinery, 
as well as  operations and mate-
rials manager at Bosch Packaging 
Technology.

CHRIS HALL has joined Sovos 
Brands as chief financial offi-
cer, effective Nov. 11. With 
extensive financial leadership 
experience, Hall most recently 
served as CFO of sport supple-
ment company Woodbolt Distri-
bution, LLC. Before that, Hall 
spent more than 20 years with 
PepsiCo Inc. in various execu-
tive financial positions.

Acosta has tapped TAYLOR 
CROWN to oversee its food-
service division as president. 
Crown is a second-generation 
food broker who held a number 
of leadership roles with Tyson 
Foodservice, Hillshire Brands 
and Sara Lee Foodservice. He 
most recently worked in man-
agement and strategy consulting 
with Accenture.

KATIE FITZGERALD has been 
named executive vice presi-
dent and chief operating officer 
at Feeding America, effective 
Jan. 13, 2020. In her new role, 
Fitzgerald will oversee the orga-
nization’s supply chain, equity 
initiatives, programs, network 
relations and research depart-
ments. Fitzgerald comes to Feed-
ing America from the Regional 
Food Bank of Oklahoma, where 
she has served for the past three 
years. 

To include your company’s lat-
est personnel changes death notices 
or company recognition, contact 
Moira Crowley at mcrowley@
cheesereporter.com or by calling 
608-246-8430.

PERSONNEL
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Trends in 2020
Continued from p. 7

Food brands are likewise taking 
notice for the next generation, and 
expanding menus beyond nostalgic 
foods with better-for-you ingredi-
ents and organic chicken nuggets. 

They’re bridging the gap from 
old-school basic kids’ menus and 
taking more sophisticated younger 
palates into consideration, with 
items such as Whole Foods Market 
Goat Cheese Crumbles

All About The Environment
Whole Foods also mentioned the 
growing consumer awareness of  
“regenerative agriculture” – farm-
ing and grazing practices that 
restore degraded soil, improve 
biodiversity and increase carbon 
capture to create environmental 
benefits, such as positively impact-
ing climate change.

The company singled out Cow-
girl Creamery of Point Reyes Sta-
tion, CA, as an operation with 
positive environmental benefit.

In the area of food waste, upcy-
cling is the new recycling, as com-
panies strive to follow a zero-waste 
approach by creating value from by-
products. In packaging, the focus is 
on using less of it, as well as devel-
oping sustainable alternatives.

On the foodservice side, efforts 
will call for reusable cup programs; 
portion-controlling dispensers to 
limit overuse and waste; straw-less 
lids, smaller napkins and wood-
fiber utensils; traceable sourcing of 
paper products; and more invest-
ment into compostable packaging 
that cycles back into the soil. 

Look for the industry to incor-
porate a wider range of resource-
efficient, circular practices in 
the name of sustainability – from 
hydroponic vegetable production 
to new ways of processing and 
distributing food leftovers, Tech-
nomic reported.

Appeal Of DoorDash, GrubHub
In regard to dining out, as more 
foodservice locations launch, at-
home delivery services are likewise 
booming.

More operators are expected to 
employ creative means to drive 
in-store traffic, from over-the-top 
LTOs and dine-in-only BOGO 
meals to promoting loyalty/
subscription-based rewards that 
require frequent visitation. 

Off-premise occasions will 
continue to flourish (the latest 
Technomic research shows that 
78 percent of operators consider 
off-premise sales to be a “strategic 
priority”), but 2020’s traffic battle 
will also bring on a flurry of coun-
teractive efforts by operators.

Restaurants will increasingly 
offer wow-factor, limited-time 
offers with fare that’s either expen-
sive, laborious, hard to acquire 
from suppliers or so off-the-wall 
they know the enthusiasm won’t 
last. 

What this means is that we’ll 
progressively see operators, even 
large chains, jumping on fads 
instead of waiting for trends as 
they have in the past, Technomic 
reported. Consumers can expect 
head-scratcher fare such as Asian 
cheese tea.

Alternatives To Flour, Sugar
The coming year will bring more 
interesting fruit and vegetable 
flours (like banana flour) into 
homes, with products like cauli-
flower flour in bulk and baking 
aisles, rather than already baked 
into crusts and snack products. 

Consumer packaged goods are 
getting in on the trend by replacing 
traditional alternative flours with 
tigernut flour in chips and snack 
foods, and tasty pastries made with 
seed flour blends. 

For those seeking sweetness out-
side of the usual suspects like sugar, 
stevia and honey, syrupy reduc-
tions from fruit sources like monk 
fruit, pomegranates, coconut and 
dates can add unique flavors into 

recipes for desserts, meat glazes and 
marinades. 

Swerve, a cup-for-cup zero-
calorie non-glycemic replacement 
for sugar, combines erythritol with 
ingredients from fruit and starchy 
root vegetables to produce a sweet-
ener that’s available in granular, 
confectioners’ and brown versions.

Looming Recession 
According to Blue Chip Eco-
nomic Indicators, 38 percent of 
economists believe the country is 
headed for an economic recession 
in 2020, while 41 percent foresee 
the recession hitting the US in 
2021 instead. 

Impacts such as the trade war 
with China, a slowdown in eco-
nomic growth in the European 
Union and drops in corporate prof-
its all represent looming risks to 
the US economy. Americans may 
be working, but caution is begin-
ning to creep into their spending 
behavior.

Expect a back-to-basics men-
tality to bubble up, as consumers 

increasingly trade down to lower-
priced occasions across food-
service segments, according to 
Technomic. In response, operators 
who’ve already learned the hard 
lessons of 2008 will communicate 
a more direct value story.

Going forward, the savviest 
foodservice companies will also 
pivot and develop a more strategic 
voice to reach the needs of sev-
eral key generations – from retiring 
baby boomers to a growing number 
of millennial parents.

With looming economic and 
overall pressure, stress and anxiety 
are key concerns in modern life as 
consumers manage careers, fami-
lies and social lives while striving 
to maintain healthy lifestyles, both 
physically and mentally, Innova 
reported.

Responses to this vary, although 
the majority of consumers aim to 
balance the benefits and costs of 
busy lifestyles. This, in turn, raises 
the demand for nutritious foods 
that are easy to prepare, conve-
nient and portable. 
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Innophos Holdings 
To Be Acquired By 
One Rock Capital 
Partners
Cranbury, NJ—Innophos Hold-
ings, Inc., an ingredient producer, 
recently announced that it has 
entered into a definitive agreement 
with an affiliate of One Rock Cap-
ital Partners, LLC, whereby One 
Rock will acquire all of Innophos’ 
outstanding shares in a transaction 
valued at about $932 million.

Innophos, headquartered in 
Cranbury, NJ, has manufacturing 
operations across the US, as well 
as in Canada, Mexico and China. 
The company manufactures spe-
cialty ingredient solutions. In the 
dairy industry, Innophos offers 
solutions for various soft cheese, 
yogurt, and dessert applications.

“After careful consideration and 
a thorough review of our strategic 
alternatives, including an out-
reach program to multiple poten-
tial financial and strategic partners 
over several months, the board 
determined that a sale to one Rock 
is in the best interest of all of our 
stakeholders,” said Kim Ann Mink, 
Innophos chairman, president and 
chief executive officer. 

“We remain confident that our 
transformational strategy is the 
right path forward for Innophos; 
however, executing on this strategy 
in an increasingly volatile macro-
economic and complex financial 
environment as a small-cap pub-
lic company remains challenging 
and could take longer than initially 
expected,” Mink added. “While 
we believe our long-term goals are 
achievable, we believe that the 
offer from One Rock is in the best 
interest of our stockholders as it 
will deliver immediate and certain 
value.”

