
Giving GI Status To Common Cheeses 
Would Cost US $9.5-$20.2 Billion

US Cheese Production In 2018 Was 
A Record 12.93 Billion Pounds
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from December 2017. For all of 
2018, American-type cheese out-
put totaled 5.16 billion pounds, up 
1.7 percent from 2017.

December production of Amer-
ican-type cheese in the states 
broken out by NASS, with com-
parisons to December 2017, was: 
Wisconsin, 84.6 million pounds, 
down 6 percent; California, 54.1 
million pounds, down 3.5 percent; 
Idaho, 50.3 million pounds, down 
5.4 percent; Oregon, 18.6 million 
pounds, up 4.5 percent; and Iowa, 
16.4 million pounds, up 35.9 per-
cent.

Cheddar production during 
December 2018 totaled 306.3 mil-
lion pounds, down 6.3 percent from 
December 2017. For all of 2018, 
Cheddar output totaled 3.721 bil-
lion pounds, down slightly from 
2017.

Production of other American-
type cheeses in December totaled 
118.3 million pounds, up 1.2 per-
cent from December 2017.

Italian-type cheese production 
in December totaled 479.4 million 
pounds, up 2 percent from Decem-
ber 2017. For all of 2018, Italian

• See Less Cheese In Dec., p. 6
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Record Set Despite 
Drop In December 
Output; Cheddar 
Production Declined 
6.3% In December
Washington—US cheese produc-
tion in 2018 reached a record high 
of 12.93 billion pounds, up 2.1 per-
cent, or 271 million pounds, from 
2017, according to figures released 
Thursday by USDA’s National 
Agricultural Statistics Service 
(NASS).

US cheese production hasn’t 
declined since 1991, when output 
of 6.055 billion pounds was down 
4.6 million pounds from 1990.

December 2018 cheese produc-
tion totaled 1.092 billion pounds, 
down 1.2 percent from December 
2017. 

The last time monthly cheese 
production declined in the US 
(excluding February 2017, which 
followed a leap year, when Febru-
ary 2016 had an extra day) was in 
March 2013, when output of 954.3 
million pounds was down 0.1 per-
cent from March 2012. 

Regional cheese production in 
December, with comparisons to 

December 2017, was as follows: 
Central, 490.8 million pounds, 
down 3.7 percent; West, 468 mil-
lion pounds, up 2.9 percent; and 
Atlantic, 133.6 million pounds, 
down 5.4 percent.

December cheese production in 
the states broken out by NASS, 
with comparisons to December 
2017, was: Wisconsin, 280.5 mil-
lion pounds, down 3.9 percent; 
California, 221.4 million pounds, 
up 1.8 percent; Idaho, 85.2 million 
pounds, up 0.5 percent; New Mex-
ico, 68.7 million pounds, up 3.1 
percent; Minnesota, 65.6 million 
pounds, up 4.3 percent; Pennsyl-
vania, 36.9 million pounds, up 0.2 
percent; Iowa, 26 million pounds, 
up 22.9 percent; South Dakota, 
24.7 million pounds, down 3.7 per-
cent; Oregon, 18.6 million pounds, 
up 4.5 percent; Ohio, 18 million 
pounds, down 10.7 percent; Ver-
mont, 13.3 million pounds, up 
5.8 percent; Illinois, 6.3 million 
pounds, down 14.1 percent; and 
New Jersey, 5.3 million pounds, 
down 0.4 percent.

American-type cheese produc-
tion in December totaled 424.6 
million pounds, down 4.4 percent 

Dean Foods Is 
Exploring Strategic 
Alternatives, Such As 
Sale Of Company
Dallas, TX—Dean Foods Com-
pany, the largest processor and 
direct-to-store distributor of fresh 
fluid milk in the US, on Tuesday 
announced that the company has 
commenced a review to explore 
and evaluate potential strategic 
alternatives to enhance share-
holder value.

These alternatives could 
include, among others, continuing 
to execute on the company’s busi-
ness plan including an increased 
focus on certain standalone stra-
tegic initiatives, the disposition of 
certain assets, the formation of a 
joint venture, a strategic business 
combination, a transaction that 
results in private ownership or a 
sale of the company, or some com-
bination of these.

Dean Foods Company said it has 
not set a timetable for the conclu-
sion of its strategic review, nor has 
it made any decisions related to 
any potential strategic alternatives 
at this time. There can be no assur-
ance that the strategic exploration 
review will result in a transaction 
or other strategic change or out-
come, the company said.

“We are taking vital, transfor-
mative actions to maximize the 
benefits of our scale and position 
the company for the long term, 
including implementing an enter-
prise-wide cost productivity plan 
and investing in core capabilities, 
technology, infrastructure, people

• See Dean Foods, p. 12

USDA Seeks To Buy 
Cheese For Apr.-
Sept. Delivery; Milk 
Awards Announced
Washington—USDA’s Agricul-
tural Marketing Service this week 
issued invitations for bids for nat-
ural Cheddar cheese and process 
cheese for delivery between Apr. 
15 and Sept. 30, 2019.

Specifically, the agency is seek-
ing to buy a total of 6,232,800 
pounds of natural Cheddar cheese, 
including 3,477,600 pounds of 
yellow Cheddar chunks, 12/1-
pound packages and 2,755,200 
pounds of yellow shredded Ched-
dar, 6/2-pound packages; and a 
total of 8,593,200 pounds of pro-
cess cheese, including 4,316,400 
pounds of 12/2-pound process 
loaves and 4,276,800 pounds of 
regular process 6/5-pound loaves.

• See USDA Seeks Cheese, p. 16

Consumption Of US-Made 
Cheeses That Would Be 
Subject To GI Restrictions 
Would Fall Dramatically
Washington—Consumption of 
US-produced cheeses that would 
be subject to geographical indica-
tion (GI) restrictions would “fall 
dramatically” if GI regulations or 
other tools that have a similar 
effect were implemented in the 
US in ways that restrict the use of 
common cheese names, accord-
ing to a new study.

Commissioned by the Consor-
tium for Common Food Names 
(CCFN) and the US Dairy 
Export Council (USDEC), the 
study was conducted by Informa 
Agribusiness Consulting.

The EU is “aggressively pur-
suing” GI status for common 

cheeses and other agricultural 
products within its borders and 
abroad, the study noted. This 
study examines the hypothetical 
impact of the EU expanding its 
GI restrictions worldwide.

More specifically, the study 
examines the potential impact of 
such a hypothetical scenario that 
would require US cheese mak-
ers to stop marketing common 
cheeses under newly protected 
names (like “feta”) as well as the 
impact from select importers’ 
inability to import cheese under 
protected names from the US.

Economic theory suggests that 
consumers, faced with the deci-
sion of purchasing an imported 
product with a “familiar” but GI-
protected name or a product with 
an “unfamiliar” name, would 

• See GI Restrictions, p. 19 
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There hasn’t been a lot of value 
added to traditional milk for a num-
ber of years, and sales reflect that 
fact, having declined from 55 bil-
lion pounds in 2010 to under 49 
billion pounds in 2017.
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EDITORIAL COMMENT

Coke, Pepsi, And The Future Of ‘Milk’
With the news last week that Pep-
siCo, Inc., is buying CytoSport 
and its Muscle Milk business from 
Hormel Foods Corporation, two 
of the world’s largest beverage 
businesses have now entered, or 
further expanded into, the dairy-
based beverage business in the US. 
And at least in some ways, they 
appear to be pointing the way to 
future of “milk” as a beverage.

The Coca-Cola Company, of 
course, is a partner with Select 
Milk Producers in fairlife, LLC. 
The Coca-Cola Company is the 
distribution partner for the prod-
ucts that fairlife creates, markets 
and sells, including beverages 
under the fairlife and Core Power 
labels.

The Muscle Milk brand, mean-
while, includes products such as 
ready-to-drink smoothies and pro-
tein shakes. Some of these prod-
ucts are labeled “non-dairy,” but 
they do contain such ingredients 
as milk protein isolate, sodium 
caseinate, and calcium casein-
ate. The Muscle Milk brand also 
includes recently launched Yogurt 
Protein Shakes, which are made 
with not only Greek Style Low 
Fat Yogurt (made from skim milk, 
milk protein concentrate, cream, 
enzymes and cultures) as its second 
ingredient, but also includes whey 
protein concentrate as its third 
ingredient. 

In other words, dairy or non-
dairy, Muscle Milk is using a fair 
volume of dairy ingredients in its 
beverages (as well as in its protein 
powders and protein bars).

So what does the involvement 
of The Coca-Cola Company and 
PepsiCo tells us about the future of 
milk as a beverage? Quite simply, it 
tells us that the future is going to 
be different from the past. 

Indeed, there are a number of 
differences between products such 
as fairlife, Core Power and Mus-
cle Milk and traditional beverage 
milk.

For starters, they come in differ-
ent packages than does traditional 
beverage milk (we’re talking about 
the packages that are sold out of 

the dairy case, not the relatively 
recent convenience-sized milk 
bottles).

fairlife Ultra-Filtered Milk, for 
example, comes in a 1.5-liter (52-
ounce) bottle (as well as an 11.5-
ounce single-serve bottle), whereas 
traditional milk comes in quarts 
(32 fluid ounces), half-gallons (64 
fluid ounces) and gallons (128 
fluid ounces). 

Muscle Milk’s beverage prod-
ucts, meanwhile, also are available 
in unusual package sizes, such as 
11-ounce cartons and 15.8-ounce 
bottles.

The fairlife 52-ounce containers 
are also more colorful than most 
traditional milks in the dairy case. 
For example, many milks distin-
guish their fat content with col-
ored caps, such as a red cap for 
whole milk.

fairlife uses different colors for 
almost its entire bottle. So, for 
example, a 52-ounce bottle of fair-
life whole milk is primarily red, 
while reduced fat milk is blue. 
Needless to say, these bottles tend 
to stand out in the dairy case.

The Muscle Milk beverage line 
is also less bland than traditional 
beverage milks. There’s simply no 
mistaking these products for tra-
ditional milk products sold in the 
dairy case in gallon or half-gallon 
plastic jugs.

Another significant difference 
between products such as fairlife 
and Core Power and traditional 
beverage milk is shelf life. Accord-
ing to fairlife’s website, fairlife is 
pasteurized at a higher temperature 
than ordinary milk, for a shorter 
time, giving it a “much longer” 
shelf life unopened (shelf life is the 
same as ordinary milk after open-
ing). So consumers can stock up 
more on fairlife than on traditional 
milk, knowing that, as long as it’s 
unopened, it will last for a couple 
of months in the refrigerator.

As far as fairlife’s Core Power is 
concerned, the company said its 
ultrafiltration and aseptic packag-
ing allow it to be shelf stable for up 
to nine months on Elite products 
and up to 12 months on 26-gram 

products. And these products don’t 
have to be sold in the dairy case or 
any other refrigerated area.

That’s also the case with all of 
Muscle Milk’s products, including 
shakes and smoothies.

So are there any downsides to 
these products being marketed by 
The Coca-Cola Company and, in 
the near future, by PepsiCo? Cost 
is the most obvious thing that 
comes to mind.

There are two aspects to the 
cost issue. First, exact comparisons 
with traditional milk products are 
nearly impossible, for the afore-
mentioned reason that fairlife, 
for example, comes in a 1.5-liter 
bottle, and is sold alongside half-
gallon and gallon containers. 

Second, and more important, 
fairlife is in fact more expensive 
than traditional milk. Indeed, a 
quick check of the dairy case in 
one local supermarket found that 
a 1.5-liter (52-ounce) bottle of 
fairlife whole milk is more expen-
sive than a gallon (128-ounce) of 
whole milk. That’s pretty pricey.

That is, at least in part, because 
fairlife is a value-added product. 
Value is added to fairlife in sev-
eral ways: it has a higher protein 
content (per serving) than regular 
milk, has a longer shelf life, and is 
lactose-free, among other things.

There hasn’t been a lot of value 
added to traditional milk for a 
number of years, and sales reflect 
that fact, having declined from 55 
billion pounds in 2010 to under 49 
billion pounds in 2017.

Obviously, these value-added 
milks aren’t for everyone because 
of their higher price. But they 
just as obviously have some merit, 
because, well, because they are 
being marketed by two of the sav-
viest companies in the beverage 
business. And the dairy industry 
could do worse than having its 
beverage products, or milk com-
ponents, marketed by The Coca-
Cola Company and PepsiCo.

Cheese Reporter welcomes letters to the 
editor. Comments should be sent to Dick 
Groves, at dgroves@cheesereporter.com.
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USDA Reauthorizes Dairy Forward 
Pricing Program Through Sept. 2023
Washington—USDA’s Agricul-
tural Marketing Service, in a final 
rule published in Federal Register,
is reauthorizing the Dairy For-
ward Pricing Program (DFPP), as 
required under the 2018 farm bill.

Under the 2014 farm bill, the 
Dairy Forward Pricing Program was 
authorized through Sept. 30, 2018. 
Because Congress had not, as of 
Oct. 1, 2018, passed a new farm 
bill or legislation to extend the 
authority for USDA to carry out 
the DFPP, the program expired.

Thus, proprietary handlers 
establishing new forward con-
tracts on or after Oct. 1, 2018, 
have not been exempt from pay-
ing minimum federal order prices. 
Contracts established before that 
date that extend through Sept. 30, 
2021, were not impacted.

Under the final rule published 
today, handlers are allowed to 
enter into new forward contracts 
until Sept. 30, 2023. Any forward 
contract entered prior to the Sept. 
30, 2023, deadline is subject to a 
Sept. 30, 2026, expiration date.

The Dairy Forward Pricing Pro-
gram applies to the milk regulated 
by the recently established Califor-
nia federal order in addition to the 
other 10 federal orders.

The 2008 farm bill initially 
established the Dairy Forward 
Pricing Program, although a pilot 
program was in effect from mid-
2000 through the end of 2004.

The Dairy Forward Pricing 
Program allows milk handlers to 
pay producers or cooperative asso-
ciations of producers a negotiated 
price for producer milk, rather 
than the federal order minimum 
blend price for non-fluid classes of 
milk (Classes II, III, and IV under 
the FMMO system).

Participation in the Dairy For-
ward Pricing Program is voluntary 
for dairy farmers, cooperatives, and 
handlers. Handlers may not require 
producer participation in a forward 
pricing program as a condition for 
accepting milk.

USDA, including market 
administrator personnel, does not 
determine the terms of forward 
contracts or enforce negotiated 
prices. The final rule published 
today also does not affect contrac-
tual arrangements between a co-op 
and its members.

Under the DFPP, regulated 
handlers must still account to the 
federal order pool for the classified 
use value of their milk. Regulated 
handlers claiming exemption from 
the federal order minimum pricing 
provisions must submit to the mar-
ket administrator a copy of each 
forward contract.

That contract must contain a 
disclosure statement, either as part 
of the contract itself or as a supple-
ment, to ensure producers under-

stand the nature of the program as 
well as the basis on which they will 
be paid for their milk. Contracts 
that do not contain a disclosure 
statement are deemed invalid and 
returned to the handler.

For the first month the program 
is effective, contracts must be 
signed on or after the day the pro-
gram becomes effective, and the 
contract must be received by the 
market administrator by the 15th 
day of that month. For example, 
to contract for April 2019 milk, 
the forward contract and disclo-
sure statement must be signed prior 
to Apr. 1, 2019, and received by 
the market administrator by Apr. 
15, 2019.

Handlers with forward contracts 
remain subject to all other milk 
marketing order provisions. Pay-
ments specified under a forward 
contract must be made on or before 
the same date as the federal order 
payments they replace.

Federal order market adminis-
trators are encouraging handlers, 
co-ops and interested parties to 
keep in mind several things about 
the DFPP, including all new con-
tracts must be signed by both par-
ties prior to the effective month; 
the disclosure statement must be 
signed on the same date as the 
contract; for contracts signed 
between Sept. 30, 2018, and Mar. 
3, 2019, if the market administra-
tor has already received a copy of 
the contract and disclosure state-
ment or receives them by Mar. 15, 
2019, and the contract includes 

March milk deliveries, the con-
tract applies only to milk marketed 
on or after Mar. 4, 2019. This 
holds true even if contract deliver-
ies began in a prior month.

However, contracts cannot be 
included in the program if the dis-
closure statement has a date other 
than the date on which the con-
tract was signed. In this case, if a 
handler and producer would like 
to have a valid contract applicable 
under the program, another con-
tract must be negotiated.

For contracts signed between 
Sept. 30, 2018, and Mar. 3, 2019, 
there will be no allowance for 
payments less than the federal 
order minimum for milk marketed 
between October 2018 and Mar. 
3, 2019. Forward contracts estab-
lished under this program may not 
extend past Sept. 30, 2026.
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from our 
archives

50 YEARS AGO
Feb. 28, 1969: New York—The 
Dairymen’s League Cooperative 
Association here has filed a suit 
against three Teamsters’ locals, 
charging anti-trust violation 
because they stifle competition 
by including in their contracts a 
clause prohibiting union mem-
bers from handling milk or milk 
products that are not bottled, 
packaged, pasteurized or pro-
cessed in the New York City 
metro area.

New York—Ned Bandler, 77, 
former president of Blue Moon 
Foods, Inc., passed away here this 
week. Bandler began his dairy 
industry career in 1907 when he 
joined the Phenix Cheese Com-
pany. In 1920, Bandler formed 
the June Dairy Products Com-
pany, which merged with Blue 
Moon Foods in 1946.

25 YEARS AGO
Feb. 25, 1994: Bismarck, 
ND—North Dakota Ag Com-
missioner Sarah Vogel revoked 
the license of Wyndmere Cream-
ery, Wyndmere, ND, this week 
in the wake of an investigation 
showing that the creamery had 
been processing raw cream ille-
gally imported from Mexico.

Washington—The boost to 
milk production from BST/
BGH and the strength of cheese 
sales will be key to dairy prices 
during the rest of 1994, USDA 
reported. Milk production is 
slated to increase nearly 1 per-
cent in 1994, and BST/BGH is 
the main contributor to higher 
milk production, by increasing 
output per cow.

