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4 Wisconsin Aging and Grading
Cheese finds market niche
with high-age Cheddars.
For details, see page 7.

4 Retail WATCH Exclusive:
Kindred Creamery brand
unites animal welfare,
artisan cheese.

By Stephanie Awe

MADISON, Wis. — Kosher
cheese is one of many food
trends with potential to in-
creasein2017,withabout12.35
million kosher consumers in
the United States, according to
Lubicom Marketing Consulting.

Large, national brands are
increasingly seeking kosher
certification for their cheese
products, says Rabbi Avrohom

Gordimer, rabbinic coordinator
at OU Kosher, New York, and
chairman of the OU Kosher
dairy committee. In addition,
he notes that more artisanal
cheeses are becoming kosher
— having “skyrocketed” in
about the last year after slower
growth in the past decade.

For details, see page 11.

4 Former USDA Secretary
Tom Vilsack to be
president, CEO of USDEC.
For details, see page 20.

4 Conventional dairy ads fall.
For details, see page 23.

USDA seeks comments on
organic checkoff proposal

WASHINGTON — USDA this week announced it is seeking public
comments on a proposal for a nationwide, industry-funded research
and promotion order for organic producers.

The proposed Organic Research, Promotion and Information Or-
der would cover certified organic products, including dairy, meat, pro-
duce, grains and other agricultural commodities and prepared foods.
It also would include non-food items. Organic imports — both those
certified under the USDA organic regulations and those entering the
United States under organic equivalency arrangements — would be
covered as well.

The Organic Trade Association (OTA) first submitted the proposal
to USDA in May 2015 and submitted a revised application a year later
to reflect alternatives presented from organic certificate holders.

“We applaud USDA moving forward on this proposal that was au-
thorized in the 2014 Farm Bill with strong bipartisan support,” says
Laura Batcha, CEO and executive director, OTA. “OTA led the drive
for this checkoff because the organic industry is at a critical point.
This organic checkoff will provide research and key tools to encour-
age more farmers to go organic and help all organic farmers be more
successful.”

Like all of USDA's research and promotion programs, the proposed
program would establish a framework to pool resources to develop
new organic markets, strengthen existing markets and conduct re-
search and promotion activities.

Under the proposed order, certified producers and handlers with
gross organic sales greater than $250,000 for the prior marketing year
would pay one-tenth of 1 percent of net organic sales. Importers of
organic products declaring a transaction value greater than $250,000
for the prior marketing year also would pay one-tenth of 1 percent of
the declared transaction value of organic products imported into the

Tirn to CHECKOFE page 21 =

OU Kosher certifies more
than 70 percent of kosher
products, including items from
Kraft, General Millsand Nestle,
and has a presence in 80 coun-
tries and about 8,000 plants,
according to the company.

Lake Country Dairy, located
in Turtle Lake, Wisconsin, and
one of the cheesemaking fa-
cilities for Schuman Cheese,
Fairfield, New Jersey, is one
company offering OU Kosher
products.

“We recognized the quality
and food safety component that
came from the kosher process
and additional supervision
process that it brings to our
facilities,” says Jesse Norton,
qualityassurancedirector, Lake
Country Dairy. “It fit well with
our commitment toour custom-
ers and the consumer public to
make safe, quality foods.”

Lake Country Dairy spe-
cializes mostly in hard Italian
cheeses, althoughitisdiversify-
ingintoother specialty cheeses
such as Cheddar and Alpine-
style, Norton says. It produces
kosher products including
Parmesan, made from both cop-
per kettle and stainless steel
vats, Romano, Asiago, Fontal
and Mascarpone.

TheCheeseGuy.com, an
online cheesestoreandcheese

producer based in Yonkers,
New York, carries only kosher
cheeses, such as Cheddar and
Gouda, most of which are OU-
certified, says owner Brent
Delman.

Nasonville Dairy, Marsh-
field, Wisconsin, also offers
kosher cheeses certified by
several kosher organizations,
including United Mehadrin
Kosher, Star-K and others, says
Ken Heiman, general manager
at the company. Nasonville of-
fers about 20 kosher varieties,
including Feta, Cheddar and
Asiago.
= Kosher cheese
considerations

Lake Country Dairy started
offering kosher cheeses about
10yearsago, Norton says, noting
that, inaddition to providing ko-
sher for the religious purposes
of some consumers, it allowed
the company access to larger
markets and provided quality
and food safety components.

In producing cheeses com-
pliant with kosher require-
ments, Lake Country Dairy
changedsanitation procedures
andworked closelywith suppli-
ers,Nortonsays. Asaresult, the
company became more aware
oftheingredientsinthefacility
and—with consumers becom-
ingmore aware of the food they

eat in recent years — is in a
position to answer consumer
questions without having to
conduct additional investiga-
tions, he adds.

Delman, who began of-
fering kosher cheeses about
eight years ago when starting
TheCheeseGuy.com, wanted to
tap into the kosher niche.

“| felt like there was a lack
of high-end artisanal kosher
cheeseonthe market,” he says.

Delman, who started eat-
ing kosher as an adult, says it
was once he became kosher
that he realized there was a
need for high-end artisanal
kosher cheese. Prior to start-
ing TheCheeseGuy.com, he
had been in the specialty food
business for about 10 years,
selling non-kosher foods.