“Innophos’ innovative ingredi-
ent solutions are used by world-
leading brands across a wide range 
of attractive food, health, nutrition 
and insutrial markets. The com-
pany has a strong foundation and 
a transformative growth strategy,” 
said Tony W. Lee, managing part-
ner of One Rock.

“In drawing upon One Rock’s 
extensive experience, part of our 
goal is to maximize Innophos’ 
growth potential by continuing to 
expand its presence in high-growth 
food, health and nutrition markets, 
while further strengthening and 
optimizing its cash-generative core 
business,” Lee continued. “We look 
foward to working with Innophos 
to accomplish these goals and posi-
tion the company for continued 
success.”

One Rock Capital Partners, a 
middle-market private equity firm, 
makes controlling investments 
in companies with potential for 
growth and operational improve-
ment.

Provisur Awarded 
Patent For Device For 
Conveying Cheese 
Products
Washington—The US Patent 
and Trademark Office (USPTO) 
this week awarded a patent for an 
invention related to a conveyor 
device for conveying food products 
on a plurality of parallel conveyor 
tracks and for formatting the food 
products in a specific product for-
mat, especially for conveying and 
formatting stacks or interleaved 
units made of a plurality of slices 
of cheese or meat products.

The inventor is Jurgen Bialy. 
The patent was assigned to Provi-
sur Technologies, Inc.

The underlying object of this 
invention is to prevent product 
gaps when food products are sliced 
on a plurality of 
parallel conveyor 
tracks having sepa-
rately adjustable 
conveyor speeds. 

This object is 
attained using an inventive con-
veyor device and a corresponding 
method in accordance with the 
independent claims.

The invention includes the gen-
eral technical teaching of filling 
with food products any product 

gaps on one of the conveyor tracks 
at the output of a slicing device 
so that when possible both con-
veyor tracks are always supplied 
with food products at the output of 
the slicing device. The invention 

therefore provides 
a conveyor device 
that is arranged 
downstream of the 
slicing device, in the 
conveying direction, 

and thus transfers sliced food prod-
ucts (e.g., stacks of sliced cheese) 
to a plurality of parallel conveyor 
tracks.

More information is available 
from Provisur Technologies, Inc., 
at www.provisur.com.

RELCO, LLC, a manufacturer of 
cheese and dairy processing sys-
tems and equipment, this week 
announced that it is expanding its 
cooperation with Innovative Dairy 
Systems (New Zealand) to increase 

the RELCO offering of draining/
matting/cheddaring belts.

On the back of new fea-
ture upgrades, cheese belt sales 
in Australia and Ireland have 
already been achieved, RELCO 

reported. Capacities for continu-
ous belts from 2,000 pounds per 
hour to 33,000 pounds per hour are 
achieved with four different belt 
widths.

RELCO has also added new 
options to the L-Tech Lac-
tose Solution to address new 
requirements for finished 
product color, and ash con-
tent. The resolution retains 
the best in class two-stage 
drying system, the company 
noted.

Finally, RELCO is add-
ing new powder sampling 
options, new hose reel and 
precision motion control for 
TRU-FINISH tables.

For the new cheese belts, 
a unique feature is the use 
of proprietary belts for 
improved hygiene and life 

expectancy. Designs are individu-
alized for curd height, retention 
time and style/number of stirrers to 
allow a large variety of cheese and 
give control to the cheese maker, 
RELCO said.

RELCO Increases Cheesemaking Offering Of 
Draining/Matting/Cheddaring Belts

L-Tech Lactose solutions can be 
customized for individual customer 
requirements while also adjusting 
for different feedstocks. 

New powder samplers incor-
porate batch identification and 
can be packaged automatically 
into sachets that allow traceabil-
ity for end users. TRU-FINISH 
upgrades provide higher degrees 
of automation and precision to 
addition of salt and ingredients, 
RELCO said.

Also, RELCO and a partner will 
be releasing a combined solution 
for non-dye based inspection ser-
vices including field repairs.

For cheese product innovations, 
contact either Steve Ejnik (VP, 
cheese equipment and systems, at 
sejnik@relco.net, 320-212-5608) 
or Tom Gumpert (sales engineer, 
cheese equipment and systems, 
at tgumpert@relco.net, 920-286-
2842). For lactose and powder 
product innovations, contact 
either Jon Bloch (sales manager, 
North America, at jbloch@relco.
net, 320-905-4122) or Mark Litch-
field (VP, sales, at mlitchfield@relco.
net, 612-309-2207).

For more information, visit 
www.relco.net.

Call 608-246-8430 or email: info@cheesereporter.com to subscribe or
for questions regarding the Cheese Reporter App

With our global reputation for high-performing slicers, our Formax® SX380 
slicer offers down-to-the-blade product control for a range of cheeses and 
presentations, and an open design that promotes hygiene. The SX380 is 
also incredibly flexible — configure for today’s applications, then modify 
as your needs change.

� Choose 1 or 2 independent product drives for optimal weight control

� Optional 3D product scanning and interleaving

� Open design and tool-free disassembly boosts hygiene and safety

� High throughput in a very small footprint

� Full range of product handling systems available to automate 
your operations 

See the SX380 at Provisur.com/Slicing

VISIT US 
at the Cheese Industry Conference
April 17, 2019
Madison, WI
Booth #327

Formax® SX380
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Maximize Cheese Slicing 
Efficiency and Performance
with the Formax® SX380 
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Stickney Hill Named NCCIA Contest 
Champion; Auction Raises $16,445
Rochester, MN—A plain Chevre 
made at Stickney Hill Dairy, 
Rockville, MN, was named Grand 
Champion of the North Central 
Cheese Industries Association’s 
(NCCIA) annual cheese contest 
here last month.

Stickney Hill’s first place goat 
cheese entered in the Miscella-
neous category took top honors 
over the barrel and Cheddar block 
categories.

Trent Sterry of AMPI-Blair, 
Blair, WI, was named top Ched-
dar Block manufacturer while John 
Borash of First District Associa-
tion, Litchfield, MN, was named 
winner of the Barrel cheese cat-
egory.

A record total of $16,445 was 
raised to support student scholar-
ships by the NCCIA through the 
annual cheese competition auc-
tion. The previous record was set 
in 2018.

The top five buyers in this 
years’s contest were Prairie Farms, 
Nelson-Jameson, CFR, Advanced 
Process Technologies (APT) and 
Chr. Hansen.

Prairie Farms purchased the 
largest amount of the winning 
cheeses with the largest contribu-
tion of $3,600 toward the NCCIA 
scholarships.

First, second and third place
winners in the NCCIA cheese 
contest, along with the winning 
buying companies, are as follows:

40-Pound Cheddar Block
First Place: Trent Sterry, AMPI-
Blair, Blair, WI.

The block was cut into eight 
five-pound pieces which were sold 
for a total of $4,250.00
Buyers: CFR purchased three 
pieces for $1,400.00. Two pieces 

were sold to Nelson-Jameson for 
a total of $1,325; one piece was 
sold to Mark Cater of Nutricepts 
for $525.00; one piece was sold to 
Kent Vogel of DSM Food Special-
ties for $500.00; and one piece was 
purchased by Daryl Larson of Bon-
gards for $500.
Second Place Winner: Steve 
Schnell, Land O’Lakes, Kiel, WI.

This block was also cut into 
eight five-pound pieces and was 
sold for a total of $2,050.00
Buyers: Two pieces were sold 
to Nelson-Jameson for a total of 
$550.00; two pieces was sold to 
Philip Cunningham of APT for 
$500.00; Ecolab purchased two 
pieces for $500.00; QualiTru Sam-
pling Systems purchased a piece 
of the second place winner for 
$250.00; and DSM purchased a 
piece for $250.00.
Third Place: Steve Voss, AMPI-
Rochester, Rochester, MN.