10 YEARS AGO
Feb. 27, 2009: Ogdensburg, 
NY—A New York City company 
has acquired the assets of a kosher 
cheese company in northern New 
York State. Toobro LLC, owned 
by Menachem and Schneur Bis-
tritzky, has purchased the assets 
of Ahava Food Corporation. The 
Ahava plants in Ogdensburg and 
Lowville, NY, have great potential 
in the kosher world, Bistritzky said.

Madison—Starting next month, 
duties on Roquefort imported 
from France will climb to 300 
percent, forcing US retailers to 
scale back on their inventory of 
the iconic cheese. Some domes-
tic Blue cheese makers see this as 
an opportunity for increased sales, 
while other retailers argue that 
true Roquefort remains inimitable.

Recovering From an 
Insurance Non-Renewal: 
3 Tips To Success
JEN PINO-GALLAGHER,
Director of Food & Agribusiness Practice
M3 Insurance
jen.pinogallagher@m3ins.com
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Zig Ziglar was famously quoted as 
saying “Every choice you make has 
an end result.”

True to Mr. Ziglar’s words, every 
single management decision that 
you make in your dairy plant sets 
your operation in a certain direc-
tion. Each decision may have 
unintended consequences, some 
minor, others serious.

One consequence explored in 
this article is the possibility of your 
insurance carrier denying your pol-
icy renewal. There are countless 
reasons why an insurance company 
might non-renew a client. Some 
non-renewal reasons are obvious 
and completely controllable, such 
as non-payment of premium. But 
there are other reasons that may 
surprise you. 

A few reasons an insurance 
company might choose to non-
renew a dairy processing client 
and tips on what to do if you find 
yourself in this unfortunate situa-
tion follow:

1. You Don’t Take Food Safety 
Seriously
Insurance companies can be cau-
tious in providing general liabil-
ity coverage to dairy processors 
because of the myriad of danger-
ous pathogenic organisms that can 
be in raw milk. Considering how 
highly regulated the dairy indus-
try is, it is difficult to think that a 

dairy processor would not put sig-
nificant efforts and resources into 
their food safety, allergen control, 
sanitation, etc. 

However, it does happen.  

Even if your food safety 
plan looks great on paper, 

an insurance company 
will have grounds for non-
renewal if they determine 

there is an increased 
probability of excessive 

claims because your food 
safety protocols are not 
actually being followed.

Insurance carriers want to see 
a comprehensive food safety pro-
gram. Even if your food safety plan 
looks great on paper, an insur-
ance company will have grounds 
for non-renewal if they determine 
there is an increased probability of 
excessive claims because your food 
safety protocols are not actually 
being followed.

  
2. Your Insurance Company No 
Longer Likes Food
Just like changing consumer tastes 
can impact the food industry, an 
insurance company’s “appetite” 
can also change. Many factors can 
contribute to a change in market 

appetite, including:  major claims 
in a sector, shift in a company’s 
strategic direction or inability 
to obtain reinsurance for certain 
classes of business. 

It’s also not uncommon for an 
insurance company to change their 
stance on providing coverage for 
certain sectors. For example, some 
insurance carriers are now shying 
away from providing coverage to 
companies growing and distribut-
ing green leafy vegetables. Many 
A+ rated insurance carriers see 
dairy processors as perfect clients 
while other carriers, not as keen on 
food, are exiting the market.

A broker who specializes in food 
related coverages will know exactly 
which insurance companies are 
interested in food and which are 
not. The right broker partner will 
seek to pair a dairy operation with 
an insurance company that is com-
mitted to dairy for the long haul. 

3. High Frequency or Size of 
Claims
When an insurer targets and desires 
to insure an industry sector, it’s 
based upon actuarial science. As 
a result, they have plenty of actu-
arial data to rely upon to predict 
the probability of losses. Predicted 
loss experience is adjusted based 
upon a particular rating basis such 
as annual sales or payroll.

If an insurance carrier continu-
ally pays out high dollar claims on 
a particular account, they typically 
attribute that high claim count 
trend to lack of management 
control or poor training practices 
within the organization. Eventu-
ally, they will cut their losses and 
drop the account. So whether your 
plant is large or small, if your fre-
quency or severity experience is 
outside of the insurance company’s

 • See Non-Renewal, p. 8
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Controls & Automation
Start-Up and Commissioning  |  24/7 Controls Support Number

Custom  reporting for your plant needs

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.

From conceptual designs to executed solutions, our expert team delivers 
high-performing automation systems.

Custom  reporting for your plant needs

Typical easy to follow operator 
control graphic screen

Skid assembly and complete 
testing prior to shipping

NFPA friendly panel design

Engineered custom enclosure to 
suit your plant specifications

Employee Owned and Operated with locations in Minnesota | Idaho | California

Dairy Protein’s Environmental, Other 
Impacts Versus Plant-Based Compared
Elmhurst, IL—The environmen-
tal impact, carbon footprint and 
protein quality of plant-based food 
production and consumption in 
comparison to dairy proteins was 
examined recently in a special 
webinar hosted by the American 
Dairy Products Institute (ADPI).

Cindy Schweitzer,  ADPI Cen-
ter of   Excellence member and 
founder of Schweitzer Consulting, 
LLC, led the session on dietary 
proteins, touching on various 
myths about proteins and how to 
effectively communicate with con-
sumers on this complex issue, sepa-
rating facts from fiction.

Schweitzer looked at the envi-
ronmental effect of plant-based 
protein manufacturing versus dairy 
production.

All foods have an impact on 
both human health and the health 
of the planet, but unfortunately, 
most of the emphasis and research 
has been focused almost exclu-
sively on greenhouse gas – just one 
component of many environmen-
tal aspects, Schweitzer said.

“Sustainability is much broader 
than greenhouse gas, and includes 
impacts on other environmental 
features such as water quality and 
land use, but also social effects 
such as nutrition and health, and 
economic aspects like jobs and 
wages, affordability and health 
care costs,” Schweitzer said.

Research is just starting to 
emerge on some of those other top-
ics, she said.

“Unfortunately, on this topic, 
I have more questions than I 
have answers because there’s just 
so much that we don’t know yet 
that must be considered to make 
a judgment about the sustainabil-
ity of foods and dietary patterns,” 
Schweitzer said.

What’s the criteria or measure-
ment we should use to determine 
protein’s impact on the environ-
ment? she asked. Are the conse-
quences of deforestation taken 
into account to grow more crops 
like soybeans in Brazil? Or the fact 
that ruminant animals like cows 
can convert human inedible plants 
on land not suitable to grow crops?

What about production and 
trade issues related to where pro-
tein is produced, like the enormous 
amount of pulses (lentils, dry peas, 
beans and chickpeas) grown in 
Canada and then shipped literally 
all over the world, Schweitzer con-
tinued.

When it comes to sustainabil-
ity, consumer perspective is also 
influenced on the way the issue 
is presented, Schweitzer said. So 
many experts  and advocates claim 
that food production is a major 
contributor to greenhouse gas, and 
that animal-sourced foods have a 
much larger carbon footprint than 
plant foods.

Schweitzer said. For instance, 
last year, the United Nations’ 
Food & Agriculture Organization 
(FAO) collaborated with Good 
Agricultural Practices (GAP) to 
document the impact of dairy on 
poverty reduction. Research found 
that cow ownership and increased 
production of milk improved 
not only milk consumption and 
nutritional status, but also signifi-
cantly increased farmer income 
by a wide range. It also increased 
employment beyond the farm, and 
favorably affected crop yields and 
cultivation areas.

The International Dairy Foods 
Association also developed a tool 
to determine economic aspects of 
dairying, describing the number of 
jobs, wages and impact to the US 
economy, Schweitzer said. There’s 
currently a rather large, multi-
national and multi-collaborative 

study led by distinguished professor 
Paul Moughan of New Zealand’s 
Riddet Institute that’s evaluating 
protein quality in comparison to 
10 different foods and ingredients 
in both human and pig subjects.

This particular project is one of 
several steps that will be necessary 
to make a change in the method-
ology that’s actually used to deter-
mine protein quality, Schweitzer 
said. It’s really critical that we have 
in comparison both the animal 
model and human model, so that 
in the future, it could eventually 
be used as the start of a database.

“Many people don’t realize that 
there isn’t a great method to be 
used in humans to determine pro-
tein quality right now, and it’s 
extremely invasive and not at all 
practical for routine use,” she said. 
“An animal model gives us the 
opportunity to do that instead.”

However, from data provided by 
the US Environmental Protection 
Agency, the percent of total green-
house gas for electricity, transpor-
tation and industry is much greater 
than the various sectors of food 
production, Schweitzer noted.

The EPA also reported that 
greenhouse emissions from crops is 
greater than beef or dairy produc-
tion, she continued.

“A more holistic approach with 
realistic data is really necessary to 
provide and make evidence-based 
conclusions regarding sustainable 
diets,” she said.

Dairy Leads Research Efforts
The dairy sector has developed an 
impressive leadership position on 
several aspects of sustainability,
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Less Cheese In Dec.
(Continued from p. 1) 

cheese production totaled 5.53 bil-
lion pounds, up 2.8 percent from 
2017.

December Italian cheese pro-
duction with comparisons to 
December 2017, was: California, 
143.3 million pounds, up 4.3 per-
cent; Wisconsin, 140.6 million 
pounds, down 4.8 percent; Idaho, 
29.2 million pounds, up 12.5 per-
cent; and Pennsylvania, 23.1 mil-
lion pounds, up 1 percent.

Mozzarella production dur-
ing December totaled 378.9 mil-
lion pounds, up 3.7 percent from 
December 2017. For all of 2018, 
Mozzarella output totaled 4.33 bil-
lion pounds, up 4.1 percent from 
2017.

December production of other 
Italian cheese varieties, with com-
parisons to December 2017, was: 
Parmesan, 37.7 million pounds, 
down 3.8 percent; Provolone, 28.9 
million pounds, down 9 percent; 
Ricotta, 22 million pounds, up 
1.3 percent; Romano, 5.5 million 
pounds, up 1.1 percent; and all 
other types of Italian cheese, 6.4 
million pounds, up 0.7 percent.

Production of other cheese vari-
eties during December, with com-
parisons to December 2017, was as 
follows:

Swiss cheese: 27.9 million 
pounds, down 2.1 percent.

Cream and Neufchatel: 82 mil-
lion pounds, down 6 percent.

Brick and Muenster: 14.8 mil-
lion pounds, up 1.6 percent.

Hispanic cheese: 29.1 million 
pounds, up 25.8 percent.

Blue and Gorgonzola: 8.6 mil-
lion pounds, up 22.6 percent.

Feta: 8.5 million pounds, down 
9.9 percent.

Gouda: 4.1 million pounds, 
down 27.8 percent.

All other types of cheese: 13.3 
million pounds, down 18 percent.

Whey Products Production
December production of dry whey, 
human, totaled 73.2 million 
pounds, down 13.3 percent from 
December 2017. Manufacturers’ 
stocks of dry whey, human, at the 
end of December totaled 65.1 mil-
lion pounds, down 32.9 percent 
from a year earlier but up 1 percent 
from a month earlier.

Manufacturers’ stocks of lactose, 
human and animal, at the end of 
December totaled 104.6 million 
pounds, down 22.8 percent from 
a year earlier but up 20.8 percent 
from a month earlier.

Production of whey protein 
concentrate, human and animal, 
during December totaled 40.8 mil-
lion pounds, down 2.7 percent 
from December 2017. Manufac-
turers’ stocks of WPC, human and 
animal, at the end of December 
totaled 65.4 million pounds, down 
22.7 percent from a year earlier 
but up 9.4 percent from a month 
earlier.

Manufacturers’ stocks of WPI at 
the end of December totaled 23.5 
million pounds, down 15.2 percent 
from a year earlier and down 3.7 
percent from a month earlier.

Butter And Dry Milk Products
December butter production 
totaled 171 million pounds, down 
0.1 percent from December 2017. 

For all of 2018, butter production 
totaled 1.884 billion pounds, up 2 
percent from 2017.

That 2018 butter output broke 
the previous  US butter production 
record of 1.872 billion pounds, set 
back in 1941. Regional butter pro-
duction in December, with com-
parisons to December 2017, was: 
West, 77.9 million pounds, down 
4.4 percent; Central, 74.8 million 
pounds, up 5 percent; and Atlan-
tic, 18.2 million pounds, down 0.7 
percent.

Production of nonfat dry milk 
during December totaled 142.6 
million pounds, down 13 percent 
from December 2017. For all of 
2018, nonfat dry milk production 
totaled 1.743 billion pounds, down 
5 percent from 2017.

Manufacturers’ shipments of 
nonfat dry milk during December 
totaled 170.4 million pounds, up 
31 percent from December 2017. 
Manufacturers’ stocks of NDM at 
the end of December totaled 275.3 
million pounds, down 14 percent 
from a year earlier and down 4.9 
percent from a month earlier.

December production of other 
dry milk products, with compari-
sons to December 2017, was: skim 
milk powder, 50.8 million pounds, 
up 1.8 percent; dry whole milk, 
6.4 million pounds, down 43.1 
percent; milk protein concentrate, 
10.2 million pounds, down 25 per-
cent; and dry buttermilk, 9.3 mil-
lion pounds, down 16.7 percent.

Yogurt, Other Dairy Products
December production of yogurt, 
plain and flavored, totaled 344.9 
million pounds, down 2.2 percent 
from December 2017. For all of 
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2018, yogurt production totaled 
4.389 billion pounds, down 2 per-
cent from 2017.

Sour cream production in 
December totaled 127.1 mil-
lion pounds, up 4.3 percent from 
December 2017. Sour cream out-
put for all of 2018 totaled 1.4 bil-
lion pounds, up 1.1 percent from 
2017.

Cream cottage cheese produc-
tion in December totaled 24.6 
million pounds, down 5.8 percent 
from December 2017. Lowfat cot-
tage cheese output in December 
was 22.9 million pounds, down 8.9 
percent from December 2017.

December production of regu-
lar ice cream totaled 43.7 million 
gallons, down 6.1 percent from 
December 2017. Lowfat ice cream 
output during December was 26.6 
million gallons, down 6.9 percent 
from December 2017.
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At H&C we are constantly 
developing solutions 
to enhance efficiency 
and drive growth

Our solutions offer 
enhanced return 
on investment and 
operational efficiency:

Reduced work injuries
Increased running times
Increased product quality
Reduced wastage
Smaller footprint

US Toll Free  800-351-1745
NZ Phone +64 6 872 7140
Email enquiries@hadencustance.com

For more information, visit www.hadencustance.com

Straus Family Creamery To Celebrate 25 
Years With New Production Plant
Creamery To Invest Nearly 
$20 Million In Facilty That 
Will Open Up New Products
Rohnert Park, CA—Straus Family 
Creamery will mark its 25th anni-
versary with the ground-breaking 
of a new environmentally-superior 
production facility here slated for 
completion in the second quarter 
of 2020.

Straus will move from its cur-
rent creamery in Marshall, CA, to 
the new facility roughly 25 miles  
inland.  The building will total  
about 70,000 square feet, and the 
company plans to lease out approx-
imately 47,000 square feet. 

It will house processing and 
packaging for all Straus Family 
Creamery organic dairy products, 
along with offices, training spaces, 
and maintenance shop. 

“The new facility 
will increase capacity, 

allowing for the 
introduction of 

new products and 
our entrance into 
new organic dairy 

categories.”
—Albert Straus,            

Straus Family Creamery

The facility was designed to 
allow greater manufacturing effi-
ciency, enhancing the Creamery’s 
abilities to utilize new technologies 
related to water capture and reuse, 
heat recapture, and to implement 
more sustainable processes for 
cleaning the plant. 

Along with increased capac-
ity for current products, Straus 
Creamery will be able to intro-
duce additional items in its exist-
ing organic dairy categories, and 
enter new organic dairy categories 
as well.

The project will cost just shy 
of $20 million, and as the busi-
ness grows, new employees will be 
added.

The current manufacturing 
facility in Marshall was nearing 
full capacity utilization, even after 
multiple investments in efficiency 
and automation, according to 
Albert Straus, founder and CEO, 
Straus Family Creamery. Also, the 
location of the current plant is a 
long drive for many employees 
who work there. 

“The new facility will increase 
capacity, allowing for the intro-
duction of new products and our 
entrance into new organic dairy 
categories,” Straus said. 

“It will enable us to continue 
our innovation in sustainabil-

ity, consistent with our history of 
doing business right by tapping 
new advancements in sustainable 
production processes,” he said. 

It will also  significantly enhance 
our employees’ quality of life due 
to a shorter commute time, Straus 
continued.

Pioneers Of Organic Dairy
We are proud to be the pioneers 
of organic dairy, establishing the 
first 100 percent certified organic 
creamery in the country, which 
has been operating since 1994, 
Straus said.

Our focus has always been on 
sustainably made, minimally pro-
cessed organic dairy products of 
the highest quality from local cer-
tified organic family farms, he said. 
That has not changed in 25 years, 
despite many transformations in 
the dairy industry and the food 
production sector overall. 

“Our loyal customers, and our 
company’s farmer-first and respon-
sible mission-driven business 
practices continue to keep us as a 
leader,” Straus said.

“We’re very concerned about 
the national trend in which the 
number of small-scale family dairy 
farms is declining,” he said. “With-
out stable pricing and collabora-
tion with farmers, many farms are 
going out of business, threatening 
the survival of their rural commu-
nities.”

“I don’t think our society has 
placed a great deal of value on 
farmers or compensated them for 
the actual costs of production over 
the last 80 years. Today, our com-
munities continue to lose farmers 
because the country’s food system 
is broken,” Straus said. 

“More than half of the fresh fruit 
and almost a third of the fresh veg-
etables Americans buy now come 
from other countries, according 
to the USDA,” he said. “Over a 
few short decades, the number of 
licensed dairy farms in the United 
States sharply declined from 4.6 
million in 1940 to less than 40,000 
in 2018.” 

The number of cows has also 
declined from 22 million in 1940 
to slightly over 9 million in 2016, 
he continued.

“At Straus Family Creamery, 
we’re building mutually beneficial 
relationships with our farmers as a 
model for other farming commu-
nities across the country and the 
world to replicate,” Albert Strauss  
said.

Today, Straus sources organic 
milk from nine local, independent 
family-operated farms, and works 
hard to ensure stability in pricing 
and supply chain for these farm-
ers.

“Climate change is a threat to 
agriculture, and dairy farms are a 
primary solution to help reverse 

the effects on the environment,” 
Straus said. 