The third place cheese block 
was also cut into eight five-pound 
pieces and was sold for a total of 
$1,975.00
Buyers:  Two pieces were sold to 
APT for $520.00; Mark Cater of 
Nutricepts purchased two for a 
total of $500.00; two pieces were 
bought by Chris Milligan of Tril-
ogy Essential Ingredients for a total 
of $450; DSM purchased a cut for 
$280; and David Ewing of Kelley 
Supply purchased a cut for $225.

500-Pound Barrel Cheese
First: John Borash, First District 
Association, Litchfield, MN
Second Place: Zac McCann, First 
District Association
Third Place: Doug Anderson, First 
District Association, Litchfield

The barrel cheese was not auc-
tioned off.

Miscellaneous Cheese
First Place: Stickney Hill Dairy, 
Plain Chevre, Rockville, MN.
Buyers: Six pieces of the grand 
champion were auctioned off 
with two pieces being puchased 
for $1,000 by Anderson Chemi-
cal; two pieces being purchased by 
Dairy Connection and two pieces 
being bought by APT. In total, the 
cheese sold for $1,800.
Second Place: Rod Kregel, Prairie 
Farms, Luana, IA, Swiss cheese
Buyers: The second place cheese 
was cut into three pieces, which 
were purchased for $3,600 by Prai-
rie Farms.

Third Place: Andrew Warner, 
Bongards, Norwood, MN, Ameri-
can cheese with jalepeno.

The third place winner was auc-
tioned off in two pieces and sold 
for a total of $1,100.00.
Buyers: Chr. Hansen purchased  
both  pieces for a total of $1,100.

The NCCIA auction started 15 
years ago and through that time 
has raised approximately $101,756 
for student scholarship funds, 
which have gone to students at the 
University of Minnesota, South 
Dakota State University, and the 
University of Wisconsin-River 
Falls.

The AMPI crew celebrate their first-place win in the 40-pound Cheddar block category with one 
of the auction buyers during the North Central Cheese Industries Association annual meeting 
held last month in Rochester, MN. In the photo (left to right) are Alexandra Keller and Mike 
Wolkow of AMPI, Kent Vogel, DSM Food Specialties, and Mark Frederixon and Tom Berry also 
from AMPI.

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

Reduce the Risk of 
Contamination 

Our color-coded 
offering can help 
minimize the risk of 
cross-contamination 
and lay the foundation 
for a solid food safety 
program.

Request our 56-page 
catalog today!

It’s in everything we do,

from full-plant installations,

to designing pasteurization

 systems, to fabricating

tanks and vessels. 

Doesn’t your next

project deserve the

skill of true craftsmanship?

kossindustrial.com
Green Bay, WI

1-800-844-6261

Custom Stainless Steel
Processing Equipment

Koss is a leading manufacturer of 

custom stainless steel processing 

equipment for the cheese, dairy and 

other sanitary industries. 

From pasteurizers to PMO tanks,

mixers to molders, and cookers to 

conveyors, we’ve got you covered.

Cookers

CIP 
Systems

Grinders
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For more information, visit www.kossindustrial.comFor more information, visit www.nelsonjameson.com
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Nov. 4-6: NMPF, NDB, UDIA 
Joint Annual Meeting, Hyatt 
Regency Hotel New Orleans, 
New Orleans, LA. Visit www.
nmpf.org for more details.

•
Nov. 5-7: Global Cheese Tech-
nology Forum, Peppermill 
Resort, Reno, NV. Visit www.
adpi.org/GlobalCheeseTech-
nologyForum for more infor-
mation.

•
Nov. 5-8: Dairy Practices Coun-
cil 50th Annual Conference, Hol-
iday Inn by the Bay, Portland, 
ME. Visit www.dairypc.org for 
complete event details.

•
Nov. 17-19: PLMA Private Label 
Trade Show, McCormick Place, 
Chicago, IL. For more informa-
tion, visit www.plma.com.

•
Jan. 19-21: Winter Fancy Food 
Show, Moscone Center, San 
Francisco, CA. For details, visit 
www.specialtyfood.com.

•
Jan. 26-29: Dairy Forum 2020, 
The Westin Kierland Resort & 
Spa, Scottsdale, AZ. Details and 
registration information avail-
able at www.idfa.org.

•
March 3-5: World Champion-
ship Cheese Contest, Monona 
Terrace Convention Center, 
Madison, WI. Visit www.world-
championcheese.org.

•
March 17-19: 22nd Dairy Ingre-
dients Symposium, Santa Bar-
bara Hilton Beachfront Resort, 
Santa Barbara, CA. Visit www.
adpi.org for more details.

•
April 14-16: Cheese Expo, Wis-
consin Center, Milwaukee, WI. 
For details, visit www.cheese-
expo.org.

•
May 31-June 2: IDDBA Expo, 
Indianapolis, IN. More informa-
tion will be available online at 
www.iddba.org.

•
July 22-25: ACS Cheese Confer-
ence & Competition, Portland, 
OR. Registration and more 
information will soon be avail-
able online at www.cheeseso-
ciety.org.

PLANNING GUIDE

International Whey Conference Is Sept. 6-9, 
2020 In Dublin, Ireland; Registration Open
Dublin, Ireland—Members of the 
global whey industry are invited to 
save the date and attend the ninth 
International Whey Conference 
here Sept. 6-9, 2020 at the Royal 
Dublin Society (RDS).

The four-day event will provide 
a platform to exchange knowledge 
and experiences between the whey 
business community and scientists 
from around the world. The con-
ference theme is “A Better Whey 
of Life,” and will cover topics such 
as nutrition, ingredients, markets, 
technology, sustainability and the 
environment, applications, regula-
tions and policy.

The conference kicks off Sun-
day evening with opening of the 
marketplace and welcome recep-
tion.

Monday begins with a plenary 
session on the current state of the 
international whey sector, fol-
lowed by predictions for the future. 
A breakout session on nutrition 
and markets will look at body 
composition, weight management, 
non-communicable diseases and 
consumer perceptions.

Speakers will also highlight 
whey ingredients for sports nutri-
tion.

A concurrent session on ingre-
dients and technology will cover 
sustainable whey processing and 
new applications for whey ingre-
dients. Monday’s agenda will wrap 
up with a marketplace cheese and 
wine reception.

Tuesday starts with plenary ses-
sions on whey markets and com-
munication, and alternative uses 
for whey protein. The nutrition 
track will look at infant formula, 
growing up on milk, medical nutri-
tion, innovation for seniors and 
current whey sector policies. The 
ingredients and technology track 
will cover separation and fraction-
ation, thermal processing, drying 
and emerging technologies.

The final day of the conference 
will discuss “A Better ‘Whey’ Of 
Life,” and “The ‘Whey’ Forward.” 
Participants will adjourn after 
lunch.

Registration is open online, and 
the early sign-up deadline is June 
12, 2020. Cost for industry mem-
bers prior to the deadline is about 
$984. Student and academic dis-
counts are also available.

To register on line or for more 
information, visit www.internation-
alwheyconference.com.

University Of Nebraska Food Microbiology 
Workshop Set For March 24-26 In Lincoln
Lincoln, NE—A basic food micro-
biology training workshop will be 
offered here March 24-26, 2020 at 
the University of Nebraska-Lin-
coln’s Food Processing Center on 
campus.

The three-day workshop is to 
designed provide basic food micro-
biology training to those individu-
als working in testing laboratories, 
but have no formal training in 
microbiology. 

It particularly applies to those 
involved in food microbiology test-
ing at all levels – from the bench to 
lab supervisors and directors.

Instructors will cover the basics 
of microbiological testing methods 
commonly used by the food indus-
try, including detection, enumera-
tion, isolation, and identification 
of pathogens.

The workshop is delivered in 
both classroom and lab environ-
ments, and features demonstrations 
and hands-on sessions regarding 
general microbiology and patho-
gen detection. Students will learn 

the methods used to isolate impor-
tant spoilage and indicator micro-
organisms, along with a variety of 
techniques utilized for foodborne 
pathogen detection.

It will also provide informa-
tion on the ecology of microor-
ganisms and pathogens in foods, 
and what measures are used to 
prevent their growth, as well as 
the importance of using validated 
testing methods.

Other specific topics of discus-
sion include gram-negative and 
gram-positive pathogens; probiot-
ics and lactic acid bacteria; micro-
bial limits – what are they and 
what do they mean, and the future 
forecast.

A registration fee of $900  per 
student includes lunches, refresh-
ments, course materials and lab 
supplies. The deadline to register 
is March 1. 

For complete course details or 
to sign up for the workshop online, 
visit www.fpc.unl.edu/food-microbi-
ology-workshop.

Exhibit Sales Open 
For 2021 ProFood 
Tech In Chicago, IL
Chicago—Exhibit sales have 
opened for the return of ProFood 
Tech here April 13-15, 2021 at 
McCormick Place.

Produced by the International 
Dairy Foods Association (IDFA), 
Pack Expo and Koelnmesse, the 
biennial, three-day expo will show-
case the future of food and beverage 
processing, drawing an anticipated 
6,000 industry professionals. 

The exhibit floor spans nearly 
120,000 square feet and is expected 
to draw about 450 processing sup-
pliers from around the world.

“ProFood Tech has quickly 
become the place to see all that 
is new and innovative in food 
and beverage processing,” said Jim 
Pittas, president and CEO of the 
Association for Packaging and Pro-
cessing Technologies (PMMI). 

The show attracts senior-level 
decision-makers who can find all 
the solutions they are looking for 
under one roof, Pittas said.

For more details on exhibiting, 
visit www.profoodtech.com.

PLMA Trade Show To 
Cover Plant-Based 
Boom, CBD Products
Chicago—Educational sessions at 
the Private Label Manufacturers 
Association’s (PLMA) upcoming 
trade show here will look at the 
latest in online retailing and new 
product trends.

PLMA will host the show here 
Nov. 17-19 at McCormick Place, 
with former FDA commissioner 
Scott Gottlieb delivering the 
opening keynote address Monday 
morning. FDA is currently look-
ing at regulations that will affect 
the dairy industry, including hemp-
derived CBD products and ingredi-
ents, and labeling for plant-based 
meat and dairy products.

Ali Dibadj, a partner at Alliance 
Bernstein global asset management 
company, will be a featured speaker. 
Other big topics of discussion will 
include the battle for delivery of 
online grocery orders, and how 
e-commerce is changing the retail 
sector. For complete show details, 
visit www.plma.com.
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1. Equipment for Sale

FOR SALE: VAT PASTEURIZER C. 
van ‘t Riet, Double O, 2,000 liter/528 
gallon. Includes lids, airspace heating, 
circulation pump, curd knives, stir strips, 
leak detection valve, chart recorder, 
product/airspace thermometers. 
$34,000 OBO (360) 880-7782.

EQUIPMENT FOR SALE: Cryovac 
Rotary Chamber Vac Model 8610-14. 4 
chambers with 14” dual seal wire set-
up. Chamber product size is 12”x14” 
or 6”x18”. Machine is 460 volt 3 phase. 
Completely refurbished. Call 608-437-
5598 x 2344 or email: akosharek@
dairyfoodusa.com

FOR SALE: Used complete Johnson 
Shred line with Ishida scale and Hays-
sen bagger.  Please call 724-475-4015.

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

FOR SALE: 1500 and 1250 cream 
tanks. Like New. (800) 558-0112. (262) 
473-3530. ALFA-LAVAL SEPARATOR:
Model MRPX 518 HGV hermetic sepa-
rator. Can be set up for warm or cold. 
Call GREAT LAKES SEPARATORS at 
(920) 863-3306 or e-mail drlambert@
dialez.net.

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

1. Equipment for Sale

WESTFALIA SEPARATORS: New 
arrivals!  Great condition. Model num-
bers 120, 130, 170 and 200. All water 
savers. Call GREAT LAKES SEPA-
RATORS at (920) 863-3306 or e-mail 
drlambert@dialez.net.

SEPARATOR NEEDS - Before you buy 
a separator, give Great Lakes a call. 
TOP QUALITY, reconditioned machines 
at the lowest prices. Call  Dave Lam-
bert, Great Lakes Separators at  (920) 
863-3306; drlambert@dialez.net for 
more information.

2. Equipment Wanted

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

3. Products, Services

FOR SALE: Unique Corrugated Cow 
Print Gift Boxes for the Holidays 
or year-round Regular Cow Print.
Various sizes available from Dairyland 
Packaging.  Please e-mail: sandy@
dairylandpackaging.com or call (608) 
798-2247.  Check out our website: 
dairylandpackaging.com.  We are 
your source for all packaging needs.

4. Walls & Ceiling

EXTRUTECH PLASTICS Sanitary 
POLY BOARD© panels provide bright 
white, non-porous, easily cleanable 
surfaces, perfect for non-food contact 
applications. CFIA and USDA accepted 
and Class A for smoke and flame. Call 
EPI Plastics at 888-818-0118 or www.

epiplastics.com for information.

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

5. Real Estate

DAIRY PLANTS FOR SALE:            
http://dairyassets.webs.com/acqui-
sitions-mergers-other. Contact Jim 
at 608-835-7705; or by email at jim-
cisler7@gmail.com

6. Promotion & Placement

PROMOTE  YOURSELF - By contact-

ing Tom Sloan & Associates. Job 

enhancement thru results oriented pro-

fessionals. We place cheese makers, 

production, technical, maintenance, engi-

neering  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. Help Wanted

Looking for qualifed candidates to round 
out your team? Advertise here and at 
www.cheesereporter.com.

 

Gasket Material
for the

Dairy Industry

TC Strainer Gasket 

TC Strainer Gasket 440-953-8811
gmiinc@msn.com

www.gmigaskets.com

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

*USDA Project 
Number 13377

 

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

10. Cheese & Dairy Products

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

15. Warehousing

REFRIGERATOR SPACE AVAILABLE 
at our warehouse in Rochester, Min-
nesota (on Hwy 63, 4 miles from Hwy 
52, and 15 miles from I-90). 2,400 sq ft 
space for $1,999.00 per month (.83 per 
sq ft)! We offer 24/7 LTL cold storage 
access. Please contact John at Min-
nesota Cold Storage at 507-251-3863, 
email at minnesotacoldstorage@
gmail.com, and visit our website at 
www.minnesotacoldstorage.com.

FREEZER SPACE available at our 

warehouse facilities in Wisconsin and 

Utah. We have expanded and have 

freezer and cooler space available. 

Please contact Bob at MARTIN 

WAREHOUSING at 608-435-2029 or 

email at bobs@martinmilk.com.

Your Source For New & Used Dairy Processing Equipment

Ullmer’s Dairy Equipment & Fabrication

We offer the following services:
Laser Cutting

Bending
Rolling

Custom Fabrication & Welding

We offer the following services:We offer the following services:We offer the following services:We offer the following services:

    Paul:      paul@ullmers.com
   Contact Us Today!  Trevor:    trevor@ullmers.com
  www.ullmers.com Or call:     920-822-8266

Western Repack

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

Handling cheese both as a 
service and on purchase. 