With California’s mandate to 
reduce methane emissions, this 
creates a focused opportunity and 
support system to turn methane 
into an alternative energy resource. 
On the farm, he has a goal to be 
carbon-neutral (zero carbon emis-
sions) by 2022. 

Today, his dairy farm is 100 per-
cent powered by renewable energy, 
generated by methane capture 
from the cow manure on the farm, 
Strauss said. 

It also powers the farm vehicles, 
and in 2017 he introduced the 
world’s first full- scale heavyweight 
electric feed truck which hauls feed 
to my 280 milking cows.

“Furthermore, I believe that 
implementing sustainable organic 
farming practices as part of a car-
bon farm plan can mitigate climate 
change,” Straus said. “In 2013, my 
dairy farm became California’s 
first dairy farm to implement a 
carbon farm plan (a 20-year plan), 
in conjunction with the Marin 
Carbon Project, that will reduce 
and sequester 2000 metric tons of 
CO2e emissions annually.”

For more information on Straus 
Family Creamery’s year-long 25th 
anniversary celebration and plant 
updates, visit www.strausfamily-
creamery.com.

French Dairy Co-op 
Sodiaal Gets EIB 
Grant To Finance 
Research, Innovation
Luxembourg—The European 
Investment Bank (EIB) is grant-
ing a  40-million-euro loan to the 
Sodiaal dairy cooperative to help 
finance its research and develop-
ment program.

Sodiaal, the largest dairy coop-
erative in France and the third 
largest in Europe, has 20,000 mem-
bers and processes 4.7 billion liters 
of milk in 70 industrial sites across 
France.

 It processes milk from its mem-
bers to cover dairy products includ-
ing drinking milk/cream/butter, 
cheese, dairy ingredients and spe-
cialized nutrition.

The R&D project supported by 
the EIB will involve a total of 80 
million euros invested between 
2018 and 2021.

Sodiaal will center its efforts 
on child nutrition, the utiliza-
tion of milk components, pro-
cessing technologies and new 
ways to package food products, 
while simultaneously strength-
ening its partnerships with pub-
lic and private sector research 
institutions.
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518.561.3578  • ValcourProcessTech.com

Latest Lamp Technology
     • One Lamp utilized instead of multiple at higher flow rates.
     • 9000 Hrs Lamp life compared to 4000 Hrs in competitors

Optimized Flow Chamber
     • System can be installed without straight pipe runs to meet validation requirements.
     • EPA validated and FDA PMO 2017 compliant for Pasteurized Equivalent 
         Water Applications.

PLC Controls
     • AB 850 Series PLC as standard for ease of process integration.

Dramatically Lower Cost of Ownership
     • Reduced downtime – fewer lamps and lamp changes

Contact the experts at Valcour Process Technologies and Aquionics to discuss your 
UV water disinfection application.

“Enabling Extraordinary Cheese
Production, Converting, Packaging,
Inspection, Sustainability, and 
Project Solution Opportunities 
for our Customers.”

What’s New in UV Water
Disinfection Systems?

Introducing the UVEO Series from Aquionics
The UVEO is the latest UV Water Disinfection System Platform on the market and is
validated for Pasteurized Equivalent Water (PEW) Applications.  The latest Lamp 
Technology, Flow Dynamics Modeling, and Controls Technology make the UVEO a
compelling alternative to older UV product platforms.

For more information, visit www.valcourprocesstech.com

Non-Renewal
Continued from p. 4

expectations in relationship to 
your rating basis, you may find your 
operation in non-renewal.

I’VE RECEIVED A        
NON-RENEWAL NOTICE…

NOW WHAT?

In Wisconsin, like many states, 
insurance carriers are required to 
notify an insured of non-renewal 
at least 60 days prior to the renewal 
date. 

1. Find out the reason for the 
non-renewal

Usually,  the non-renewing 
underwriter gives notice to the 
agent prior to sending the letter, 
so hopefully you weren’t blind-
sided. If you were, an immediate 
call to your broker as well as the 
insurance carrier should be made 
to find out the specifics of the non-
renewal. 

Sometimes, the non-renewal 
notice will include a reason, but 
often there is little or no explana-
tion. If corrections can be made 
to overcome the reason, it is pos-
sible the insurer may be willing to 
rescind the non-renewal. 

This is important because when 
your broker is shopping for a 
replacement insurer, every applica-
tion asks a question similar to the 
following:  “Has the insured ever 
been non-renewed by a previous 
insurer?”  The broker is required to 
disclose previous non-renewal sta-
tus to the new prospective insur-
ance company.   

2. Get a new plan, Stan
It is your broker’s role to help 

you identify and “market” your 

operation to potential insurance 
carriers. Your broker should assist 
and guide you if you have been 
non-renewed — regardless of the 
reason. You should meet as soon as 
possible with them to discuss his 
or her plan for helping you find 
new insurance coverage. Ask for a 
specific timeline as well as a list of 
insurance carriers that the broker 
will approach. 

Ideally, your broker should 
suggest potential resources and 
insurer companies that can help 
you improve your situation, those 
with an expertise in and appetite 
for the food industry. You may also 
need to interview other brokers 
who specialize in food coverages to 
ensure your organization gets the 
best insurance coverage possible.

3. Get your operations and man-
agement in order

Management commitment to 
safety starts at the top of any orga-
nization. A non-renewal can serve 
as a wakeup call and an opportu-
nity for management to revitalize 
good manufacturing practices. 

Work with your broker to update 
their existing risk management 
plan for you in order to prioritize 
the main areas of change needed 
for improvement. Your broker can 
also use this plan to help tell the 
story of your positive management 
efforts to prospective underwriters. 

Non-renewal does not have to 
be a business ending situation; 
rather, it can drive you to create a 
best-in-class dairy operation.

Jen Pino-Gallagher is a Director of Food 
& Agribusiness Practice at M3 Insur-
ance. M3 Insurance offers insight, advice 
and strategies to help clients manage risk, 
purchase insurance and provide employee 
benefits. For more information, call (800) 
272-2443 ,jen.pinogallagher@m3ins.com 
visit www.m3ins.com

CIP TANKS,TANKS,T
BALANCE TANKSTANKST
STORAGE TANKSTANKST

  12 gauge single piece,
seamless construction on body

  T-304 or T-316 Stainless Construction

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

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

baskets & covers available

  Glass beaded finish
  USDA Approved

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

Winsted, MN 55395

Superior Solutions

FLOOR DRAINS

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

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

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

For more information, visit www.awimfg.com

Locally Produced 
Cheeses Could Face 
Extinction Under 
Australia-EU Trade 
Pact, ADIC Warns
Canberra, Australia—Australia’s 
dairy industry could soon face 
a “nightmare scenario” if locally 
produced cheeses including feta, 
parmesan and haloumi are banned 
under a new Australia-European 
Union (EU) free trade agreement, 
according to the Australian Dairy 
Industry Council (ADIC).

The ADIC has warned that 
locally produced cheese varieties 
with a value of production worth 
$180 million, and export sales aver-
aging $55 million each year, would 
face extinction if the EU succeeds 
in forcing Australia to accept and 
implement strict labelling rules, 
known as geographic indications 
(GIs), as part of the trade deal cur-
rently being negotiated between 
the EU and Australia.

The EU has argued that GIs are 
intended to protect distinctive EU 
food and drink products from imi-
tations in Australia, but in practice 
Australian dairy manufacturers will 
be forced to change the names of 
locally produced common cheese 
brands, the ADIC said.

“A quick look in any supermar-

ket cheese section will show you 
that many Australian dairy manu-
facturers have built their brands 
on their cultural heritage, and now 
face the possibility of having that 
taken from them. It is an absolute 
nightmare scenario,” ADIC Chair 
Terry Richardson said. “Not only 
that, but consumers will be con-
fused and frustrated at no longer 
being able to find some of their 
favorite dairy products on super-
market shelves.” 

Added to this, attempts by the 
EU to extend the scope of labeling 
restrictions to include colors, flags, 
and even symbols that might evoke 
regions in EU countries would hit 
a further 45,000 tons of Australian 
cheese production, averaging $300 
million in domestic and export 
sales per year, the ADIC said.

Richardson said the Austra-
lian government needed to take 
stronger action during trade talks 
to ensure the local dairy industry 
would not suffer under a new trade 
agreement. 

“The future of the Australian 
dairy industry depends on the fed-
eral government’s courage to stay 
firm in trade negotiations and push 
back against the EU’s demand to 
enforce GI restrictions,” he said 

“These trade negotiations should 
allow both Australia and the EU 
to capitalize on an improved com-
mercial relationship,” Richardson 
added. 
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For more information,visit www.loosmachine.com

Twin Falls, ID—Gem State Dairy 
Products, LLC, announced plans 
Monday to establish what it is call-
ing one of the largest aseptic milk 
processing plants in the United 
States.

With construction expected 
to begin in the summer of 
2019 in Twin Falls, Gem State 
Dairy Products will build a 
200,000-square-foot aseptic milk 
processing plant. 

The plant will leverage the 
latest technologies to produce a 
variety of milk products for its cus-
tomers, the company said.

Gem State Dairy Products esti-
mates that milk processing in the 
new facility will begin in the sum-
mer of 2020.

Idaho is home to more than 
20 dairy processing plants and 
currently ranks third in the US 
in milk production, trailing only 

Japan To Include 
Imported Whey For 
Liquid Infant Formula 
In Existing TRQ For 
Powdered Formula
Tokyo, Japan—Starting on Apr. 
1, 2019, Japan is expected to 
include imported whey for the 
production of liquid infant formula 
in the existing tariff-rate quota 
(TRQ) currently reserved for 
whey for powdered infant formula, 
USDA’s Foreign Agricultural Ser-
vice (FAS) recently reported.

The overall TRQ volume is 
expected to remain at 25,000 tons 
(55.1 million pounds), FAS said. 

Under its WTO commitments, 
Japan maintains several TRQs for 
whey designated for certain end-
uses, FAS explained. One of the 
recognized end-uses is whey for 
powdered infant formula for which 
Japan established an annual TRQ 
of 25,000 metric tons, with an in-
quota tariff of 10 percent. 

Late last year, the subcommit-
tee on tariff and foreign exchange 
within the Ministry of Finance 
announced the end-use scope for 
this TRQ would be amended to 
include liquid infant formula start-
ing Apr. 1, 2019. That announce-
ment follows the Japanese 
government’s decision last August 
to permit the domestic production 
and sale of liquid infant formula.

In recent years, Japan has not 
imported the full volume of its 
TRQ for whey for powdered infant 
formula. In 2017, it imported 7,784 
metric tons of whey under this 
quota, primarily from the Euro-
pean Union, Singapore, the US, 
and South Korea. Imports from the 
US totaled 1,578 tons.

Japan established additional 
TRQs for whey for member coun-
tries of the Comprehensive and 
Progressive Agreement for Trans-
Pacific Partnership (CPTPP) and 
the Japan-EU Economic Part-
nership Agreement (EPA), FAS 
noted. Under CPTPP, Japan cre-
ated a country-specific TRQ for 
New Zealand starting at 1,300 
tons and growing to 1,700 tons 
in 11 years. Whey for powdered 
infant formula is duty-free under 
this TRQ.

In the Japan-EU EPA, Japan 
established a whey TRQ starting 
at 6,200 metric tons and growing 
to 9,400 tons in 11 years. This 
TRQ provides duty-free treatment 
for whey for both powdered and 
liquid infant formula.

FAS/Tokyo reported last August 
that it could take at least 18 
months for Japanese companies to 
start domestic production of liquid 
infant formula. Since then, Glico, 
one of Japan’s leading manufactur-
ers of powdered infant formula, 
announced that it successfully 
completed development of a new 
liquid infant formula product.

Gem State Dairy Products To Build Aseptic 
Milk Processing Plant In Twin Falls, ID

California and Wisconsin, and also 
ranks third in cheese production, 
trailing only Wisconsin and Cali-
fornia.

“This vertically integrated bot-
tling facility will be one of the 
newest and largest aseptic process-
ing facilities in the country. The 
state-of-the-art facility will uti-
lize the most current technology 
available to the market,” said Tom 
Mikesell, spokesperson for Gem 
State Dairy Products. 

Idaho’s dairy industry produces 
a variety of dairy products, from 
milk and whey protein powders to 
cheese, butter, yogurt, fluid milk, 
and other products. Only 3 percent 
of Idaho’s milk supply currently 
stays in fluid form, according to 
Gem State Dairy Products.

“That will allow Gem State to 
provide its customers with high-
quality and lower-cost alternatives 

for milk and dairy-based bever-
ages,” Mikesell said.

“Idaho is known globally for its 
high quality and readily available 
milk supply,” said Rick Naerebout, 
CEO of the Idaho Dairymen’s 
Association. “Gem State will be 
a welcome addition to the exist-
ing milk-processing landscape in 
Idaho.”

“The dairy industry in Idaho can 
best be described as innovative and 
forward-thinking. This new facil-
ity exhibits those qualities and is 
poised to serve the emerging needs 
of domestic and global custom-
ers,” said Karianne Fallow, CEO of 
Dairy West.

“The city of Twin Falls is excited 
to welcome Gem State’s process-
ing facility to the community, add-
ing value to the dairy sector. Their 
new operations will tap into the 
deep agricultural roots of the area, 
deliver unique products, and pro-
vide great jobs to support individu-
als and families in Twin Falls,” said 
Twin Falls Mayor Shawn Barigar.

http://www.loosmachine.com
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Quit wasting money on liners that are too large 
and hang over the side of your trash can...

Reduce Can Liner Costs

and hang over the side of your trash can...

Find the right sized liner for your container with our 
Trash Can & Liner Selection Guide—Request Today!

For more information, visit www.nelsonjameson.comFor more information, visit www.caloris.com

You can trust our membrane systems for a variety of 
your treatment processes involving concentration, 
separation and puri�cation. Together with our 
thermal processing systems, our membrane systems 
help generate high value for your product and clean 
water for reuse. And our skidded systems arrive pre-
assembled, ready to plug into your operation. How’s 
that for streamlining your capital and operating costs?

Find out how we can custom design a cost-e�ective 
and energy-e�cient membrane �ltration system for 
your challenges at caloris.com or call 410-822-6900.

Streamlined membrane 
e�ciency for a variety  

of processes.

Caloris membrane systems – clean and pure.

New Firm, Motif Ingredients, Launches 
With $90 Million In Series A Financing
Using Biotechnology And 
Fermentation, Motif Will 
Engineer Dairy, Other 
Proteins; Fonterra, Louis   
Dreyfus Among Investors
Boston, MA—Motif Ingredients, 
a new food ingredients company, 
launched this week with $90 mil-
lion in Series A financing to pro-
vide next-generation alternative 
proteins and other ingredients to 
global food companies.

Powered by Ginkgo Bioworks’ 
platform for biological engineer-
ing, Motif Ingredients will leverage 
biotechnology to create novel solu-
tions for foods that provide consum-
ers with greater choices, without 
compromising taste or nutrition, 
according to an announcement 
by Ginkgo Bioworks, which uses 
the power of biology to build sus-
tainable products in food, pharma, 
manufacturing, and more.

Motif investors include Fon-
terra, Louis Dreyfus Company, 
Breakthrough Energy Ventures, 
and Viking Global Investors. 

Jonathan McIntyre, formerly 
head of R&D at Indigo Agri-

culture and former SVP of R&D 
at PepsiCo, will lead Motif as 
CEO.

Consumer demand for “alter-
native foods” such as meat sub-
stitutes and plant-based beverages 
grew 17 percent last year, with 
food companies rapidly inno-
vating to keep up with demand, 
but obstacles remain to create 
products that maintain the taste, 
health profile and integrity of 
their animal-based counterparts, 
Ginkgo Bioworks noted.

Motif’s ingredients will offer a 
solution to this problem, bringing 
the nutrition and taste that con-
sumers demand at an accessible 
price that mass scale food markets 
require, Ginkgo added. 

Using biotechnology and fer-
mentation, rather than animal 
agriculture, Motif will engineer 
dozens of proteins derived from 
dairy, egg and meat without com-
promising the functionality, taste 
and nutrition of animal-based 
ingredients.

“Sustainability and accessible 
nutrition are among the biggest 
challenges facing the food industry 
today. Consumers are demanding 

mindful food options, but there’s 
a reigning myth that healthy and 
plant-based foods must come at 
a higher price, or cannot taste or 
function like the animal-based 
foods they aim to replicate,” 
McIntyre said.

“Biotechnology and fermenta-
tion is our answer, and Motif will 
be key to propelling the next food 
revolution with affordable, sustain-
able and accessible ingredients that 
meet the standards of chefs, food 
developers, and visionary brands,” 
McIntyre continued.

“To help feed the world and 
meet consumers’ evolving food 
preferences, traditional and com-
plementary nutritional sources 
need to co-exist. As a global dairy 
nutrition company, we see plant- 
and fermentation-produced nutri-
tion as complementary to animal 
protein, and in particular cows’ 
milk,” commented Judith Swales, 
Fonterra’s chief operating officer, 
Global Consumer and Foodservice 
Business.

“Our partnership with Motif 
enables us to be part of this emerg-
ing area and help meet the nutri-
tional needs of the world’s growing 
population,” Swales added.

“Innovative or disruptive solu-
tions are key to responding to 
changing consumer demand and to 
addressing the challenge of feed-
ing a growing world population 
sustainably,” said Kristen Eshak 
Weldon, head of food innovation 
and downstream strategy at Louis 
Dreyfus Company, a merchant and 
processor of agricultural goods. 

“In this sense, we are excited to 
partner with Motif, convinced that 
its next-generation ingredients will 
play a vital role,” Eshak Weldon 
said.

For more information about 
Motif, visit motifingredients.com.

Ireland’s Carbery 
Begins Construction 
On New Plant To 
Diversify Its Cheese 
Portfolio
Ballineen, Ireland—Carbery 
Group has begun construction on 
a new manufacturing facility that 
will help diversify its cheese port-
folio.

In the planning for some time, 
the new plant represents a 78 mil-
lion euro (US$89 million) invest-
ment by Carbery Group into this 
diversification project.

The investment will allow the 
organization to diversify from its 
exclusive production of Cheddar 
cheese into an expanded range 
of new cheese offerings. This is 
in response to increased market 
growth and consumer demand for 
Mozzarella and other cheese variet-
ies in emerging markets.