Bring us your special projects

Western Repack, LLC
(801) 388-4861

 We Purchase Fines and Downgraded Cheese

COME TO THE EXPERTS
WHEN YOU'RE TALKING 
SEPARATORS & CLARIFIERS

COME TO THE EXPERTS
WHEN YOU'RE TALKING 
SEPARATORS & CLARIFIERS

80 Years of Combined
Experience and Honesty
in the Sale of:
• Separators, Clari�ers & Centrifuges
• Surplus Westfalia & Alfa Laval Parts
• Unbeatable Pricing
• 24/7 Trouble Shooting

COME TO THE EXPERTS
WHEN YOU'RE TALKING 
SEPARATORS & CLARIFIERS
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P: (920) 863-3306 •  F: (920) 863-6485  

 E: drlambert@dialez.net
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DAIRY PRODUCT SALES

 Oct. 26 Oct. 19 Oct. 12 Oct. 5
40-Pound Block Cheddar Cheese Prices and Sales

Weighted Price  Dollars/Pound
US 2.0570 2.0420 2.0327 2.0941 
Sales Volume  Pounds
US 13,396,049 11,333,151 12,270,353 12,472,595

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

Weighted Price  Dollars/Pound  
US 2.0771 1.9409 1.8438 1.8796 
Adjusted to 38% Moisture  
US 1.9685 1.8458 1.7486 1.7822 
Sales Volume  Pounds
US 11,155,683 10,068,726 10,158,193 11,264,955 
Weighted Moisture Content Percent
US 34.58 34.81 34.62 34.61

Butter

Weighted Price  Dollars/Pound
US 2.1435 2.1416• 2.1573• 2.1821• 
Sales Volume                                        Pounds
US 3,454,602 3,469,315• 2,501,681• 3,2387,889•

Dry Whey Prices

Weighted Price  Dollars/Pounds
US 0.3255 0.3291 0.3553 0.3546
Sales Volume
US 8,216,718 9,537,774 7,466,399 6,625,903

Nonfat Dry Milk

Average Price  Dollars/Pound
US 1.1213 1.1070• 1.0951 1.0672•
Sales Volume  Pounds
US 20,208,896 17,166,797• 16,172,473 24,511,722• 
     

October 30, 2019—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.   •Revised

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

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

CHEESE REPORTER SUBSCRIBER SERVICE CARD

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

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

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

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

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

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

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

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

PLEASE SEND ME MORE INFORMATION ON:
___Advertising  ___Subscribing       _____Subscripion Change   ___Other_________________

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

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

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

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

City/St/Zip  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 
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Class III - Cheese Milk Price  2018 2019
PRICE (per hundredweight)  $15.53 $18.72
SKIM PRICE (per hundredweight)  $6.86 $10.68

Class II - Soft Dairy Products  2018 2019
PRICE (per hundredweight)  $15.54 $16.68
BUTTERFAT PRICE (per pound)  $2.5621 $2.4101
SKIM MILK PRICE (per hundredweight) $6.81 $8.54

Class IV - Butter, MP  2018 2019
PRICE (per hundredweight)  $15.01 $16.39
SKIM MILK PRICE (per hundredweight) $6.29 $8.27
BUTTERFAT PRICE (per pound)  $2.5551 $2.4031
NONFAT SOLIDS PRICE (per pound) $0.6990 $0.9186
PROTEIN PRICE (per pound)  $1.7185 $3.1700
OTHER SOLIDS PRICE (per pound)  $0.2553 $0.1447

SOMATIC CELL Adjust. rate (per 1,000 scc) $0.00078 $0.00098
AMS Survey Product Price Averages   2018 2019

Cheese    $1.9694
Cheese, US 40-pound blocks   $1.5686 $2.0569
Cheese, US 500-pound barrels    $1.8379
Butter, CME  $2.2814 $2.1559
Nonfat Dry Milk   $0.8739 $1.0957
Dry Whey  $0.4470 $0.3396

Class Milk & Component Prices
October 2019 with comparisons to October 2018

DAIRY FUTURES PRICES
SETTLING PRICE                                                                                            *Cash Settled
Date Month Class III* Class IV* Dry Whey* NDM* Butter* Cheese*
10-25 October 19 18.67 16.41 33.400 109.800 214.600 1.9680
10-28 October 19 18.67 16.41 33.400 109.700 214.600 1.9680
10-29 October 19 18.67 16.41 33.400 109.825 215.025 1.9700
10-30 October 19 18.72 16.39 33.960 109.570 215.590 1.9690
10-31 October 19 — — — — — —

10-25 November 19 19.55 16.55 32.100 114.225 209.500 2.0680
10-28 November 19 19.68 16.71 31.725 114.650 212.000 2.0870
10-29 November 19 19.86 16.75 31.500 115.000 211.825 2.1020
10-30 November 19 20.21 16.81 31.000 116.000 212.175 2.0020
10-31 November 19 20.11 16.78 31.000 115.075 212.275 2.1340

10-25 December 19 18.57 16.53 33.000 115.950 206.000 1.9670
10-28 December 19 18.59 16.57 32.650 115.875 208.750 1.9710
10-29 December 19 18.92 16.74 32.500 116.450 208.750 2.0040
10-30 December 19 19.48 16.78 32.750 117.250 208.250 2.0580
10-31 December 19 19.47 16.80 32.800 116.625 209.900 2.0550

10-25 January 20 17.59 16.67 34.025 117.000 206.200 1.8540
10-28 January 20 17.61 16.67 33.500 117.300 208.550 1.8600
10-29 January 20 17.74 16.73 33.500 118.050 208.000 1.8710
10-30 January 20 17.89 16.81 33.300 118.500 208.025 1.8920
10-31 January 20 17.87 16.82 34.000 118.475 208.900 1.8870

10-25 February 20 17.01 16.74 34.125 118.075 207.500 1.7900
10-28 February 20 17.04 16.86 34.000 118.000 209.025 1.7970
10-29 February 20 17.09 16.86 34.000 118.775 209.125 1.8000
10-30 February 20 17.16 16.90 34.500 119.575 208.475 1.8080
10-31 February 20 17.16 16.98 34.750 119.375 209.425 1.8020

10-25 March 20 16.79 17.06 34.500 118.975 212.650 1.7660
10-28 March 20 16.82 17.11 34.500 118.500 215.800 1.7680
10-29 March 20 16.86 17.11 35.000 119.600 213.000 1.7710
10-30 March 20 16.92 17.11 34.075 119.800 212.425 1.7800
10-31 March 20 16.95 17.21 34.975 120.475 213.625 1.7820

10-25 April 20 16.87 17.27 34.525 119.500 215.000 1.7740
10-28 April 20 16.87 17.27 35.000 119.175 217.050 1.7730
10-29 April 20 16.94 17.27 35.000 120.100 216.000 1.7780
10-30 April 20 16.96 17.28 35.000 120.550 215.750 1.7790
10-31 April 20 16.96 17.33 35.000 121.000 216.550 1.7770

10-25 May 20 16.95 17.45 36.000 120.100 218.000 1.7790
10-28 May 20 16.95 17.45 36.000 119.600 220.000 1.7790
10-29 May 20 17.01 17.45 36.000 120.600 218.400 1.7810
10-30 May 20 17.04 17.45 36.000 121.250 218.600 1.7840
10-31 May 20 17.02 17.52 36.250 121.325 219.500 1.7820

10-25 June 20 17.05 17.59 35.525 120.750 220.025 1.7850
10-28 June 20 17.05 17.59 35.475 120.075 222.025 1.7860
10-29 June 20 17.08 17.59 35.700 121.500 221.500 1.7910
10-30 June 20 17.15 17.59 36.000 122.475 221.500 1.7930
10-31 June 20 17.11 17.67 36.500 121.875 222.000 1.7880