The new production facility also 
signifies increased milk production 
capacity at the site, which will 
have the capacity to process 4 mil-
lion liters of milk each day. As a 
result, the operation will be one of 
the largest diversified cheese man-
ufacturing sites in Europe, accord-
ing to the Carbery Group.

With construction planned 
for completion in early 2020, the 
investment will future-proof Car-
bery’s capability to process all of 
the milk produced by its sharehold-
ers and farmer partners out to 2030 
and beyond. 

“Product and market diversifica-
tion has always been a core part of 
our business and ongoing strategy, 
with this project in the planning 
for almost two years,” commented 
Jason Hawkins, chief executive 
officer, Carbery Group. 
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The IVARSON 640 BLOCK CUTTING SYSTEM is a 
proven workhorse in the cheese conversion & 
packaging industry. Designed specifically for 
feeding todays highest output chunk and slice 
lines, the 640 BCS is engineered with simplicity 
and sanitation in mind. IVARSON’s reputation for 
quality assures you that the equipment is 
constructed with quality materials that stand up 
to the harshest environment, and the equipment 
is back by the best service and guarantee in
the business.

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

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

Milk Per Cow Rose 1% In 2018, But Fall 
In Cow Numbers Slowed Output Growth
Arlington, VA—The average 
annual milk per cow in the US rose 
to 23,173 pounds in 2018, up 1 per-
cent from 2017, but a small decline 
in milk cow numbers resulted in 
slower growth in US milk pro-
duction, Carolyn Liebrand, an 
economist with USDA’s Agricul-
tural Marketing Service, noted 
at USDA’s Agricultural Outlook 
Forum 2019 here last Friday.

Milk production per cow is 
projected to be 23,505 pounds in 
2019, up 1.4 percent from 2018, 
due to continued genetic and man-
agement improvements, somewhat 
improved prices, and also reflect-
ing the long-run trend growth of 
1.4 percent for 2000 through 2017, 
Liebrand noted.

On a daily average basis, each 
US milk cow produced 63.5 pounds 
of milk per day in 2018. Seasonal-
ity in milk production continues to 
challenge dairy industry logistics, 
Liebrand pointed out. In 2018, a 
four-pound difference in average 
output per cow per day between 
May (the month with the highest 
output per cow) and October (the 
month with the lowest output per 
cow), and with a milk cow inven-
tory which was 38,000 head larger 
in May, meant the industry had to 
handle, and find markets for, 41 
million more pounds of milk per 
day in May compared to October.

In addition to higher yields, the 
composition of milk is also trend-
ing richer, Liebrand said. The 
butterfat percent averaged 3.87 
in 2018, up from 3.84 percent in 
2017. 

Likewise, data from federal milk 
marketing orders in 2018 showed 
that average nonfat solids content 
of pooled milk rose to 8.91 percent 
from 8.90 percent in 2017 (nonfat 
solids content is reported by six of 
the orders), she noted.

These percentage-point changes 
may seem small, but the 2018 
increase in component tests alone 
represents an additional 65 mil-
lion pounds of fat and 22 million 
pounds of nonfat solids (i.e., not 
including the additional fat and 
solids from increased milk produc-
tion from 2017 to 2018), Liebrand 
explained.

For the first time since 2013, 
annual cow numbers were below 
a year earlier, down 0.1 percent 
in 2018, Liebrand said. The aver-
age inventory of milk cows on a 
monthly basis dropped below a 
year earlier each month from July 
through December. Average dairy 
cow inventory is expected to drop 
another 0.2 percent in 2019, due 
to the continued response to low 
margins in late 2018 and early 
2019.

The result is slower growth in 
US milk production. The annual 
average increase of 0.9 percent 

during the second half of 2018, 
and were expected to have ended 
2018 at 600 million pounds below 
a year earlier and are forecast to 
drop another 100 million pounds 
to 11.1 billion pounds in 2019. 
Ending stocks on a milkfat basis for 
2018, on the other hand, are pro-
jected up 300 million pounds but 
to decline to 13.3 billion pounds 
in 2019.

Ending stocks expressed as days 
of total commercial use peaked in 
2017 at 19.7 days on a skim-sol-
ids basis and are expected to fall 
in both 2018 and 2019. In 2019, 
Liebrand said stocks are projected 
to represent 18.1 days of use on 
a skim-solids basis. On a milkfat 
basis, 2018 ending stocks are pro-
jected to amount to 22.5 days of 
use and drop to 21.5 days of use 
in 2019.

Of the four main dairy products 
— American-type cheese, butter, 
nonfat dry milk and dry whey — 
American-type cheese showed the 
largest ending stocks relative to 
total commercial disappearance, 
51.4 days of use in 2017, she said.

The high levels of stocks are 
notable, Liebrand continued. It 
is possible stock levels reflect the 
changing nature of cheese pro-
duction and marketing, as well as 
robust supplies. Perhaps adjust-
ment in the variety of cheese being 
made, such as a declining utiliza-
tion of cheese for processed cheese 
products and more utilization in 
aged cheese products, among 
other things, may be affecting the 
amount of American cheese in 
inventory.

Ending stocks as days of use were 
below year-earlier levels for most 
months in 2018 through August 
and then moved above year-ear-
lier levels for September through 
November, Liebrand said.

Ending stocks of other-than-
American cheese were held at a 
much lower level than American 

cheese, 25.0 days of use in 2017, 
and ranged from 23.7 to 27.8 days 
of use in 2018 through November. 
Butter stocks represented 33.2 days 
of use in 2018, slightly more than 
in 2016 or 2015, and were below 
year earlier levels in October and 
November 2018.

Ending stocks of nonfat dry milk 
and dry whey in terms of days of 
total commercial use rose relatively 
sharply in 2017, Liebrand said. Dry 
whey stocks in terms of days of use 
were below year earlier levels for 
March through November 2018.

Retaliatory Tariffs Hurt Exports
Dairy export numbers were prom-
ising in early 2018, starting with 
a 16 percent increase, skim-solids 
basis, for January and a “whopping” 
30 percent year-over-year increase 
for April, Liebrand said.

Then came the retaliatory tar-
iffs enacted by China, Mexico 
and Canada in response to US 
tariffs on steel and aluminum. All 
of China’s dairy product imports 
from the US became subject to 
tariffs in addition to normal most-
favored-nation tariffs by Aug. 3, 
2018. Almost all cheese imported 
by Mexico from the US is subject 
to retaliatory tariffs.

November exports were down 
14 percent on a skim-solids basis 
from the prior year, Liebrand 
said. Commercial exports were 
expected to be up 10 percent on 
a skim-solids basis for 2018. Like-
wise, monthly exports on a milk-
fat basis were greater than a year 
earlier until November when they 
declined by 4 percent. Exports on 
a milkfat basis were expected to be 
up 15 percent for 2018.

The US is expected to continue 
to face headwinds in its export 
markets for 2019, Liebrand said. 
In addition to the retaliatory tar-
iffs, trade agreements between US 
trading partners and competitors 
may limit US export potential.

in 2018 was the lowest increase 
since 2013. Milk production is 
projected to grow 1.2 percent in 
2019 to 220.1 billion pounds due 
to increases in cow productivity 
outweighing the slightly smaller 
US dairy cow herd.

Over one-half of US milk is pro-
duced in California, Wisconsin, 
Idaho, New York, and Texas. New 
York was the only one of these 
states to show a decline in milk 
production for 2018, Liebrand 
said. Of the top 20 milk-produc-
ing states, Colorado, Texas, and 
Kansas showed the largest annual 
growth rates in milk production, 
8.8, 6.6 and 6.1 percent, respec-
tively.

Domestic commercial disap-
pearance on a milkfat basis was 
expected to show an increase of 
just 0.7 percent in 2018 over 2017, 
but is projected to grow 1.7 per-
cent in 2019. By comparison, on 
a skim-solids basis, domestic com-
mercial disappearance is projected 
to be up just 0.1 percent in 2018, 
and to improve 1 percent in 2019.

Shifting Dairy Product Stocks
Commercial ending stocks 
increased to 11.8 billion pounds 
on a skim-solids basis and 13.4 bil-
lion pounds on a milkfat basis in 
2017 (2018 ending stocks for dairy 
products were not available at the 
time of Liebrand’s presentation)

As milk production and con-
sumption increase, it follows that 
stocks may also show a relative 
increase, Liebrand pointed out. 
Monthly ending stocks on both 
a skim-solids and milkfat basis 
started 2018 above year-earlier lev-
els but followed different trajecto-
ries as the year progressed.

Ending stocks on a skim-solids 
basis fell below year-earlier levels 
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Superior ingredients. Innovative solutions.

Keystone® Stabilizer systems

Keystone® stabilizer systems are formulated to increase your analog cheeses quality 

and profitability. With a broad range of systems – both standard and custom designed – 

Keystone® stabilizers fit a variety of applications across the food industry.

For more information, visit www.agropuringredients.com
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Dean Foods
Continued from p. 1)

and systems,” said Ralph Scozzaf 
ava, the company’s chief executive 
officer. 

One day later, Dean Foods 
reported net sales for 2018 of 
$7.755 billion and an operating 
loss of $315.2 million.
 “While we made significant prog-

ress executing our enterprise-wide 
cost productivity plan, the cost 
savings were mitigated by incre-
mental transitory costs associated 
with a recent comprehensive plant 
consolidation,” Scozzafava said.

Last Friday, Dean Foods Com-
pany entered into that certain 
Credit Agreement, by and among 
the company, Cooperatieve Rabo-
bank U.A., New York Branch, 

as administrative agent, and the 
lenders party thereto, pursuant to 
which the lenders party thereto 
have provided the company with 
a senior secured borrowing base 
revolving credit facility with a 
maximum facility amount of $265 
million, according to a filing with 
the US Securities and Exchange 
Commission (SEC).

Also last Friday, Dean Foods 
Company entered into an amended 
and restated receivables purchase 
agreement, which provides the 
company with a $450 million 
receivables facility, pursuant to 
which certain of the company’s 
subsidiaries sell their accounts 
receivable to two wholly owned 
entities intended to be bank-
ruptcy-remote, according to that 
same SEC filing. The entities then 
transfer the receivables to third-
party asset-backed commercial 
paper conduits sponsored by major 
financial institutions.

Annual Report To SEC
Also this week, Dean Foods sub-
mitted its annual report to the 
SEC, and part of the report detailed 
business, competitive and strategic 
risks the company is facing.

“Industry-wide volume softness 
across dairy product categories, 
particularly within fluid milk, con-
tinued in 2018,” the report noted. 
“We have experienced volume 
losses and declines from histori-
cal levels from some of our largest 
customers, which has negatively 
impacted our sales and profitabil-
ity. This will continue to have a 
negative impact in the future if we 
are not able to reduce costs quickly 
enough to offset the lost volume 
and attract and retain a profitable 
customer and product mix. We 
expect volume softness to continue 
in the future.”

Dean Foods is also “experienc-

ing a continuing shift from branded 
to private label milk products. 
Retailers continue to aggressively 
price their private label milk to 
drive foot traffic, which has been 
increasing the price gap between 
branded and private label milk. 
We believe this negatively affects 
our branded product sales as cus-
tomers trade down to private label 
products,” the report continued. 

The annual report contains two 
charts that depict the company’s 
2018 net sales, excluding sales 
of excess raw materials of $515.2 
million and sales of other bulk 
commodities of $157.7 million, 
by product and product sales mix 
between company branded versus 
private label. 

In 2018, company brands 
(including all national, regional 
and local brands), accounted for 
50 percent of net sales, while pri-
vate label also accounted for 50 
percent of net sales, according to 
the report. Fluid milk accounted 
for 67 percent of net sales last year.

Many of Dean Foods Compa-
ny’s retail customers “have become 
increasingly price sensitive and are 
investing in their own private label 
products, which has intensified the 
competitive environment in which 
we operate,” the report noted. “As 
a result, we have been subject to 
a number of competitive bidding 
situations which have materially 
reduced our sales volumes and 
profitability on sales to several 
customers. We expect this trend of 
competitive bidding to continue.”

In order to win business in such 
a competitive environment, Dean 
Foods “may have to replace exist-
ing or lost volume with lower mar-
gin business,” the report added.

Amazon Launches 
Private Label Milk, 
Other Products Under 
‘Happy Belly’ Brand
Seattle, WA—Continuing its 
expansion into private label bever-
ages, Amazon has launched its first 
non-Whole-Foods private label 
brand milk and dairy products, 
according to TJI Research, which 
provides information and analysis 
about Amazon for professionals 
across industries.

The new items appear to have 
been quietly released under the 
Happy Belly brand, and are cur-
rently available only via Amazon-
Fresh, TJI Research said. The new 
products include four types of milk, 
all of which are lactose free, as well 
as Happy Belly Half & Half, Happy 
Belly Whipping Cream, and Happy 
Belly Dairy Whipped Topping.

This is not Amazon’s first private 
label dairy foray in the US. Last 
October, TJI Research found that 
Amazon had launched 24 variet-
ies of private label cheese under its 
Happy Belly brand as well.
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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
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Madison—Ten Wisconsin dairy 
companies have been named recip-
ients of Dairy Processor Grants 
through a Wisconsin Department 
of Agriculture, Trade and Con-
sumer Protection (WDATCP) 
program intended to foster inno-
vation, improve profitability and 
sustain the long-term viability of 
Wisconsin’s dairy processing facili-
ties.

A total of $200,000 was avail-
able for the 2019 Dairy Processor 
Grants, with a maximum $50,000 
allowed for each project. Grant 
recipients are required to provide 
a match of at least 20 percent of 
the grant amount.

The WDATCP received 14 
grant requests totaling about 
$350,000. Through a competi-
tive review process, the following 
10 cheese and dairy companies 
were selected to receive a total of 
$200,000:

Nasonville Dairy, Inc., Marsh-
field, $42,000. Nasonville will use 
the grant funds for food safety and 
facility modernization projects, 
including adding a brining system 
for its Feta cheese line, and to hire 
a consultant to perform the annual 
food safety audit.

Cooperative Regions of Organic 
Producer Pools (CROPP-Organic 
Valley), LaFarge, $28,569.
CROPP will use the funds to 
develop a high-protein, lower-fat 
cheese snack product to improve 
surplus utilization and profitability.

Widmer’s Cheese Cellars, 
Theresa, $27,500. The company 
plans to use the funds to develop a 
new Brick curd-cutting device, and 
develop new cheese packaging. 
Widmer’s also will use the grant 
funds to add increased automation 
in the company’s current Brick 
cheesemaking process.

Wisconsin Dairy Companies Receive Grants 
For Modernization And Other Projects

design of the layout of the new 
automated equipment in the 
plant.

Westby Cooperative Creamery, 
Westby, $15,000. Westby will use 
the funds for a pilot bulk yogurt 
dispensary project in schools, a 
project which has potential for 
other institutional buyers.

Rosewood Dairy, Inc., Algoma, 
$15,000. Rosewood Dairy will 
utilize the grant funds for a reno-
vation project at its existing chee-
semaking plant which will allow 
for cheese to be cut and stored 
in the plant, work currently per-
formed at other facilities about 15 
miles away. The expansion will 
also allow for developing addi-
tional lines of String cheese and a 
new Brie line.

Eckerman Sheep Company/

Phlox Farms, Antigo, $11,931.
The company will use the funds for 
advertising and promotional mate-
rials designed to educate the public 
at trade shows and farmers markets 
about sheep milk cheeses.

Bifrost Farms Creamery, LLC, 
Boyceville, $5,000. The company 
will use the funds for a facility 
modernization/expansion project 
designed to expand production 
capacity, including adding two 
aged cheeses to the creamery’s cur-
rent fresh cheese products.

“In order to meet the growing 
demand for Wisconsin dairy prod-
ucts, these grants will assist dairy 
processors in becoming more inno-
vative, efficient and adaptable in 
bringing our state’s dairy products 
to the consuming public,” said 
Brad Pfaff, WDATCP secretary.

Sassy Cow Creamery, Colum-
bus, $20,000. Grant funds are 
earmarked for a project designed 
to explore bulk packaging for sell-
ing milk to schools.

Chalet Cheese Cooperative, 
Monroe, $20,000. Grant mon-
ies will be used to develop a new 
technique to create two-pound 
wheels of Baby Swiss, a technique 
which could spread to other types 
of cheese.

Specialty Cheese Company, 
Inc., Reeseville, $15,000. The 
company plans to use the grant 
funds for a facility modernization 
project enabling automated pro-
duction of Paneer cheese. Monies 
will be budgeted for engineering 

MN Ag Department 
Awarding Grants To 
Help Institutions Buy 
Milk Coolers
St. Paul, MN—The Minne-
sota Department of Agriculture 
(MDA) is awarding up to $50,000 
in Agricultural Growth, Research 
and Innovation (AGRI) grants to 
eligible institutions to increase the 
use of Minnesota dairy products in 
their nutrition programs.

The AGRI Milk Cooler Grant 
helps schools and early care and 
education organizations purcase 
milk coolers and related dairy 
equipment.  Organizations may 
apply for up to $1,500.00 per milk 
cooler. Eligible expenses include 
the cost of the milk cooler and 
associated installation expenses.

For information visit: www.mda.
state.mn.us/business-dev-loans-
grants/agri-milk-cooler-grant.
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For more information, visit www.drtechinc.com

Organic Valley, Maple Hill Launch New 
Certified Grass-Fed Organic Program
La Farge, WI—Organic Valley 
and Maple Hill have announced 
the launch of the Certified Grass-
Fed Organic Livestock Program 
and Certification Mark.

The program is administered by 
the Organic Plus Trust Inc. (OPT), 
a public benefit entity created to 
advance organic agriculture, and 
creates a universal definition and 
verification of grass-fed organic 
farming standards and products.

Maple Hill and Organic Val-
ley began working on the program 
in 2017. With the official launch, 
consumers will begin seeing the 
new seal on packaging this year.

The Certified Grass-Fed Organic 
Livestock Program currently 
includes more than 320 certified 
farms, 15 certified dairy processors, 
15 certifiers and an expected 48 
different dairy products.