10-25 July 20 17.23 17.73 37.300 121.000 222.025 1.7960
10-28 July 20 17.23 17.73 37.250 120.700 223.500 1.7950
10-29 July 20 17.26 17.73 37.250 122.100 223.000 1.7990
10-30 July 20 17.33 17.73 37.250 123.050 223.000 1.8020
10-31 July 20 17.33 17.80 37.250 122.425 223.000 1.8030

10-25 August 20 17.39 17.83 37.850 121.750 222.875 1.8070
10-28 August 20 17.38 17.83 37.800 121.300 225.000 1.8060
10-29 August 20 17.40 17.83 37.800 122.650 224.700 1.8070
10-30 August 20 17.47 17.83 37.800 123.500 224.700 1.8070
10-31 August 20 17.46 17.83 37.800 123.000 224.125 1.8080

Interest - Oct. 31 20,588 7,107 1,865 7,435 7,888 16,718
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DAIRY PRODUCT MARKETS
AS REPORTED BY THE  US DEPARTMENT OF AGRICULTURE

WHOLESALE CHEESE MARKETS

WHOLESALE BUTTER MARKETS - OCTOBER 30
WEST: Decreasing prices at the CME have 
prompted some buyers to lay on additional 
coverage, either for the upcoming winter hol-
idays or for the first quarter of 2020. Other 
buyers have their near-term butter needs 
filled and are willing to hold out for better 
deals. They seem to want to get past the 
holidays, when they think cream and butter 
will be readily available and butter prices 
lower, so they can negotiate favorable con-
tract positions for the next year. While butter 
stocks are getting pulled lower, the latest 
cold storage report did not match the typi-
cal industry expectation of a large inventory 
decrease for the month. Also, a few butter 
purveyors are seeking to unload butter on 
the CME, an occurrence that some industry 
contacts say is unusual for this time of year. 
While some butter buyers feel the market 
signals bestow a bearish market tone, the 
strength of retail butter sales over the next 
few weeks may be the true determinant.

CENTRAL: There was concern that 
cream availability for churning could dwin-
dle as Class II and Class III producers clear 

more cream for Thanksgiving holiday-related 
manufacturing this year. That said, butter 
makers suggested that was not the case this 
week. Butter plant managers in the Central 
region say cream is still steadily available. 
Some have relayed maintenance issues in 
plants, which have delayed churning. Others 
are churning regularly. Butter market tones 
are maintaining a steadiness that market par-
ticipants are accustomed to. Some analysts 
relate they expect to see a sub-$2 price point 
prior to seeing $2.25 again. Other contacts 
expect continued steadiness, and say a later 
Thanksgiving will assist the market.

NORTHEAST: Rises in the volume of milk 
intake at some butter production plants adds 
to available cream supply and increases in 
the East’s butter output. Manufacturers are 
using the excess cream to supply immedi-
ate needs, in addition to micro-fixing stored 
butter. Processors remain cautious with the 
building of inventory. However, the CME 
butter average price weakened last week, 
which could potentially entice some to add 
to butter stocks.

NATIONAL - OCT. 25: Cheese industry contacts are viewing $2+ prices on the CME with 
some hesitation. Traditional thinking suggests nothing cures high prices better than high prices, 
and $2.20 barrel prices are being viewed as a potential antidote. All that said, midwestern 
barrel makers reported continued strength in their orders. Additionally, holiday gift packages 
are keeping specialty cheese makers busy in all regions. Production is mixed. Northeastern 
contacts suggest milk has tightened up slightly, and most midwestern producers reported 
premiums this week. Western cheese inventories are mixed.

NORTHEAST- OCT. 30:  Cheese production is strong and milk loads are available for 
Class III needs. However, in some areas of the Northeast, milk is seasonally tighter for other 
operations. Cheese makers’ stocks are fairly available. Some varietal cheese manufactur-
ers have purchased WPC34% for processing needs. There are some anecdotal reports the 
demand for Cheddar barrels from Mexico is higher. Currently, block and barrel prices are 
higher, yet spot sales are slower this week on various market exchanges. Market participants 
continue to observe the market before making new agreements.

Wholesale prices, delivered, dollars per/lb:
Cheddar 40-lb blocks: $2.5625 - $2.8500 Process 5-lb sliced: $2.2975 - $2.7775
Muenster:  $2.5500 - $2.9000 Swiss Cuts 10-14 lbs: $3.4075 - $3.7300

MIDWEST AREA - OCT. 30: Cheese makers continue to report steady, somewhat tight 
milk supplies. Overall milk availability is lower day-to-day. Spot milk markets were quiet early 
in the week, as prices continue to fall in the $1-over area. Cheese production is still slightly 
slower than this time in recent years. Producers report shifting production to current market 
needs, as more Cheddar is being produced regionally. Barrel makers, who have been report-
ing mostly bullish demand notes for the  better part of a year, have said nothing has changed. 
Some process cheese manufacturers say  they are oversold week to week. Cheese market 
tones are bullish; cheese makers are concerned about how bullish. They say $2+ cheese 
prices on the CME are creating a short-term, or necessity-based, purchasing environment. 

Wholesale prices delivered, dollars per/lb: 
Brick 5# Loaf:  $2.4775 - $2.9025 Cheddar 40# Block: $2.2000 - $2.6000
Monterey Jack 10#: $2.4525 - $2.6575 Mozzarella 5-6#: $2.2775 - $3.2225
 Muenster 5#  $2.4775 - $2.9025 Process 5# Loaf: $2.2275 - $2.5875
Grade A Swiss 6-9#:  $2.9225 - $3.0400 Blue 5# Loaf: $2.7450 - $3.8150
 
WEST - OCT. 30: Although both barrel and block cheese prices have been increasing on 
the CME, barrel cheese prices are surprising well above blocks. Industry contacts believe 
that one reason behind this situation is the tightness of barrels’ supplies compared to blocks. 
Increased governmental cheese purchases seem to be helping sustain the current price 
trend. Although demands for the holiday are surfacing bit by bit, domestic sales are close 
to last week’s  levels. Export sales have slightly improved. Cheese inventories are sufficient 
for satisfying the needs of customers. Output is active, prompted by stable to increasing milk  
availability throughout the West.

Wholesale prices delivered, dollars per/lb: Cheddar 10# Cuts: $2.4375 - $2.6375
Cheddar 40# Block: $2.1900 - $2.6800 Monterey Jack 10#: $2.4250 - $2.7000
Process 5# Loaf:  $2.2450 - $2.5000 Swiss 6-9# Cuts: $3.0050 - $3.4350
 
FOREIGN -TYPE CHEESE - OCT. 30: In Germany, the sliced cheese market is still 
characterized by strong domestic and global demands. Offers are completely absorbed as 
soon as they became available to market  participants. No additional spot requests can be 
filled at the moment due to a shortage of supplies. Processors are struggling to fill all orders 
in a timely manner. In addition to being low in quantities, sliced cheese inventories are of 
a young age structure. For incoming demands, the asked prices are higher, but buyers are 
willing to pay as long as they can get the supplies they need.

Selling prices, delivered, dollars per/lb:  Imported Domestic
Blue:   $2.6400 - 5.2300 $2.6225 - 4.1100
Gorgonzola:    $3.6900 - 5.7400 $3.1300 - 3.8475
Parmesan (Italy):  0 $4.0100 - 6.1000
Romano (Cows Milk):  0 $3.8125 - 5.9675
Sardo Romano (Argentine):  $2.8500 - 4.7800 0
Reggianito (Argentine):  $3.2900 - 4.7800 0
Jarlsberg (Brand):  $2.9500 - 6.4500 0
Swiss Cuts Switzerland:  0 $3.4450 - 3.7675
Swiss Cuts Finnish:  $2.6700- 2.9300 0

DRY DAIRY PRODUCTS - OCTOBER 31
NDM - CENTRAL: Low/medium heat 
NDM prices shifted slightly higher on the 
bottom of the price range and on the bot-
tom of the mostly price series. Market 
strength continues to come from Mexican 
demand and limited supplies based on 
somewhat tight and/or pricier condensed 
skim. Additionally, dryer schedules are sea-
sonally beholden to other powders, such 
as whole milk and buttermilk varieties. All 
said, the NDM market tone is steadily bull-
ish. Contacts suggest that even with some 
potentially bearish news, such as EU and 
Mexican trade improvements, the markets 
are maintaining their  steadfastness.

NDM - WEST: The For some manufac-
turers, NDM cash prices may increase in 
the few upcoming weeks mainly due to the 
current high cost of milk protein. In addition, 
NDM inventories are highly committed thru 
Q4/Q1 contracts and could become scarce 
in the spot market during that period. Know-
ing this, some NDM end users wish to close 
Q1 contracts as soon as possible. On the 
contrary, some NDM consumers think that 
NDM prices could dip any time soon, since 
the regional  production of farm milk is on 
the rise and NDM inventories will become 

more accessible by the end of the year. 
At this point, NDM requests from cheese 
makers and the bakery sector are active 
ahead of the year-end holiday needs. The 
Mexican demand for western NDM/SMP is 
hearty on active export trading. Back to the 
US, western low/medium NDM production 
is ongoing, prompted by higher regional 
farm milk output.

NDM - EAST: Low/medium heat NDM 
prices picked up on both bottoms of the 
range and mostly series. Many manufactur-
ers have increased spot offer prices. Trad-
ing activities are somewhat slower at this 
time. Manufacturers’ weekly contracts are 
healthy, and some operations are sold out 
through the end of 2019.

LACTOSE:  Lactose prices, while mostly 
unchanged, moved lower at the top of the 
price range, but higher at the bottom of the 
mostly price series. While some of the top 
prices have scaled back, industry contacts 
say spot sales below $.20 are becoming 
less common. That said, most contacts 
confirm that competing in the open market 
is still difficult, with spot prices generally in 
the bottom half of the price range. 

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

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

10/28/19  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  6,103 78,047
10/01/19  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  42,613 82,484
Change  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  13,490 -4,437
Percent Change . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  32 -5

ORGANIC DAIRY - RETAIL OVERVIEW 

Conventional dairy ad numbers increased 3 percent this week. Organic dairy ad numbers 
increased 43 percent. There are over 16 times more conventional dairy ads than organic dairy 
ads. Even as November begins, the most advertised product this week is conventional ice 
cream in 48- to 64-ounce containers, up 27 percent from last week. The average advertised 
price, $3.08, is down $0.11 from last week. 

Conventional cheese ad numbers decreased 1 percent. The average price for conventional 
8-ounce shred cheese is $2.44, down $0.01 from last week. Organic 8-ounce shred has an 
average price of $3.99, yielding a $1.55 organic price premium. The average price for conven-
tional 8-ounce block cheese is $2.10, down $0.27 from last week.
 
Conventional yogurt ad numbers increased 4 percent. Organic yogurt ads increased 38 per-
cent. The average advertised price for conventional Greek yogurt in 4- to 6-ounce containers 
is $0.94, down $0.11 from last week.  The national average advertised price for conventional 
milk half-gallons is $1.79, compared to $4.11 for organic milk half-gallons, an organic price 
premium of $2.32.

National Weighted Retail Avg Price:  
Butter 1 lb: $4.99
Cheese 8 oz shred: $3.99
Cheese 1 lb shred: NA
Yogurt 4-6 oz: $1.25
Yogurt 32 oz: $3.23

Greek Yogurt 4-6 oz: NA
Greek Yogurt 32 oz: $3.91
Milk ½ gallon: $4.11
Milk gallon: $5.97
Milk UHT 8 oz: NA
Sour Cream 16 oz: $2.99

RETAIL PRICES - CONVENTIONAL DAIRY - NOVEMBER 1
Commodity

Butter 1#

Cheese 8 oz block

Cheese 1# block

Cheese 2# block

Cheese 8 oz shred

Cheese 1# shred

Cottage Cheese

Cream Cheese

Egg Nog quart

Egg Nog ½ gallon

Ice Cream 48-64 oz

Milk ½ gallon

Milk gallon

Sour Cream 16 oz

Yogurt (Greek) 4-6 oz

Yogurt (Greek) 32 oz

Yogurt 4-6 oz

Yogurt 32 oz 

US NE SE MID SC SW NW

3.24 3.54 NA 2.73 3.03 3.63 2.57 

2.10 2.40 1.97 1.99 1.97 2.50 2.22 

3.20 3.79 2.99 3.40 NA 3.49 NA

7.11 7.29 NA 7.24 NA 7.48 5.70

2.44 2.26 2.39 2.77 2.45 2.50 2.65

3.27 NA 2.99 3.26 NA 3.49 3.99

1.90 2.21 1.98 1.20 2.00 NA 1.67

2.28 2.25 2.41 NA 1.75 NA 1.67

2.99 NA NA 2.99 NA NA NA

3.99 NA NA NA NA 3.99 NA 

3.08 2.84 3.32 2.91 3.86 2.89 2.54

1.79 NA NA 1.07 1.63 2.69 1.99 

3.33 NA 3.99 1.99 3.99 2.79 2.18 

1.72 1.79 1.95 1.25 1.88 1.50 .99 

.94 1.00 .85 .95 1.00 .92 .88 

4.50 4.70 4.99 4.99 3.97 3.68 NA

.52 .54 .50 .49 .55 .51 .39

2.40 2.29 NA 2.30 2.50 2.50 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

NATIONAL - CONENTIONAL DAIRY PRODUCTS
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HISTORICAL MONTHLY AVG BARREL PRICES

 CME CASH PRICES - OCT. 28 - NOV. 1, 2019
Visit www.cheesereporter.com for daily prices 

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

MONDAY $2.2525 $2.1425 $2.0825 $1.1525 $0.2725
October 28 (+¼) (+2) (+2¼) (NC) (-1)

TUESDAY $2.2525 $2.1525 $2.0875 $1.1575 $0.2675
October 29 (NC) (+1) (+½) (+½) (-½)

WEDNESDAY $2.2725 $2.1725 $2.0800 $1.1650 $0.2700
October 30 (+2) (+2) (-¾) (+¾) (+¼)

THURSDAY $2.2875 $2.1750 $2.0825 $1.1650 $0.2725
October 31 (+1) (+¼) (+¼) (NC) (+¼)

FRIDAY $2.3250 $2.1550 $2.0800 $1.1825 $0.2825
November 1 (+3¾) (-2) (-¼) (+1¾) (+1)

Week’s AVG $2.2780 $2.1595 $2.0825 $1.1645 $0.2730
Change (+0.1355) (+0.0535) (-0.0050) (+0.0025) (-0.0145)