To be certified under the new 
OPT standard, dairy cows must be 
fed a grass diet, with zero grain, 
and given plenty of pasture for 
grazing. The new Certified Grass-
Fed Organic Livestock Program is 
built on the foundation of organic, 
meaning a farm must first be certi-
fied organic to participate.

The enhanced certification cri-
teria requires all animals receive 60 
percent of their dry matter intake 
from pasture over at least a 150-
day grazing season.

The certification is unique from 
other grass-fed certifications in 
that it also requires a full supply 
chain verification to use the cer-
tification mark, creating a higher 
level of transparency, Organic 
Valley and Maple Hill stated. The 
farm and dairy processor are certi-
fied to ensure grass-fed milk is seg-

regated and authentic all the way 
to the consumer dairy product.

The 2019 program is admin-
istered by EarthClaims LLC for 
the OPT to ensure unbiased and 
transparent management and dis-
tribution of the certification mark, 
which is registered with the US 
Patent and Trademark Office.

“Maple Hill and Organic Val-
ley have always been devoted to 
producing 100 percent grass-fed 
organic dairy in a way that exem-
plifies what consumers believe the 
words ‘grass-fed’ really mean. This 
new certification and seal is a giant 
step forward in protecting the 
grass-fed claim and giving consum-
ers a true standard to measure at 
the shelf,” said Tim Joseph, Maple 
Hill’s founder.

“And for Maple Hill the launch 
of the new program is a meaningful 
way for us to mark 10 years deliver-
ing 100 percent grass-fed organic 
dairy,” Joseph added. “It’s all we’ve 
ever done and it’s all we’ll ever do.”

“Organic Valley has been a 
leader in advancing organic meth-
ods and standards for the last 30 
years. We wanted to help move 
the industry forward, so we part-
nered with Maple Hill to challenge 
the status quo and bring clarity to 
the grass-fed dairy market,” said 
George Seimon, Organic Valley 
founding farmer and CEO.

“This certification represents 
the fine art and science of organic 
pasture management and our farm-
ers’ commitment to land steward-
ship and soil health,” Siemon said. 

Maple Hill produces milk, 
yogurt, kefir and cheese made with 
milk procured from 150 small fam-
ily farms in upstate New York. 

Maple Hill said it was the first 
national dairy to be third-party 
certified as 100 percent grass-fed 
organic. For more information, 
visit www.maplehill.com.

Organic Valley is the largest US 
cooperative of organic farmers and 
a leading national organic brand. 
Organized in 1988, it represents 
more than 2,000 farmers in 35 
states and achieved $1.1 billion in 
2017 sales. For more information, 
visit www.organicvalley.coop.

Irish Grass-Fed Program
Meanwhile, Irish farmers and pro-
cessors interested in gaining third-
party assurance for 100 percent 
grass-fed dairy and meat can now 
be certified by the Pasture-Fed 
Livestock Association (PFLA). 
The organization’s certification 
mark, “Pasture for Life,” has been 
operating in the United Kingdom 
for the past three years.

The “Pasture for Life” mark is 
underpinned by a set of standards, 
which define that animals may 
only be fed fresh or conserved pas-
ture with no grains, corn or soy.

Organic Farmers and Growers is 
contracted by the PFLA to admin-
ister the “Pasture for Life” scheme 
for all farmers, not just those who 
are organically certified.

In Ireland, an arrangement has 
been made with the Organic Trust 
(OT) to deliver audits for farmers. 
Farms organically certified with 
the OT can have their audits com-
bined with “Pasture for Life” to 
save time and oney.

“We recognize Ireland’s ability 
to grow and feed fantastic grass and 
are keen to extend our certification 
service to Irish farmers and proces-
sors amid growing interest and the 
potential for future trade oppor-
tunities,” said Russ Carrington, 
PFLA’s general manager. 

Symrise Opens New 
Dedicated Sweet 
Lab; Will Focus 
On Dairy, Other 
Applications
Teterboro, NJ—Symrise NA 
has opened its newly expanded 
and redesigned Food & Dairy 
Applications Lab for products 
across all segments of the sweet 
goods category, including dairy, 
according to Carol McBride, cat-
egory director, Sweet Business 
Unit North America.

The new lab will assist cus-
tomers throughout the develop-
ment process, from protocepts to 
larger-scale samples. 

The lab features a number of 
technological features designed 
to improve the team’s capa-
bilities, ensure food safety and 
enhance hygiene. Among these 
are a positive pressure air flow 
system that keeps the air clean 
and regulates temperature and 
humidity; a fully computerized 
steam injection milk and dairy 
processor; a dedicated area for 
fruit preparations; and a new 
flavor carousel system that helps 
the food scientists and applica-
tions staff work more efficiently.

For more information, visit 
www.symrise.com.

bioMerieux Buys 
Invisible Sentinel
Marcy l’Etoile, France, and 
Philadelphia, PA—bioMerieux, 
a world leader in food microbiol-
ogy testing, recently announced 
the acquisition of Invisible Sen-
tinel Inc.

Based in Philadelphia, PA, 
Invisible Sentinel develops, man-
ufactures and markets molecular 
diagnostic tools for the rapid and 
reliable detection of pathogens 
and spoilage organisms in foods 
and beverages. Invisible Sentinel 
has developed Veriflow, a DNA 
Signature Capturing Technology 
that combines simple protocols 
and workflows with rapid results, 
accuracy and specificity.

“We are thrilled to join the 
bioMerieux family today. bioM-
erieux’s rich history of pioneer-
ing innovation in diagnostics 
makes them the ideal partner 
for us to accelerate our growth,” 
said Dr. Nicholas Siciliano, chief 
executive officer and co-founder 
of Invisible Sentinel. 

“This acquisition illustrates 
bioMerieux’s commitment to 
bring innovative solutions to 
customers of all sizes to ensure 
food and beverage quality and 
contribute to protecting consum-
ers’ health,” said Nicolas Cartier, 
executive vice president, indus-
trial microbiology.
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  HyFlow™ bene�ts: 
  • Optimized for gusseted bag systems
  • No bridging or clumping of cheese shreds in hopper
  • No impact on cheese melt or browning
  • Less dust and lower visibility than competitive products
  • Dramatic leaker reduction - less waste of bags and cheese products
  • Excellent carrier for antimycotics and oxygen-scavenging systems

Ready to maximize the speed of your packaging line? 
Try HyFlow™ from Allied Blending. 

Speed up your production with HyFlow™, the cheese anti-caking agent that’s speci�cally designed for 
quicker bag �lling, including narrow opening gusseted bags. HyFlow™ is formulated to virtually 

eliminate cheese clumping, helping you increase line speeds while avoiding costly downtime. And 
HyFlow™ can match your current agent’s pro�le – no need to alter your ingredient listings.  

Keep It Moving with HyFlow™

For more information, visit www.alliedblending.com

FDA Releases New Strategy To Help 
Ensure Safety Of Imported Foods
Silver Spring, MD—The US Food 
and Drug Administration (FDA) 
this week released its “Strategy 
for the Safety of Imported Food,” 
which outlines the agency’s 
approach to helping ensure the 
safety of food imported into the 
US.

Today, the US imports food 
from more than 200 countries 
or territories and approximately 
125,000 exporting food facilities 
plus farms, FDA noted. In the past, 
FDA’s imported food safety system 
focused on intercepting unsafe 
food at the border and preventing 
its entrance into the US market-
place.

As the volume of imports 
increased, along with a diversity of 
products and countries of origin, 
the traditional regulatory oversight 
model was challenged, the agency 
continued. This year, between 
14 and 15 million shipments of 
imported food are expected to 
enter the US.

The Food Safety Moderniza-
tion Act (FSMA) creates a mul-
tilayered safety net with respect to 
imported food, specifying distinct 
roles for manufacturers, import-
ers, third-party auditors, foreign 
regulatory bodies, FDA, and other 
stakeholders. 

FSMA provides FDA significant 
new tools and also mandates an 
agency shift in perspective; FDA 
is charged with creating an over-
sight system designed primarily to 
prevent food safety problems from 
occurring, preferably before the 
food arrives at the US border or 
reaches the plates of US consum-
ers.

The strategy document FDA 
released this week describes how 
the agency is integrating the new 
import oversight tools with exist-
ing tools as part of a comprehen-
sive approach to imported food 
safety.

FDA’s imported food safety 
goals fall into three categories: pre-
venting food safety problems in the 
foreign supply chain prior to entry 
into the US; effectively detecting 
and refusing entry of unsafe foods 
at the border; and rapidly respond-
ing when FDA learns of unsafe 
imported foods. 

An overarching fourth goal is 
to create an effective and efficient 
food import program.

With respect to food offered 
for import, the best way FDA can 
fulfill the consumer expectation 
of safe food is to ensure that the 
foreign supply chain is compliant 
with US food safety requirements.  
These include new prevention-
based requirements that set the 
standards for safe food, whether 
imported or of domestic origin.

To ensure the safety of the sig-
nificant volume of food offered 

sight through data and informa-
tion sharing
 Provide training and out-

reach to a variety of stakeholders 
(e.g., foreign industry, importers, 
brokers, and regulatory counter-
parts) to increase compliance with 
United States food safety require-
ments.

FDA’s surveillance effort at 
more than 300 active US ports of 
entry, all points where shipments 
enter the US, remains an essential 
element of its strategy to ensure 
the safety of imported food. Gen-
erally, FDA’s surveillance tools are 
screening, examination, sampling 
and testing.

The agency will maximize pub-
lic health assurance by incorpo-
rating new sources of information 
into import screening and entry 
review processes. Strategic exami-
nation of shipments and sampling 
using refined testing methods will 
assist in the effort to find and pre-
vent entry of unsafe foods into US 
markets.

FDA said it is committed to 
working with domestic and inter-
national food safety regulatory and 
public health partners to increase 
the effectiveness of identification 
of food safety issues at the border. 
The agency will develop feedback 
loops for the intelligence gathered 
from multiple sources and use that 
information to maximize the effec-
tiveness of its border oversight.

FDA designs procedures and 
processes to ensure that in the 
event unsafe food enters the US, it 
is quickly identified and removed 
from the marketplace. Once a food 
is admitted through importation, 
FDA may use the same portfolio 
of tools it uses for domestically pro-
duced foods, including recall.

Finally, to create an effective 
and efficient food import program, 
FDA said it will implement an 
adaptive, risk-informed, and cost-
effective management system and 
infrastructure to support organi-
zational excellence, performance, 
and accountability.

for import into the US, FDA will 
pursue objectives related to verifi-
cation, enhanced compliance, and 
increased data and information 
sharing.

 In particular, FDA will:
 Optimize the use of foreign 

facility inspections and allocate 
resources to other oversight activi-
ties based on risk
 Hold foreign suppliers to US 

food safety standards and import-
ers to foreign supplier verification 
requirements
 Consider information from 

reliable third-party audits and 
other assurance programs aligned 
with US food safety requirements 
as appropriate.
 Work cooperatively with 

FDA’s domestic and foreign regu-
latory counterparts to establish 
agreements designed to leverage 
each other’s food and facility over-
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Evaporator Dryer Technologies, Inc.
715.796.2313 • 715.796.2378 - FAX
E-mail: info@evapdryertech.com •
1805 Ridgeway Street • Hammond, WI 54015

www.evapdryertech.com

Powder Processing
Evaporator and Spray Dryer Systems
for Safe, Efficient, Sanitary Processing

Engineering solutions and exceptional
technical support is what we
provide when it comes to your
evaporator and spray dryer system.

EDT innovative technologies -
designed to handle today’s process
requirements for safe, efficient,
sanitary processing.

 Whey and Whey Permeate
 Lactose
 WPC
 Milk Powders
 Cheese Powders
 Infant Formula

For more information, visit www.evapdryertech.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

USDA Seeks Cheese
(Continued from p. 1)

The contract type for these 
cheese purchases is firm fixed price.

These cheese purchases are 
being made under the authority of 
Section 32 of the Act of August 
24, 1935, with the purpose to 
encourage the continued domestic 
consumption of these products by 
diverting them from the normal 
channels of trade and commerce. 

The cheese that will be acquired 
under these invitations will be used 
for The Emergency Food Assis-
tance Program (TEFAP).

Offers under both invitations 
are due at 1:00 p.m. Central time 
on March 7. For details on the 
Cheddar invitation, contact Jenny 
Babiuch, at (816) 823-1145; email 
Jenny.Babiuch@ams.usda.gov. 

For details on the process cheese 
invitation, contact Caroline Rus-
sell, at (202) 720-8764; email Car-
oline.Russell@ams.usda.gov.

USDA early last month had 
announced plans to purchase 
cheese for distribution to various 
food nutrition assistance programs. 

Fluid Milk Contract Awards
In other dairy commodity pro-
curement developments, AMS 
announced purchase contract 

awards for fluid milk. Deliveries of 
the milk are to be made from Apr. 
1 through June 30, 2019.

Offers were accepted for a total 
of 4,525,200 gallons of milk, at a 
total cost of $12.6 million. That 
included 2,242,800 gallons of 2 
percent at a price range of $2.34 
to $4.2289 per gallon, for a total 
of $6.2 million; 1,130,400 gallons 
of whole milk at a price range of 
$2.63 to $4.5277 per gallon, for a 
total of $3.5 million; 766,800 gal-
lons of 1 percent milk at a price 
range of $2.03 to $3.8630, for a 
total of just under $2.0 million; and 
385,200 gallons of skim milk at a 
price range of $2.08 to $3.599 per 
gallon, for a total of $890,616.37.

No offers were received for 
964,800 gallons of fluid milk. 

Contracts were awarded to:
Anderson Erickson Dairy Co.: 

75,600 gallons, at a total price of 
$191,248.20.

Borden Dairy Company:
1,832,400 gallons, at a total price 
of $5,116,861.96.

Dairy Farmers of America:
460,800 gallons, at a total price of 
$1,202,391.36.

Darigold, Inc.: 316,800 gallons, 
at a total price of $787,179.60.

Hiland Dairy Foods Company, 
LLC: 644,400 gallons, at a total

price of $1,665,617.05.
Hollandia Dairy, Inc.: 

266,400 gallons, at a total price of 
$811,620.00.

HP Hood LLC: 39,600 gallons, 
at a total price of $119,772.00.

Prairie Farms Dairy, Inc.:
511,200 gallons, at a total price of 
$1,755,386.75.

Shamrock Foods Company: 
262,800 gallons, at a total price of 
$654,372.00.

Upstate Niagara Cooperative: 
115,200 gallons, at a total price of 
$304,194.51.

USDA is purchasing this fluid 
milk under the authority of Sec-
tion 5d of the Commodity Credit 
Corporation Charter Act for the 
Food Purchase and Distribution 
Program, which was launched 
last year to assist dairy and other 
farmers in response to trade dam-
age from retaliatory tariffs being 
imposed. The fluid milk will be 
used for TEFAP.

This was the first solicitation for 
fluid milk that USDA is making as 
part of its trade mitigation efforts.

Last year, USDA had also pur-
chased fluid milk for distribution to 
TEFAP, but those purchases were 
made under the authority of Sec-
tion 32 of the Act of August 24, 
1935, with the purpose of encour-
aging the continued domestic con-
sumption of the fluid milk products 
by diverting them from the normal 
channals of trade and commerce.

UHT, Evaporated Milk Awards
AMS also this week announced 
purchase contract awards for evap-
orated milk and ultra-high tem-
perature (UHT) milk products for 
delivery in April, May and June 
2019. 

The commodities were pur-
chased in support of USDA domes-
tic food distribution programs.

AMS specifically accepted offers 
for a total of 13,119,300 pounds 
of 1 percent UHT 1500 box-
12/32 fluid ounce, at a total price 
of $5,178,524; 400,705.5 pounds 
of 1 percent UHT 2816 box-24/8 
fluid ounce, at a total price of 
$231,618.73; and 371,790 pounds 
of skim evaporated milk, 24/12-
fluid ounce cans, at a total price of 
$263,885.39. 

No offers were received for 
3,444,300 pounds of UHT milk.

Contracts were awarded to:
Gossner Foods, Inc.:

9,766,105.5 pounds of UHT milk, 
at a total price of $3,793,210.76.

Industria Lechera de Puerto 
Rico: 2,554,200 pounds of 
UHT milk, at a total price of 
$1,077,214.50.

JEC Consulting & Trad-
ing Company: 1,199,700 pounds 
of UHT milk, at a total price of 
$539,717.95.

O-AT-KA Milk Products 
Cooperative: 371,790 pounds of 
evaporated milk, at a total price of 
4263,885.39.
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For info, visit www.kelleysupply.com/Documents/LuperoxEZ9sProductBulletin.pdf

What Protein Craze? One-Third Of US 
Adults Over Age 50 Don’t Eat Enough
Abbott Park, IL—Despite pro-
tein’s soaring popularity in recent 
years — with high-protein prod-
ucts dominating grocery store 
shelves and protein being widely 
recognized as a nutrient for a 
healthy, active livestyle — more 
than one in three over the age of 
50 are missing the mark on protein 
intake, according to a new study.

Using data from the National 
Health and Nutrition Examina-
tion Survey (NHANES), research-
ers from Ohio State University and 
Abbott evaluated protein intake in 
relation to diet patterns and func-
tional outcomes in 11,680 adults 
aged 51 and older. 

Prior assessments of age-related 
differences in protein intakes show 
that protein consumption was 
greatest in adults aged 19-30 years 
(mean 91 grams per day), but low-
est for older adults with mean pro-
tein intakes of 66 grams per day. 
In general, consuming less food, 
which contributes to insufficient 
amounts of dietary protein and 
energy.

For this study, complete dietary 
intake data from adults aged 51 
years and older were categorized 
into 51-60 years, 61-70 years, and 
71 years and older were included in 
this analysis. 

Adults were stratified by meeting 
or not meeting the protein recom-
mendation (0.8 grams/kilogram/
day) to compare demographics, 
diet quality with Healthy Eating 
Index (HEI)-2015, functional lim-
itations, and other dietary intakes.

Across all age categories, males 
(69 percent of 51-60 year old, 63 
percent of 61-70 year old, and 58 
percent of those over 70 years old) 
are more likely to meet recom-
mended protein intakes compared 
to females (55 percent of 51-60 
year old’s, 52 percent of 61-70 year 
old, and 50 percent of those over 
70 years old.

“Despite the protein craze in 
America, the data shows there’s 
still a big gap in adults’ protein 
intake,” said Christopher A. Tay-
lor, Ph.D., R.D., associate professor 
at Ohio State University and the 
study’s author.

“Not only were they signifi-
cantly lacking, but this research 
was looking at intake against cur-
rent dietary recommendations, 
which don’t take into consider-
ation activity, age and illness, 
when adults may need even more 
protein,” Taylor added.

Across all age groups, those 
not meeting the recommended 
protein intake had significantly 
lower intakes of total energy and 
energy adjusted protein. Those not 
meeting the recommended protein 
intake requirement also had a sig-
nificantly lower energy adjusted 
consumption of carbohydrates, 

total fat, saturated fat, monoun-
saturated fat, choline, vitamin C, 
phosphorus, zinc, and selenium per 
1,000 calories across all age groups.

Skipping meal frequencies were 
higher across each age group for 
adults who did not meet the pro-
tein recommendation, the study 
noted. Approximately 74 percent 
of adults meeting the protein rec-
ommendation reported consuming 
three meals per day, compared to 
the 40 to 43 percent of those who 
did not meet the recommendation 
reporting fewer than three meals 
per day.

Across all age categories, adults 
not meeting the recommended 
protein intake had significantly 
lower total HEI scores. Those not 
meeting protein recommenda-
tions had scored significantly less 
for greens and beans, dairy, total 
protein foods, seafood and plant 
protein foods, refined grains, and 
added sugars; however, the whole 
grain score was only significantly 
lower for those not meeting the 
protein recommendation in the 
61-70 year olds.

The requirement for higher pro-
tein intake recommendations in 
the older population is being led 
by several experts in the field. This 
study adds to the body of evidence 
supporting an emphasis on protein 
intakes in aging.

A major challenge to increas-
ing nutrient intakes in aging is the 
appetite decline associated with 
age. This phenomenon has been 
attributed to numerous factors, 
such as poor dentition, reduced 
sense of taste and smell, delayed 
gastric emptying and depression, all 
of which are conditions prevalent 

among older adults. The anorexia 
of aging is well established, and is 
reported to affect between 15 and 
30 percent of aging adults.

Apart from pharmacological 
appetite stimulants, addressing 
these issues may help to enhance 
appetite among older adults. Other 
approaches to increase nutrient 

intake in the older population 
include improving oral health, 
enhancing the sensory attributes of 
foods (flavor and smells) with extra 
seasonings, introducing variety of 
foods at mealtimes, utilizing col-
ored cutlery and plating options, 
end enriching foods served with 
supplemental calories. 

For more information, visit www.sanchelima.com

http://www.kelleysupply.com/Documents/LuperoxEZ9sProductBulletin.pdf
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LUKE BUHOLZER, vice presi-
dent of sales at Klondike Cheese 
Company, Monroe, WI, was 
recently elected to the Foreign 
Type Cheesemakers Associa-
tion’s (FTCA) board of direc-
tors. He joins re-elected board 
members JOHN JAEGGI, Wis-
consin Center for Dairy Research 
(CDR) and RANDY PITMAN, 
Mill Creek Cheese. The Asso-
ciation’s seven returning board 
members are: BEN WORKMAN, 
Edelweiss Creamery; THOMAS 
DAHMEN, Chula Vista Cheese; 
LINDSEY WHITE, Torkelson 
Cheese; ROB BRADLEY, Fam-
ily Fresh Pack; CHRIS ROELLI, 
Roelli Cheese Company; ROB 
FRIE, Prairie Farms; and MARK 
WITKE, Zimmerman Cheese. 
FTCA also recognized ADAM 
BUHOLZER, vice president of 
production for Klondike Cheese, 
who is retiring as board vice pres-
ident after six years of service.

JENNY HOPKINSON has 
joined the National Farmers 
Union (NFU) as its new senior 
government relations represen-
tative. Hopkinson previously 
served as an ag policy analyst 
at the Congressional Research 
Service, focusing on recent trade 
actions by the Trump Admin-
istration on China, the effects 
of steel and aluminum tariffs 
on US agriculture, and ongoing 
US trade negotiations. Prior to 
CRS, Hopkinson spent almost a 
decade as a journalist covering ag 
and environmental policy.

JOHN KLINGE has been pro-
moted to the newly created 
position of director, strategic 
sales-aftermarket at Eriez-USA. 
In this role, Klinge will head 
Eriez aftermarket business, which 
includes the company’s service, 
repair and spare parts depart-
ments. He will also be responsible 
for developing key sales strate-
gies, tactics and action plans to 
expand all facets of Eriez’ after-
market business. Klinge joined 
Eriez in 2008 as a technical sales 
representative, and most recently 
served as the company’s light 
industry market manager. Prior 
to Eriez, Klinge served as a cap-
tain in the US Army.

Golden State Foods (GSF) 
bestowed its 2018 Chairman’s 
Challenge Award to subsidiary 
company KANPAK in Penn 
Yan, NY. The award recognizes 
outstanding facility achieve-
ment in safety, customer service, 
employee satisfaction, innova-
tion and profitability.  KanPak 
is a supplier of beverages and 
desserts using aseptic processing 
technology.

RECOGNITION

PERSONNEL

DEFINING A NEW ERA IN
DAIRY PROCESSING “We have met

with quality suppliers
and had a chance to sit

in on educational
sessions - which were

all very insightful.”

– Hunter Braun,
Senior Laboratory Technician,

Purple Cow Creamery

SEE MACHINERY IN ACTION

KEEP UP WITH INDUSTRY TRENDS

DISCOVER CROSSOVER SOLUTIONS

REGISTER NOW
PROFOODTECH.COM

7,000
processing

professionals

400
exhibitors

125,000
net square feet

of exhibits

100
top dairy 
suppliers

FREE
education in ProFood Tech’s

 Knowledge Hub, 
produced by IDFA

Cheese Industry 
Conference 2019 Will 
Feature New Job Fair 
Madison—The Wisconsin Cheese 
Makers Association (WCMA) 
invites employers and prospective 
industry employees to participate 
in the first-ever WCMA Job Fair 
at the 2019 Cheese Industry Con-
ference.  

The event will take place here 
Tuesday, April 16 from 3 p.m. to 5 
p.m. at the Alliant Energy Center.  

All prospective employees are 
welcome to attend, free of charge.  
WCMA is specifically inviting 
students from the University of 
Wisconsin-Madison, University 
of Wisconsin-River Falls, Wis-
consin Technical College Sys-
tem, Aims Community College in 
Colorado, California Polytechnic 

State University, Clemson Uni-
versity, Cornell University, Iowa 
State University, Michigan State 
University, Pennsylvania State 
University, South Dakota State 
University, University of Minne-
sota, University of Missouri, Uni-
versity of Tennessee, University 
of Idaho, and Washington State 
University to participate.  

Many of these students will be 
competing in the Collegiate Dairy 
Products Evaluation Contest at the 
2019 Cheese Industry Conference 
on Wednesday, April 17.

“Dairy processing is a dynamic, 
diverse career field, with great 
opportunity for advancement, and 
we believe the Cheese Industry 
Conference is the perfect venue 
in which to demonstrate that to 
our industry’s future leaders,” said 
Rebekah Sweeney, WCMA com-
munications, education, and pol-

icy director.
The WCMA Job Fair has capac-

ity to showcase up to 20 indus-
try employers, and space will be 
reserved on a first-come, first-
served basis.  

Registration fees are $200 
per exhibiting company, which 
includes up to four passes for com-
pany representatives, a skirted 
table, hors d’oeuvres and refresh-
ments.  This opportunity is open 
to dairy manufacturers, processors, 
marketers, and suppliers that have 
active membership with WCMA.

“As the labor market continues 
to tighten, it’s increasingly impor-
tant for employers to reach out to 
the emerging workforce,” Sweeney 
said.  

To register online, visit WisChee-
seMakers.org, or contact Rebekah 
Sweeney at rsweeney@wischeese-
makers.org.
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For more information,visit www.multipond.com

www.multipond.com

MULTIPOND America Inc.
Green Bay, WI
920.490.8249

   

   

MULTIPOND Weighing Technology and multihead 
weighing systems stand for maximum accuracy, 
performance and reliability.

MEET US – ICTE 2018
INTERNATIONAL CHEESE TECHNOLOGY EXPO

Milwaukee, WI  |  April 17 - 19 

MULTIPOND America Booth #733

WORLD LEADER
IN DAIRY CARBOHYDRATE TECHNOLOGY.

Recognized as the world leader in dairy carbohydrate processing 
technology, RELCO® L-TECH™ Drying Systems are designed 
specifically to process carbohydrates to the highest-quality powder 
at the lowest capital and operating costs in the industry. Each 
process step is engineered to maximize yield.

Learn more about RELCO solutions at
relco.net/cheesereporter. 

Contact a RELCO expert today:

320.231.2210
sales@relco.net

 relco.net

For more information, visit www.relco.net/cheesereporter

GI Restrictions
(Continued from p. 1)

purchase less of the “unfamiliar” 
name cheese and pay less for it. 
This study estimated the magni-
tude of the consumer response and 
the implications for the industry.

The statistical and empirical 
methods used in this study include 
analogous cases, notably, the mar-
ket impacts in Germany, Denmark, 
France and the United Kingdom 
incurred by granting GI status to 
Parmesan and Feta cheese.

Study results indicate that con-
sumption of US-produced cheeses 
that would be subject to GI restric-
tions would “fall dramatically” if 
GI regulations or other tools that 
have a similar effect were imple-
mented in the US in ways that 
restrict the use of common cheese 
names. Further, demand for US 
cheese exports would fall by a simi-
lar percentage to what would be 
observed in the domestic market. 

Based on analysis of the EU 
case studies, US imports of Euro-
pean GI-labeled cheese are likely 
to increase by 13 percent. The 
collective effect of these market 
responses is that demand for US 
cheese would contract sharply, 
with prices falling 14 percent and 
consumption falling by 306 to 814 
million pounds. 

In the short run, US cheese mak-
ers would be hard pressed to make 
significant economic responses 
to the shifting consumer demand 
curve and domestic demand for 

milk at all stages of the dairy indus-
try would fall, the study found.

The consumer reaction would 
trigger a “sharp contraction”. Dur-
ing the first three years of GI regula-
tions restricting common names in 
the US, declining milk equivalent 
consumption would strongly pres-
sure farmgate milk prices, which 
could fall by 97 cents per hun-
dredweight to $2.14 per hundred. 
Consequently, dairy farm revenue 
would fall between 7.8 percent and 
16.6 percent over three years, lead-
ing to revenue losses of $9.5 billion 
to $20.2 billion.

Adding More GI Cheeses
The study also examined the impact 
of subsequent GI status approval 
for current non-GI cheeses, such 
as Provolone and Mozzarella, given 
the continued addition of previ-
ously generic terms to the EU’s GI 
system and other factors.

The delayed impacts of GI sta-
tus for cheeses like Provolone and 
Mozzarella would be more severe 
than the initial impacts due to 
the market sizes for these cheeses. 
Results from models on GI impacts 
show the total US milk equivalent 
consumption would fall between 
56 billion and 136 billion pounds 
(2.7 percent to 6.7 percent). 

The average farm price in the 
long-run scenario ranges from 90 
cents to $2.03 per hundredweight 
lower than in the baseline case. 

Farmgate margins would remain 
significantly below breakeven lev-
els for seven of the 10 years mod-

eled in the study, forcing greater 
liquidation of the US dairy herd. 
The loss in herd size would range 
between 460,000 to 740,000 head 
due to the implications of GI 
restrictions on common cheese 
terms in the US, the study said. 

Finally, farm revenue losses 
would continue to mount with the 
delayed impacts, reaching a cumu-
lative $71.8 billion in lost revenue 
over 10 years under the full will-
ingness to pay.

Granting GI status to common 
cheeses has even broader impacts 
in the US than model results sug-
gest, according to the study. The 
declining demand for US-pro-
duced cheese would force cheese 
makers out of business. 

Larger firms with higher equity 
and greater marketing/rebranding 
capabilities may be the best posi-
tioned to weather the conditions 
but even they would face signifi-
cant challenges if decisions to con-
vert facilities to produce different 
varieties or products must be made, 
the study said. Small and medium-
sized firms would be significantly 
pressured from lower cheese prices 
and demand, but could be well-

positioned to continue marketing 
in the smaller niche and specialty 
cheese markets.

“The threat is serious and 
mounting; the EU is very clear 
in its intentions and the scope of 
its GI restrictions continues to 
expand,” said Jaime Castaneda, 
the CCFN’s executive director. 
“Already we have seen European 
groups attempt to seize usage of 
specific names in the US mar-
ket, including parmigiano, asiago, 
romano, and gruyere.

“And in key export markets 
around the world, the EU is abusing 
GI policies to dismantle competi-
tion and erect barriers to trade,” 
Castaneda continued. “Only col-
laborative actions between the US 
government and impacted indus-
tries will stop the EU’s increas-
ingly aggressive efforts and ensure 
that other countries hold the line 
against the EU.”

“The European Union has 
repeatedly targeted the US dairy 
industry by undermining our abil-
ity to freely use generic cheese 
names in foreign markets,” com-
mented Tom Vilsack, USDEC’s 
chairman and CEO. “
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March 4-5: New York State 
Cheese Manufacturers Associa-
tion Spring Meeting, Double-
Tree Hotel, East Syracuse, NY. 
Visit www.nyscheesemakers.
com.

•
March 5-7: US Championship 
Cheese Contest, Lambeau 
Field, Green Bay, WI. Visit www.
uschampioncheese.org.

•
March 26-28: ProFood Tech, 
McCormick Place, Chicago, 
IL. For more information, visit 
www.profoodtech.com.

•
April 17-18: Cheese Industry 
Conference, Alliant Energy 
Center, Madison, WI. More 
details available online at www.
cheeseconference.org.

•
April 26-May 1: NCIMS Confer-
ence, Hyatt Regency St. Louis 
at the Arch, St. Louis, MO. Visit 
www.ncims.org.

•
May 5-7: ADPI/ABI Joint Annual 
Meeting, Chicago Marriott 
Downtown, Chicago, IL. For 
details, visit www.adpi.org.

•
June 2-4: IDDBA Conference & 
Expo, Orange County Conven-
tion Center, Orlando, FL. Visit 
www.iddba.org for details.

•
June 2-5: IFT Annual Meeting & 
Expo, Ernest N. Morial Conven-
tion Center, New Orleans, LA. 
For details, visit www.ift.org.

•
July 15-16: WDPA Dairy Sym-
posium, Door County, WI. See 
www.wdpa.net for details.

•
July 31-Aug. 3: American 
Cheese Society Annual Confer-
ence, Richmond, VA. Visit www.
cheesesociety.org.

•
Aug. 8-9: Idaho Milk Proces-
sors Association’s Annual Con-
ference, Sun Valley Resort, Sun 
Valley, ID. More details avail-
able soon at www.impa.us.

•
Sept. 23-26: IDF World Dairy 
Summit, Hilton Istanbul 
Bomonti Hotel & Conference 
Center, Istanbul, Turkey. Visit 
www.idfwds2019.com.

PLANNING GUIDE

ADPI/ABI Conference Is May 5-7    
In Chicago; Registration Now Open
Chicago—The early registration 
deadline for this year’s joint con-
ference of the American Dairy 
Products Institute (ADPI) and 
American Butter Institute (ABI) 
is March 31, 2019.

The three-day event will take 
place here May 5-7 at the Chicago 
Marriott Downtown. This year’s 
conference will feature industry 
leaders, dairy economists and other 
business experts leading a full pro-
gram of educational sessions.

More than 1,100 manufactur-
ers, marketers, suppliers, distribu-
tors and brokers of manufactured 
dairy products, as well as industry 
analysts, journalists and key gov-
ernment officials are expected to 
attend.

The meeting kicks off Sunday 
with the annual golf tournament at  
the Ruffled Feathers Golf Club in 
nearby Lemont, IL, and a welcome 
reception Sunday evening back at 
the Chicago Marriott Downtown 
Magnificent Mile.

Monday’s agenda starts with an 
official welcome and dairy mar-
ket outlook, followed by a “Keep 
Pushing!” keynote address and a 
session on the trials and tribula-
tions of global trade within the 
dairy industry.

The annual Recognition Lun-
cheon will start at noon, and the 
afternoon sessions will include 
industry briefings on lactose, milk 
powders and milk protein concen-

trate (MPC), whey products and 
permeate. 

The annual Grand Chicago 
Reception will take place Monday 
evening.

Tuesday’s agenda begins with a 
senior leaders panel discussion on 
sustainability and viability within 
the dairy industry, followed by a 
forum on the latest hot topics and 
ADPI board of directors meeting.

After lunch, the ABI board 
of directors will hold its annual 
meeting, followed with a session 
on dairy protein messaging ini-
tiatives, and supply chain chal-
lenges.

A briefing on permeate and a 
session on the failures and suc-
cesses of risk management will 
take place Monday afternoon, and 
the day will wrap up with a final 
networking reception beginning at 
5 p.m.

The early registration deadline 
is March 31 and cost to attend 
prior to the deadline is $649 for 
members and $799 for non-mem-
bers. After March 31, cost is $699 
for members and $849 for non-
members. 

Cost to attend Sunday’s golf out-
ing is $125 per person and includes 
greens fee, golf cart, boxed lunch 
and transportation.

For more information, including 
complete registration details and 
exhibit information, visit www.
adpi.org.

Food Safety Workshop To Show How Sargento, 
Smithfield Foods Pass Major Audits
Chicago—A food safety workshop 
here detailing how some of the 
country’s largest and well-respected 
food and dairy companies achieve 
the highest level of food safety will 
take place here Tuesday, March 
12, at event host Corvium, Inc. 
headquarters.

Corvium’s first CONNECTOR 
workshop will feature food safety 
experts on the role of innovation 
in supporting operational efficien-
cies, and how automation can help 
drive supply chain confidence. 

Registration kicks off at 8 a.m., 
followed by a networking coffee 
break and subsequent roundtable 
discussion at 9:30 a.m.

Rebecca Gau, quality systems 
supervisor with Sargento Foods, 
Inc., will talk about on how Cor-
vium helped save Sargento from an 

intense audit and potential recall 
disaster by developing a robust 
environmental monitoring pro-
gram. 