Last Week’s $2.1425 $2.1060 $2.0775 $1.1620 $0.2875
AVG

2018 AVG $1.3050 $1.4830 $2.2660 $0.8815 $0.4530
Same Week

MARKET OPINION - CHEESE REPORTER

WHEY MARKETS - OCT. 28 - NOV. 1, 2019

 Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
‘08 1.8774 1.9560 1.7980 1.8010 2.0708 2.0562 1.8890 1.6983 1.8517 1.8025 1.6975 1.5295
‘09 1.0832 1.1993 1.2738 1.1506 1.0763 1.0884 1.1349 1.3271 1.3035 1.4499 1.4825 1.4520
‘10 1.4684 1.4182 1.2782 1.3854 1.4195 1.3647 1.5161 1.6006 1.7114 1.7120 1.4520 1.3751
‘11 1.4876 1.8680 1.8049 1.5756 1.6902 2.0483 2.1124 1.9571 1.7010 1.7192 1.8963 1.5839 
‘12 1.5358 1.4823 1.5152 1.4524 1.4701 1.5871 1.6826 1.7889 1.8780 2.0240 1.8388 1.6634 
‘13 1.6388 1.5880 1.5920 1.7124 1.7251 1.7184 1.6919 1.7425 1.7688 1.7714 1.7833 1.8651
‘14 2.1727 2.1757 2.2790 2.1842 1.9985 1.9856 1.9970 2.1961 2.3663 2.0782 1.9326 1.5305
‘15 1.4995 1.4849 1.5290 1.6135 1.6250 1.6690 1.6313 1.6689 1.5840 1.6072 1.5305 1.4628
‘16 1.4842 1.4573 1.4530 1.4231 1.3529 1.5301 1.7363 1.8110 1.5415 1.5295 1.7424 1.6132
‘17 1.5573 1.6230 1.4072 1.4307 1.4806 1.3972 1.4396 1.5993 1.5691 1.6970 1.6656 1.5426
‘18 1.3345 1.4096 1.5071 1.4721 1.5870 1.4145 1.3707 1.5835 1.4503 1.3152 1.3100 1.2829
‘19 1.2379 1.3867 1.4910 1.5925 1.6278 1.6258 1.7343 1.7081 1.7463 2.0224 

Cheese Comment: Three cars of blocks were sold Monday, the last at $2.1425, 
which set the price. Four cars of blocks were sold Tuesday, the last at $2.1525, 
which set the price. On Wednesday, 4 cars of blocks were sold, the last at $2.1725, 
which raised the price. Seven cars of blocks were sold Thursday, the last at $2.1750, 
which set the price. On Friday, 6 cars of blocks were sold, the last at $2.1550, which 
set the price. The barrel price increased Monday on an unfilled bid at $2.2525, rose 
Wednesday on an unfilled bid at $2.2725, increased Thursday on an unfilled bid at 
$2.2875, and rose Friday on an unfilled bid at $2.3250.

Butter Comment: The price increased Monday on an unfilled bid at $2.0825, rose 
Tuesday on a sale at $2.0875, declined Wednesday on a sale at $2.0800, increased 
Thursday on a sale at $2.0825, then fell Fridayon a sale at $2.0800.

NDM Comment: The price rose Tuesday on a sale at $1.1575, increased Wednes-
day on a sale at $1.1650, and rose Friday on a sale at $1.1825.

Dry Whey Comment: The price fell Monday on a sale at 27.25 cents, declined 
Tuesday on a sale at 26.75 cents, increased Wednesday on a sale at 27.0 cents, 
rose Thursday on a sale at 27.25 cents, and increased Friday on a sale at 28.25 
cents. That brought the total to 263 truckloads of Dry Whey being traded in October 
at the CME.

RELEASE DATE - OCTOBER 31, 2019

Animal Feed Whey—Central: Milk Replacer:  .2400 (NC) – .2600 (NC) 

Buttermilk Powder:
 Central & East:   1.0500 (-1) – 1.1275 (NC) West: 1.0300 (NC) – 1.1000 (NC) 
 Mostly:   1.0550 (+1½) – 1.0700 (+1)

Casein: Rennet:   3.1250 (+½) – 3.1875 (+½)     Acid: $3.3000 (+10¼) – $3.4600 (+1)

Dry Whey—Central (Edible):
 Nonhygroscopic:   .2675 (+1¾) – .3500 (-1)    Mostly: .3000 (-1) – .3400 (NC)

Dry Whey–West (Edible):
Nonhygroscopic: .2275 (-1½) – .3900 (-2) Mostly: .3000 (-1) – .3700 (-1)

Dry Whey—NorthEast: .3200 (NC) – .3650 (-½) 

Lactose—Central and West:
 Edible:   .1800 (NC) – .3700 (-2)   Mostly:  .2400 (+1) – .3300 (NC)

Nonfat Dry Milk —Central & East:
 Low/Medium Heat: 1.1000 (+¾) – 1.1800 (NC)    Mostly: 1.1500 (+1) – 1.1700 (NC)
 High Heat:  1.2000 (-2) – 1.2800 (NC) 

Nonfat Dry Milk —Western:
 Low/Medium Heat: 1.1100 (+¼) – 1.2000 (NC)   Mostly: 1.1500 (+1) – 1.1800 (NC)
 High Heat:  1.2200 (NC) – 1.3100 (+1)

Whey Protein Concentrate—Central and West:  
 Edible 34% Protein:   .7500 (NC) – 1.1100 (NC) Mostly: .8800 (NC) – 1.0300 (NC)

Whole Milk—National:       1.7500 (NC) – 1.8000 (NC)

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

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

Set-up a free test cut of your product:
Toll Free: +1.844.URSCHEL (877.2435)
info@urschel.com  |  www.urschel.com

The Global Leader in Food Cutting Technology

®

Amplify 
Your Cheese 
Shredding

The new U.S.D.A., Dairy Division accepted MicroAdjustable 
SH-14 Shred Head features 14 cutting stations, in place of 
the standard 8, for nearly double the throughput. New 
technology offers 5 preset cut sizes to produce full and 
reduced shreds — no gauge required. Fits on standard 
self-locking support rings. 

Visit www.urschel.com to learn more. 

MEET THE NEW 14-STATION 
MICROADJUSTABLE® (SH-14) HEAD

1971SH14CheeseShredding_qtrpgCheeseRptr.indd   1 10/22/19   10:23 AM

For more information, visit www.urschel.com

Restaurant 
Performance Index 
Fell 0.3% In Sept.; 
Same-Store Sales, 
Traffic Declined
Washington—The National 
Restaurant Association’s Restau-
rant Performance Index (RPI), 
a monthly composite index that 
tracks the health of and outlook 
for the US restaurant industry, 
stood at 100.4 in September, down 
0.3 percent from August, the asso-
ciation reported Thursday.

The RPI is constructed so that 
the health of the restaurant indus-
try is measured in relation to a 
neutral level of 100. Index val-
ues above 100 indicate that key 
industry indicators are in a period 
of expansion, while index values 
below 100 represent a period of 
contraction for key industry indi-
cators.

The RPI consists of two compo-
nents: the Current Situation Index  
and the Expectations Index. The 
Current Situation Index, which 
measures current trends in four 
industry indicators (same-store 
sales, traffic, labor and capital 
expenditures), stood at 99.6 in 
September, down 0.6 percent from 
August.

Restaurant operators reported 
a net decline in same-store sales 
in September for the first time in 
23 months. Some 42 percent of 
operators reported a same-store 
sales increase between September 
2018 and September 2019, while 
49 percent reported a sales decline.

In addition to dampened 
sales results, restaurant operators 
reported a net decline in cus-
tomer traffic in September. Some 
29 percent of operators reported 
an increase in customer traf-
fic between September 2018 and 
September 2019, while 54 percent 
reported a decline.

The Expectations Index, which 
measures restaurant operators’ 
six-month outlook for four indus-
try indicators (same-store sales, 
employees, capital expenditures 
and business conditions), stood 
at 101.3 in September, up slightly 
from August.

Restaurant operators are cau-
tiously optimistic about sales 
growth in the months ahead. Some 
39 percent of operators expect to 
have higher sales in six months 
(compared to the same period in 
the previous year), up from 32 
percent who reported similarly in 
August. 

Some 17 percent expect their 
sales volume in six months to be 
lower than it was a year earlier.