Dustin Ebbing, senior micro-
biologist and LIMS administra-
tor at Smithfield Foods, Inc., will 
share how Smithfield has increased 
transparency across its facilities 
and increased production up-time.

Corvium’s customer success 
manager will walk through how to 
leverage functionality to increase 
the efficacy of company reports 
using CONTROL-PRO.

Fellow customer success man-
ager James Quill will cover how 
standardizing corporate policies 
and automating EMP workflows 
can translate to reinforcing brand 
protection and increasing brand 
value.

“What is most exciting about 
hosting our first annual CON-
NECTOR event is the opportu-
nity to help shift the focus of food 
safety practices from a reactive to a 
proactive endeavor” said Corvium 
CEO Jeff Swartz. 

“As in many industries, the 
important and vital conversation 
about food safety can be toxic in 
nature as it might infer that a com-
pany only cares about it after the 
fact,” Swartz said.

“In reality, ensuring food safety 
and proactive environmental mon-
itoring within an organization’s 
facility is the only way to ensure 
brand excellence, improve mar-
gins, and be a reliable partner to 
your supply chain,” he continued.

Cost to attend is free, and 
includes lunch and refreshment 
breaks. To sign up online, visit 
www.corvium.com/food-safety-
events-march-12-2019.

Preventive Controls 
Qualified Individual 
Training Workshop Is 
April 3-5 In Madison
Madison—M3 Insurance will host 
a preventive controls qualified 
(PCQI) training workshop here 
April 3-5, 2019.

The workshop, led by dairy 
industry consultant Matt Mathi-
son, will follow the FDA approved 
curriculum developed by the Food 
Safety Preventive Controls Alli-
ance (FSPCA). 

The course will provide an over-
view of the Preventive Controls 
for Human Food (PCHF) rule, and 
will cover current good manufac-
turing practices and other prereq-
uisite programs.

Mathison will also talk about 
hazard analysis and preventive 
controls determination; the devel-
opment of process, allergen, sani-
tation and supplier preventive 
controls; recall plans and record-
keeping requirements.

The early registration deadline 
is March 15. 

Cost to register prior to the 
deadline is $399 per person, and 
$425 after March 15. 

For more details or sign up 
online, visit www.m3ins.com/blog/
category/seminars-webinars/upcom-
ing-events.
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Classified ads should be placed by 
Thursday for the Friday issue. Clas-
sified ads charged $.75 per word. 
Classified ads payable in advance. 
Display Classifieds charged per 
column inch. For information, call 
608-246-8430.

1. Equipment for Sale

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

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.

ALFA-LAVAL SEPARATOR: Model 
MRPX 518 HGV hermetic separator. 
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

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

4. Walls & Ceiling

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

8. Promotion & Placement

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

9. Help Wanted

Looking for qualified people? Advertise 
here by calling Cheese Reporter at 
608-246-8430

10. Cheese & Dairy Products

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

12. Warehousing

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.

13. Testing Services

Advertise here by calling Cheese 
Reporter at 608-246-8430

General Machinery CorporationGeneral Machinery Corporation

1820 Single Direction
Cheese Cutter

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

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

www.genmac.com

General Machinery Corporation
Call NOW at 1-888-243-6622

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

3010    TU-Way
Simultaneously cuts either two 40-lb blocks

or up to four 20-pound Mozz loaves.

General Machinery Corporation

3090     Dual Direction
Cheese Cutter

Designed to cut 40# blocks 7" x 11" x 14"
Wire harps/platens easily removed and replaced

Two adjustable speed controls
One or two person operation.

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

www.genmac.com

General Machinery Corporation

HYDRAUFLAKER
Reduces Frozen Blocks

Designed to automatically chunk frozen 
blocks of cheese and butter

for further processing.

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

www.genmac.com

New, Refurbished, & Used Dairy Equipment   
Ullmer’s Engineers are on site designing 

to your needs, including: 

 Holding/ Bulk Tanks      Vats
 Cheese Presses/Molds       Butter Churns

 Processors and Mixing tanks

Ullmer’s Dairy Equipment helps their customers 
produce quality products by providing quality 

new, refurbished and used 
dairy processing equipment.

We have our own laser and press brake
on site which helps reduce lead times!

Give us a call for a quote 
on your next project!

920-822-8266
ullmersdairyeqpt@netnet.net 

www.ullmers-dairyequipment.com

 Plant Controller 
Dairyfood USA, Inc., a market leader in specialty cheese production for over 60 years, 
is currently seeking a Plant Controller to provide oversight of the accounts payable, 
accounts receivable and overall general ledger functions. Based in our production facility 
in the heart of America’s Dairyland, Blue Mounds, WI, this position reports to the VP of 
Administration.

This position will assist with the implementation of new ERP manufacturing and 
accounting software in addition to planning, directing and formulating financial 
policies, providing financial analysis to management, and analyzing manufacturing data 
and maintaining reports. Ideal candidate will have a Bachelor’s degree in Accounting, 
Business Administration or a related field, a minimum of 10 years of accounting, payroll 
administration and office management experience in manufacturing organization and a 
minimum of 5 years of experience with ERP and cost accounting systems.

The position offers a competitive salary and a comprehensive benefits package.  
Interested applicants should email a cover letter, resume and salary requirements to 
humanresources@dairyfoodusa.com

Dairyfood USA, Inc.
2819 County Road F, Blue Mounds, WI 53517
(Corner of 18/151 & County Rd F)
608-437-5598
www.dairyfoodusa.com

Equal Opportunity Employer

Dairyfood USA, Inc.
Sales & Marketing Manager
Dairyfood USA, Inc., a SQF certified market leader in specialty cheese produc-
tion for over 60 years is seeking a Sales/Marketing Manager for its Western 
Region. The Western Region Sales Manager will develop strategy and organize 
and execute a dynamic marketing and sales program serving diversified markets 
such as Food Service, Private Label, Grocery, Snack Companies and Retail.

Develops and manages Broker network.  Develops and executes general sales 
promotion and advertising strategy.  Coordinates and directs meetings, confer-
ences and convention programs to achieve maximum direct product exposure 
and promote sales.  Represents Company at regional and national trade shows.  

The ideal candidate will have sales and marketing experience in the Food 
Industry and live in the region.

Dairyfood USA, Inc. offers an excellent salary and comprehensive benefit pack-
age.  

For confidential consideration,please forward resume to:

Peggy White
Human Resources Manager
Dairyfood USA, Inc.
pwhite@dairyfoodusa.com

Dairyfood USA, Inc.
Sales & Marketing Manager

Dairyfood USA, Inc., a SQF certified market leader in specialty cheese produc-
tion for over 60 years is seeking a Sales/Marketing Manager for its Eastern
Region responsible to develop strategy and to organize and execute a dynamic
marketing and sales program serving diversified markets such as Food Service,
Private Label, Grocery, Snack Companies and Retail.

Develops and manages Broker network.  Develops and executes general sales
promotion and advertising strategy.  Coordinates and directs meetings, confer-
ences and convention programs to achieve maximum direct product exposure
and promote sales.  Represents Company at regional and national trade shows.  

The ideal candidate will have sales and marketing experience in the Food
Industry and live in the region.

Dairyfood USA, Inc. offers an excellent salary and comprehensive benefit pack-
age.  

For confidential consideration,please forward resume to:

Peggy White
Human Resources Manager
Dairyfood USA, Inc.
pwhite@dairyfoodusa.com

ory to:

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
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SEPARATORS & CLARIFIERS

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

Call Dave Lambert at (920) 863-3306 
   or Dick Lambert  at (920) 825-7468

GREAT LAKES SEPARATORS, INC.GREAT LAKES SEPARATORS, INC.GREAT LAKES SEPARATORS, INC.GREAT LAKES SEPARATORS, INC.
P: (920) 863-3306 •  F: (920) 863-6485  

 E: drlambert@dialez.net
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    If changing subscription, please include your old and new address below

CHEESE REPORTER SUBSCRIBER SERVICE 

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__________________

DAIRY PRODUCT SALES

WEEK ENDING
Style and Region Feb. 23 Feb. 16 Feb. 9 Feb. 2

40-Pound Block Cheddar Cheese Prices and Sales

Weighted Price  Dollars/Pound
US 1.5167 1.4664• 1.4356• 1.4310
Sales Volume  Pounds
US 12,208,426 11,016,344• 11,981,299• 11,178,752

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

Weighted Price  Dollars/Pound  
US 1.4351 1.3653 1.3300 1.3129
Adjusted to 38% Moisture  
US 1.3671 1.2969 1.2639 1.2492
Sales Volume  Pounds
US 11,662,825 13,199,079 12,260,514 9,878,100
Weighted Moisture Content Percent
US 34.92 34.73 34.76 34.84

Butter

Weighted Price  Dollars/Pound
US 2.2639 2.2966• 2.2859 2.2339
Sales Volume                                        Pounds
US 4,104,995 4,969,344• 5,731,928 9,182,522•

Dry Whey Prices

Weighted Price  Dollars/Pounds
US 0.4246 0.4555• 0.4686 0.4669
Sales Volume
US 6,853,110 7,508,299• 8,152,757 6,635,814

Nonfat Dry Milk

Average Price  Dollars/Pound
US 0.9830 0.9811• 0.9812• 0.9764
Sales Volume  Pounds
US 14,542,745 18,083,716• 16,295,335• 22,595,540•

Feb. 27, 2019—AMS’ National Dairy Prod-
ucts Sales Report. Prices included are pro-
vided each week by manufacturers. Prices 
collected are for the (wholesale) point of sale 
for natural, unaged Cheddar; boxes of but-
ter meeting USDA standards; Extra Grade 
edible dry whey; and Extra Grade and USPH 
Grade A nonfortified NFDM.   •Revised

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

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

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

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

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

E-Mail Phone  _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ _ 
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Class III - Cheese Milk Price  2018 2019
PRICE (per hundredweight)  $13.40 $13.89
SKIM PRICE (per hundredweight)  $5.37 $5.20

Class II - Soft Dairy Products  2018 2019
PRICE (per hundredweight)  $13.44 $16.13
BUTTERFAT PRICE (per pound)  $2.3560 $2.5415
SKIM MILK PRICE (per hundredweight) $5.38 $7.50

Class IV - Butter, MP  2018 2019

PRICE (per hundredweight)  $12.87 $15.86

SKIM MILK PRICE (per hundredweight) $4.82 $7.24

BUTTERFAT PRICE (per pound)  $2.3490 $2.5345

NONFAT SOLIDS PRICE (per pound) $0.5352 $0.8041

PROTEIN PRICE (per pound)  $1.6265 $1.1776

OTHER SOLIDS PRICE (per pound)  $0.0550 $0.2631

SOMATIC CELL Adjust. rate (per 1,000 scc) $0.00074 $0.00070

AMS Survey Product Price Averages   2018 2019

Cheese, US 40-block, NASS   $1.4727 $1.3940
Butter, CME  $2.1112 $2.2644
Nonfat Dry Milk   $0.7084 $0.9800
Dry Whey  $0.2525 $0.4545

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

Dairy Product Stocks in Cold Storage
TOTAL STOCKS AS REPORTED BY USDA    (in thousands of pounds unless indicated)
      
   Stocks in All    
   Warehouses     

     % of % of
Dec 31   Nov 30 Dec 31 Dec 31 Nov 30  

 2017   2018 2018 2017 2018 

Butter  168,787  153,782 179,333 106 117

Cheese

American  746,846  799,002 799,448 107 100 

 Swiss 26,367  28,972 29,780 113 103 

 Other  507,271  520,491 514,674 101 99 

Total 1,280,484 1,348,465 1,343,902 105 100

$1.35

$1.40

$1.45

$1.50

$1.55

$1.60

$1.65

$1.70

$1.75

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

40-Pound Block Avg
CME vs AMS

DAIRY FUTURES PRICES
SETTLING PRICE                                                                                            *Cash Settled
Date Month Class III* Class IV* Dry Whey* NDM* Butter* Cheese*
2-22 February 19 13.95 15.85 45.900 98.250 226.125 1.3970
2-25 February 19 13.95 15.85 45.750 98.250 226.250 1.3960
2-26 February 19 13.94 15.89 45.450 98.250 226.300 1.3960
2-27 February 19 13.89 15.86 45.450 98.000 226.440 1.3940
2-28 February 19 — — — — — —

2-22 March 19 14.90 15.92 42.250 98.500 227.050 1.5180
2-25 March 19 15.17 15.88 42.200 98.500 226.500 1.5350
2-26 March 19 15.27 15.88 42.375 97.850 226.400 1.5560
2-27 March 19 15.31 15.88 42.200 97.850 226.625 1.5630
2-28 March 19 15.24 15.86 40.950 97.500 227.000 1.5630

2-22 April 19 14.80 16.10 41.300 100.00 229.100 1.5120
2-25 April 1960 14.91 16.10 41.300 99.850 229.100 1.5210
2-26 April 19 15.03 16.01 41.750 98.350 228.500 1.5320
2-27 April 19 15.17 16.00 42.100 99.000 228.625 1.5460
2-28 April 19 15.20 16.05 40.850 98.625 229.750 1.5550

2-22 May 19 15.08 16.30 40.300 102.250 229.750 1.5420
2-25 May 19 15.18 16.30 41.200 101.775 230.000 1.5450
2-26 May 19 15.27 16.26 41.450 100.500 229.550 1.5570
2-27 May 19 15.32 16.22 41.700 100.875 229.500 1.5600
2-28 May 19 15.26 16.24 40.200 100.300 230.750 1.5660

2-22 June 19 15.52 16.52 40.000 103.800 230.850 1.5900
2-25 June 19 15.62 16.52 39.800 103.400 231.200 1.5970
2-26 June 19 15.72 16.44 40.975 102.550 230.750 1.6060
2-27 June 19 15.70 16.44 41.025 103.250 231.200 1.6070
2-28 June 19 15.58 16.44 39.525 102.500 231.750 1.6040

2-22 July 19 16.01 16.68 40.275 105.775 231.600 1.6380
2-25 July 19 16.09 16.68 40.950 105.275 231.900 1.6450
2-26 July 19 16.19 16.58 41.275 104.500 231.000 1.6530
2-27 July 19 16.13 16.63 41.125 104.675 231.025 1.6530
2-28 July 19 16.03 16.63 39.300 104.100 232.625 1.6490

2-22 August 19 16.21 16.90 40.000 107.125 232.425 1.6660
2-25 August 19 16.30 16.90 40.100 107.125 232.900 1.6730
2-26 August 19 16.35 16.72 40.100 105.875 232.300 1.6730
2-27 August 19 16.44 16.71 40.725 106.000 232.325 1.6700
2-28 August 19 16.20 16.71 39.975 106.000 232.500 1.6700

2-22 September 19 16.42 17.00 39.500 108.500 233.250 1.6820
2-25 September 19 16.47 17.00 39.500 108.025 233.300 1.6870
2-26 September 19 16.49 16.79 40.025 107.425 233.000 1.6870
2-27 September 19 16.41 16.77 40.025 107.200 232.725 1.6840
2-28 September 19 16.37 16.77 39.975 107.200 233.250 1.6860

2-22 October 19 16.37 17.10 38.750 109.500 233.500 1.6850
2-25 October 19 16.44 17.08 38.750 108.775 232.600 1.6870
2-26 October 19 16.46 16.84 39.375 108.375 232.600 1.6870
2-27 October 19 16.35 16.95 39.375 108.350 232.600 1.6880
2-28 October 19 16.33 16.95 39.375 107.800 232.675 1.6880

2-22 November 19 16.33 17.05 38.750 109.750 231.600 1.6800
2-25 November 19 16.39 17.05 38.750 109.750 231.200 1.6840
2-26 November 19 16.38 16.78 39.025 109.000 231.200 1.6840
2-27 November 19 16.35 16.88 39.025 108.925 231.500 1.6800
2-28 November 19 16.26 16.88 39.025 108.550 232.225 1.6800

2-22 December 19 16.15 16.90 38.750 109.625 229.750 1.6700
2-25 December 19 16.20 16.90 38.750 109.625 229.050 1.6700
2-26 December 19 16.20 16.78 39.025 108.000 229.050 1.6700
2-27 December 19 16.16 16.75 39.025 108.725 229.050 1.6700
2-28 December 19 16.14 16.72 39.025 108.025 229.000 1.6700

Interest - Feb. 28 22,708 6,603 3,299 8,114 7,345 20,571
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DAIRY PRODUCT MARKETS
AS REPORTED BY THE  US DEPARTMENT OF AGRICULTURE

WHOLESALE CHEESE MARKETS

WHOLESALE BUTTER MARKETS - FEBRUARY 27
NATIONAL: The wintry weather has not 
slowed butter production across the US. 
Print/bulk butter output remains active. 
Inventories are building into cold storage 
for later usage, especially in the summer 
season when butterfat is usually scarce. 
At this point, cream supplies remain read-
ily available for butter churning and most 
Class II processing needs. Butter demands 
from retailers, wholesalers, and foodservice 
vary regionally from fair to good.

WEST: In the West, cream churning con-
tinues at a fast pace. Butter churns are full, 
so some processors have stopped buying 
cream as they do not have enough room 
for processing. Mechanical issues at one 
butter manufacturing plant caused the plant 
manager to stop the production of butter 
and redistribute their cream to whoever 
could take some. As the result, this week, 
there are more cream loads available for 
churning than needed. Butter supplies are 

plentiful, and stocks continue to increase as 
days go by. Butter sales are stable.

CENTRAL:  Butter plant managers in 
the Central region continue reporting widely 
available cream loads for the churns, as 
production marches on. Demand is pick-
ing up ahead of spring holidays. Salted and 
unsalted loads are both selling at premi-
ums, and 82 percent butterfat orders have 
increased. Butter inventories are plentiful, 
but contacts suggest they are in a good 
place ahead of increasing seasonal demand. 

NORTHEAST: Eastern cream supplies 
continue to be readily accessible in the 
region. Spot offers are aplenty, yet cream 
spot demand is steady to a bit soft. Butter 
production is strong at this time. Even with 
heavy milk volumes clearing into their opera-
tions, some butter makers are purchasing 
additional cream loads. Manufacturers are 
making both salted and unsalted butter. 

NATIONAL - FEB. 22: Cheese production is going strong in most of the country. Some 
curd/barrel producers in the Midwest relay they have ebbed production in order to manage 
inventories, and are awaiting spring/summer related demand upticks before they increase 
production. However, with readily available and discounted milk, most cheese plant managers 
report maintaining an active workweek. Spot milk prices were typically discounted, but the 
overall range was at Class to $2 under. Demand is mixed intra-regionally in the Midwest and 
West. Western contacts say domestic demand is healthy, and some Middle Eastern buyers 
have increased ordering. Markets have maintained some of their momentum from the past two 
weeks. Barrel prices have slipped this week, but there is some strength in the market tone.

NORTHEAST- FEB. 27:  Milk production is moving up on numerous farms in the North-
east. Milk volumes are robust in the region, as many manufacturers are running on active 
schedules. Cheese makers are receiving heavy milk volumes. Cheddar and Italian cheese 
production schedules are fairly  steady this week. Inventories are steady to building. Cheddar 
cheese block and barrel spot prices are steady to slightly moving up currently. Trading activity 
on the spot market is  fairly steady this week.

Wholesale prices, delivered, dollars per/lb:
Cheddar 40-lb blocks: $2.0500 - $2.3350 Process 5-lb sliced: $1.5475 - $2.0275
Muenster:  $2.0350 - $2.3850 Swiss Cuts 10-14 lbs: $3.0550 - $3.3775

MIDWEST AREA - FEB. 27:  Cheese demand reports vary producer to producer, but 
a growing segment of midwestern cheese makers report a seasonal shift slower. Aptly, 
production has shifted down and a lot of cheese producers are not on the spot milk market. 
Those who are open to extra milk are generally finding it at a discount. Spot milk into Class 
III production ranged from Class to $2 under for the second consecutive week. Barrel chee-
semakers are selling extra milk back  into the spot market when possible. Cheese inventory 
levels are unchanged and long.  Continuing late winter weather is causing some issues 
with delivery of both milk, cheese and whey. Plant managers suggest long-haul trucking is 
somewhat difficult to manage currently, as snow and ice have led to closed roads in Wiscon-
sin and Minnesota. Cheese markets have resumed steadily following their recent rebound.

Wholesale prices delivered, dollars per/lb: 
Brick 5# Loaf:  $1.9575 - $2.3825 Cheddar 40# Block: $1.6800 - $2.0800
Monterey Jack 10#: $1.9325 - $2.1375 Mozzarella 5-6#: $1.7575 - $2.6975
 Muenster 5#  $1.9575 - $2.3825 Process 5# Loaf: $1.5025 - $1.8625
Grade A Swiss 6-9#:  $2.5700 - $2.6875 Blue 5# Loaf: $2.2250 - $3.2950
 
WEST - FEB. 27: With milk readily available, western cheese production is generally at or 
near capacity.  However, cheese makers are employing several strategies to control the size 
and type of inventories. Some manufacturers are placing more cheese into aging programs, 
a physical hedge while cheese prices are low. Other dairy contacts suggest processors are 
currently making more barrels. A few cheese makers have slowed production schedules to 
conduct  routine maintenance and to limit the growth of stocks. Inventories are still heavy, 
and manufacturers want to keep stock levels in check as the spring flush nears. Cheese 
demand remains mixed. Cheese is moving well through current contracts, but extra business 
is hard to come by. Some contacts report demand from a few export channels to be strong.

Wholesale prices delivered, dollars per/lb: Cheddar 10# Cuts: $1.8975 - $2.1175
Cheddar 40# Block: $1.7175 - $2.1600 Monterey Jack 10#: $1.9075 - $2.0675
Process 5# Loaf:  $1.4900 - $1.7450 Swiss 6-9# Cuts: $2.6525 - $3.0825
 
FOREIGN -TYPE CHEESE - FEB. 27: Mozzarella sales are reported higher than 
other types of cheese. Generally, cheese production volumes are planned ahead of time in 
order to meet scheduled needs. Spot demand can hardly be fulfilled due to limited stocks. 
Global market requests are active. The processing of cheese is stable in Germany.  Sellers 
are negotiating higher premiums for next month’s contractual orders. Price expectancy for 
buyers and sellers diverge; however, they are finding a middle ground that works for both.

Selling prices, delivered, dollars per/lb:  Imported Domestic
Blue:   $2.6400 - 5.2300 $2.1025 - 3.5900
Gorgonzola:    $3.6900 - 5.7400 $2.6100 - 3.3275
Parmesan (Italy):  0 $3.4925 - 5.5825
Romano (Cows Milk):  0 $3.2925 - 5.4425
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 $3.0925 - 3.4150
Swiss Cuts Finnish:  $2.6700- 2.9300 0

DRY DAIRY PRODUCTS - FEBRUARY 28
NDM - CENTRAL: There was a resolute 
shift up in trades this week, but prices con-
tinue to narrow in at the $1 mark. Local pro-
ducers report limited spot availability. Aptly, 
some local buyers/traders are taking spots 
from the western region in the mid $.90s. 
After hauling costs, prices are comparable 
to what buyers can get locally. Condensed 
skim has yet to become as widely available 
as expected, therefore production has not 
seen the upticks some producers expected. 
Demand is mixed in the region, particularly 
with western competition matching Central 
pricing. High heat NDM remains contractu-
ally bound, but some spots were reported, 
as the price range narrowed. NDM market 
tones are finding steadiness. Contacts sug-
gest early year bullish news regarding Euro-
pean intervention, Mexican demand, and 
global milk supply decreases pushed the 
markets higher. However, they relay lighter 
condensed skim availability is keeping the 
NDM market somewhat steady/healthy.

NDM - WEST: The western low/medium 
heat NDM  price range enlarged due to a 
decline at the bottom of the range. The mostly 
price series is following a similar trend to 
the range. The market  for low/medium heat 

NDM is quiet because many spot buyers are 
not very active. Expectations are that prices 
will decline with the spring flush. However, 
sellers hope  that the baking season will 
bring in more requests. Inventory levels for 
low/medium heat NDM are moving up while 
sales are steady to down. The drying of con-
densed skim is lively because of strong milk 
outputs. High heat NDM prices are trending 
higher at the top of the range, but stand still 
at the bottom. Demand is stable, but produc-
tion is irregular because the heavy drying of 
low/medium heat NDM/SMP is taking up the 
time of producers.

NDM - EAST: The top of the price range 
did inch down a bit to reflect the tighter price 
spread this week in the spot market. Drying 
time is active, and milk volumes are read-
ily available for manufacturers’ production 
needs. Inventories are stable to increasing. 
The demand is stable to a bit slower, as 
some market participants wait to see the 
direction of the market. High heat NDM spot 
prices shifted up on the bottom of the range, 
but moved down on the top this week. When 
spot loads become available, market par-
ticipants are trading within a narrow price 
range.

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

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

02/25/19  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  32,818 97,636
02/01/19  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  31,250 100,185
Change  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  1,568 -2,549
Percent Change . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .  5 -3

ORGANIC DAIRY - RETAIL OVERVIEW 

With spring still several weeks away, conventional ice cream in 48- to 64-ounce containers is 
the most advertised product/category this week. Ad numbers increased 65 percent. The aver-
age advertised price, $3.04, increased 6 cents from last week. Conventional cream cheese in 
8-ounce packages increased ad numbers 80 percent. The average advertised price, $1.78, 
is down 7 cents. 

Conventional cheese ad numbers increased 20 percent. Organic cheese ad numbers declined 
13 percent. The  average price for conventional 8-ounce block cheese is $2.10. The average 
price for organic 8-ounce block cheese is $4.32, a $2.22 organic price premium. The only ads 
for organic cheese are for 8-ounce block. Conventional 8-ounce shred cheese has a weighted 
average advertised price of $2.09, down 30 cents. 

Conventional yogurt ad numbers decreased 16 percent. Organic yogurt ads decreased 73 per-
cent. The average advertised price for conventional Greek yogurt in 4- to 6-ounce containers 
is $0.96, up 1 cent from last week. The average price for conventional yogurt in 4- to 6-ounce 
containers, $0.46, is down 6 cents from last week. The national average advertised price for 
conventional milk half-gallons is $2.31, compared to $4.00 for organic milk half-gallons.

National Weighted Retail Avg Price:  
Butter 1 lb: $5.29
Cheese 8 oz block: $4.32
Cheese 8 oz shred: NA
Cottage Cheese 16 oz: $3.78
Cream Cheese 8 oz: $2.85

Sour Cream 16 oz: $2.33
Yogurt 4-6 oz: NA
Yogurt 32 oz: $3.50
Greek Yogurt 32 oz: $3.99
Milk ½ gallon: $4.00
Milk gallon: $5.51

RETAIL PRICES - CONVENTIONAL DAIRY - MARCH 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

Flavored Milk ½ gallon

Flavored Milk gallon

Ice Cream 48-64 oz

Milk ½ gallon

Milk gallon

Sour Cream 16 oz

Yogurt (Greek) 4-6 oz

Yogurt (Greek) 32 oz

Yogurt 4-6 oz

Yogurt 32 oz

US NE SE MID SC SW NW

3.51 3.27 NA 2.59 NA 4.23 3.99 

2.10 2.12 2.18 1.99 1.96 2.11 1.84 

3.92 NA 3.94 4.49 3.49 3.75 NA

6.20 NA NA 5.37 5.00 6.44 6.94

2.09 1.94 2.09 2.26 2.14 2.15 2.13

3.49 3.49 3.50 NA 3.49 NA NA

1.88 2.45 1.92 1.43 NA 1.49 1.25

1.78 1.59 1.76 1.83 1.92 1.78 1.73

2.00 2.00 2.50 2.00 NA NA .99

3.99 NA NA NA NA 3.99 NA

3.04 2.73 3.06 2.72 3.87 3.31 2.56

2.31 1.99 NA 2.50 2.69 2.99 .99

2.58 2.45 NA NA 3.99 2.39 NA 

1.70 1.71 1.86 1.55 1.25 1.76 1.25 

.96 .94 .99 1.00 .96 .96 .92 

4.17 5.00 4.18 5.00 NA 5.00 NA 

.51 .36 .44 .50 .50 .47 1.00

2.07 1.99 NA NA 2.58 1.86 2.00

 

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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 CME CASH PRICES - FEBRUARY 25 - MARCH 1
Visit www.cheesereporter.com for daily prices 

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

MONDAY $1.4100 $1.5975 $1.2675 $0.9875 $1.3425
February 25 (+½) (+¾) (+¾) (-1) (-¼)

TUESDAY $1.4100 $1.6100 $2.2650 $0.9850 $0.3475
February 26 (NC) (+1¼) (-¼) (-¼) (+½)

WEDNESDAY $1.4100 $1.6100 $2.2600 $0.9900 $0.3600
February 27 (NC) (NC) (-½) (+½) (+1¼)

THURSDAY $1.4100 $1.6100 $2.2650 $0.9875 $0.3450
February 28 (NC) (NC) (+½) (-¼) (-1½)

FRIDAY $1.4100 $1.6100 $2.2875 $0.9850 $0.3600
March 1 (NC) (NC) (+2¼) (-¼) (+1½)

Week’s AVG $1.4100 $1.6075 $2.2690 $0.9870 $0.3510
Change (-0.0050) (+0.0125) (+0.0146) (-0.0055) (-0.0028)

Last Week’s $1.4150 $1.5950 $2.2544 $0.9925 $0.35375
AVG

2018 AVG $1.4715 $1.5350 $2.1930 $0.6720 NA
Same Week

MARKET OPINION - CHEESE REPORTER

WHEY MARKETS -  FEBRUARY 25 - MARCH 1

 Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

‘08 1.2246 1.2088 1.3454 1.3905 1.4750 1.5001 1.5385 1.6279 1.6973 1.7320 1.6165 1.2007
‘09 1.1096 1.1097 1.1770 1.2050 1.2526 1.2235 1.2349 1.2000 1.2199 1.2830 1.5008 1.3968
‘10 1.3950 1.3560 1.4641 1.5460 1.5896 1.6380 1.7787 1.9900 2.2262 2.1895 1.9295 1.6327
‘‘11 2.0345 2.0622 2.0863 1.9970 2.0724 2.1077 2.0443 2.0882 1.8724 1.8295 1.7356 1.6119
‘12 1.5077 1.4273 1.4895 1.4136 1.3531 1.4774 1.5831 1.7687 1.8803 1.9086 1.7910 1.4848
‘13 1.4933 1.5713 1.6241 1.7197 1.5997 1.5105 1.4751 1.4013 1.5233 1.5267 1.6126 1.5963
‘14 1.7756 1.8047 1.9145 1.9357 2.1713 2.2630 2.4624 2.5913 2.9740 2.3184    1.9968  1.7633
‘15 1.5714 1.7293 1.7166 1.7937 1.9309 1.9065 1.9056 2.1542 2.6690 2.4757 2.8779 2.3318
‘16 2.1214 2.0840 1.9605 2.0563 2.0554 2.2640 2.2731 2.1776 1.9950 1.8239 1.9899 2.1763
‘17 2.2393 2.1534 2.1392 2.0992 2.2684 2.5688 2.6195 2.6473 2.4370 2.3293 2.2244 2.2078
‘18 2.1587 2.1211 2.2011 2.3145 2.3751 2.3270 2.2361 2.3009 2.2545 2.2600 2.2480 2.2071
‘19 2.2481 2.2659

HISTORICAL MONTHLY AVG BUTTER PRICES

Cheese Comment:  No blocks were sold Monday; the price increased on an unfilled 
bid for 1 car at  $1.5975. Two cars of blocks were sold Tuesday, the last at $1.6100, 
which set the price. No blocks were sold Wednesday, and the price was unchanged. 
No blocks were sold again on Thursday and the price was again unchanged. That 
was also the case on Friday. The barrel price increased Monday on a sale at 
$1.4100, and didn’t change the rest of the week. 

Butter Comment: The butter price increased Monday on an unfilled bid at $2.2675, 
declined Tuesday on an uncovered offer of 1 car at $2.2650, fell Wednesday on a 
sale at $2.2600, increased Thursday on a sale at $2.2650, and rose Friday on a sale 
at $2.2875.

NDM Comment: The price decreased Monday on a sale at 98.75 cents, fell Tuesday 
on a sale at 98.50 cents, rose Wednesday on a sale at 99.0 cents, fell Thursday on 
a sale at 98.75 cents, and fell Friday on a sale at 98.50.

Dry Whey Comment: The price fell Monday on a sale at 34.25 cents, increased 
Tuesday on a sale at 34.75 cents, rose Wednesday on a sale at 36.0 cents, declined 
Thursday on a sale at 34.50 cents, then rose Friday on a sale at 36.0 cents. 47 
truckloads of Dry Whey were traded this week at the CME. 172 truckloads were 
traded in February.

RELEASE DATE - FEBRUARY 28, 2019

Animal Feed Whey—Central: Milk Replacer:  .2900 (-1) – .3500 (-3) 

Buttermilk Powder:
 Central & East:   .9600 (NC) – 1.0375 (NC) West:  .9200 (NC) – 1.0000 (NC) 
 Mostly:   .9500 (NC) – .9700 (NC)

Casein: Rennet:      2.5675 (NC) – 2.6175 (NC)  Acid: $3.0250 (NC) - $3.1400 (NC)

Dry Whey—Central (Edible):
 Nonhygroscopic:   .3600 (NC) – .4900 (NC)    Mostly: .3800 (NC) – .4800 (NC)

Dry Whey–West (Edible):
 Nonhygroscopic: .2975 (+¾) – .5150 (-1½) Mostly: .3800 (-2) – .4550 (-1½)

Dry Whey—NorthEast:  .3400 (-3) – .5000 (-¼) 

Lactose—Central and West:
 Edible:   .2000 (NC) – .4500 (NC)   Mostly:  .3100 (NC) – .4200 (NC)

Nonfat Dry Milk —Central & East:
 Low/Medium Heat: .9600 (NC) –   1.0200 (-¾)  Mostly: .9800 (NC) – 1.0100 (NC)
 High Heat:  1.0800 (+1) – 1.1200 (-1) 

Nonfat Dry Milk —Western:
 Low/Medium Heat: .9375 (-1¼) –    1.0300 (NC) Mostly: .9500 (-2) – 1.0200 (NC)  
High Heat:  1.1000 (NC) – 1.2000 (+3½)

Whey Protein Concentrate—Central and West:  
 Edible 34% Protein:   .7600 (NC) – 1.0600 (+¼)  Mostly: .8300 (-½) – .9750 (+1¼)

Whole Milk—National:       1.5800 (+3) – 1.6500 (NC)

Visit www.cheesereporter.com for dairy and historical cheese, butter, and whey prices
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Restaurant 
Performance Index 
Fell 0.4% In January
Washington—The National Res-
taurant Association’s Restaurant 
Performance Index (RPI) stood at 
101.2 in January, down 0.4 percent 
from December, the association 
reported Thursday.

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

The RPI consists of two compo-
nents: the Current Situation Index 
and the Expectations Index. The 
Current Situation Index, which 
measures trends in four industry 
indicators (same-store sales, traf-
fic, labor and capital expenditures), 
stood at 100.7 in January, down 1.1 
percent from December.

Although a majority of restau-
rant operators reported higher 
same-store sales for the fourth 
straight month, January’s results 
were softer than the solid read-
ings in November and Decem-
ber. Some 52 percent of operators 
reported a same-store sales increase 
between January 2019 and January 
2019, down from 60 percent who 

reported higher sales in Decem-
ber. And 31 percent of operators 
reported a sales decline in January, 
up from 21 percent in December.

Restaurant operators also 
reported softer customer traffic 
results in January. Some 37 percent 
of operators reported an increase in 
customer traffic between January 
2018 and January 2019, down from 
40 percent in December.

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 
101.7 in January, up 0.3 percent 
from December.

Restaurant operators are more 
optimistic about sales growth in 
the months ahead. Some 47 per-
cent of operators expect to have 
higher sales in six months (com-
pared to the same period in the 
previous year), up from 38 percent 
in December. Ten percent of oper-
ators expect their sales volume in 
six months to be lower than it was 
during the same period in the pre-
vious year.

Restaurant operators are not as 
bullish about the direction of the 
overall economy. Only 20 percent 
of operators said they expect eco-
nomic conditions will improve in 
six months, while 15 percent think 
economic conditions will worsen 
in six months.