“There was nothing that |
could bring home to eat in my
own home or sharewith friends
andfamilywhoalsoare kosher,”
he says.

While there are benefits,
producing kosher cheese is a
“serious investment” a compa-
ny has to make, Gordimer says,
noting that rabbinical supervi-
sionisrequired throughoutthe
production process. However,
asmore companiesoffer kosher
products, others are realizing

Tivrn to KOSHER, page 22 =

Trump picks Georgia Gov.
Perdue for U.S. ag secretary

WASHINGTON — President-elect Trump this week made his
long-awaited pick for U.S. Agriculture Secretary, Georgia Gov.

Sonny Perdue.

The National Milk Producers Federation (NMPF) says Perdue
is well-qualified to run USDA as a result of his eight years of
executive experience as Georgia’s governor and his career as a
state legislator and small businessman.

Perdue’s educational training as a veterinarian also gives
him unique insights into the important issues facing America’s
livestock producers in the areas of animal health, food safety and

the environment, NMPF says.

“America’s dairy farmers are looking forward to working with
Secretary of Agriculture-designate Sonny Perdue, whose role as
the chief advocate for farmers and rural America is absolutely

Tirn to CABINET, page 21 =

German-based

Hochland acquires
Franklin Foods

DELRAY BEACH, Fla. —
Cream cheese maker Frank-
lin Foods has been acquired
by Hochland SE, aprivately-
held cheese company based
in Bavaria, Germany.

Jon Gutknecht, partner,
presidentand CEO of Frank-
lin Foods, will continue to
lead Franklin and maintain
an interest in the new ven-
ture. Franklin Foods, which
operates plants in Vermont
Tirn to FRANKLIN, page 21 =
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MARKET INDICATORS

Chicago Mercantile Exchange

Gash prices for the week ended January 20, 2017

Monday | Tuesday |Wednesday | Thursday | Friday
Jan. 16 | Jan. 17 Jan. 18 Jan. 19 Jan. 20
Cheese Barrels
Price $1.6375 $1.6100 $1.5650 $1.5350
Change Markets -1/4 -2 3/4 -4 1/2 -3
Cheese 40-Ib. Blocks | °¢C
Price $1.7050 | $1.6925 $1.7200 $1.6975
Change -2 -11/4 +2 3/4 -21/4

Weekly average (Jan. 16-20): Barrels: $1.5869(-.0381); 40-Ib. Blocks: $1.7038(-.0162).
Weekly ave. one year ago (Jan. 19-22, 2016): Barrels: $1.4781; 40-1b. Blocks: $1.4775.

Grade A NDM
Price Markets $1.0325 $1.0375 $1.0050 $1.0050
Change Closed NC +1/2 -3 1/4 NC
Weekly average (Jan. 16-20): Grade A: $1.0200(-.0065).
Grade AA Butter
Price Markets $2.2400 $2.2400 $2.2500 $2.2500
Change Closed +11/2 NC +1 NC

Weekly average (Jan. 16-20): Grade AA: $2.2450(-.0245).
Class II Cream (Major Northeast Cities): $2.2695(+.0295)—$2.7234(+.0354).

GHEESE FUTURES 1o the week ending January 19, 2017

(Listings for each day by month, settling price and open interest)

Fri., Jan. 13 Mon., Jan. 16 Tues., Jan. 17 Wed., Jan. 18 | Thurs., Jan. 19
JAN17 1.708 2,749 1706 2,757 1705 2,755 1706 2,740
FEB17 1.727 2,613 1.718 2,597 1.705 2,566 1.709 2,562
MARI17 1.755 2,659 1.764 2,677 1.744 2,714 1.746 2,722
APRIT7 1.765 2,210 1.763 2,205 1.7658 2,245 1.763 2,250
MAY17 1770 2,165 1.769 2,183 1.768 2,230 1774 2,246
JUN17 1.787 1,947 1.788 2,010 1.785 2,064 1787 2,077
JULL7 1.790 1,204 Markets 1.797 1,209 1.792 1,218 1.792 1,241
AUGLT7 1.792 1,113 1.794 1,128 1.786 1,142 1786 1,160
SEPI7 1790 1,088 Closed 1790 1,088 1790 1088 | 1790 1,106
0CT17 1.780 1,004 1.780 1,004 1.780 1,004 1.780 1,022
NOV17 1.770 1,149 L1770 1,149 1770 1,150 1.768 1,168
DEC17 1.740 1,157 1.745 1,167 1745 1,167 1740 1,192
JAN18 1.705 21 1.700 61 1.700 62 1.700 62
MARI8 1.690 5 1.690 5 1.690 5 1.690 5
APR18 1.690 1 1.665 3 1.665 3 1.665 3
MAY18 1.695 1 1.695 1 1.695 1 1.695 1
Total Contracts Traded/
Open Interest  256/21,086 502/21,244 633/21,414 364/21,557

Daily market prices are available by visiting CME’s online statistics sites at http://www.cmegroup.com.

DRY WHEY FUTURES for the week ended January 18, 2017

(Listings for each day by month, settling price and open interest)

Fri., Jan. 13 Mon., Jan. 16 | Tues., Jan. 17* | Wed., Jan. 18*%| Thurs., Jan. 19*
Sign up for our daily fax or email service for just $104 a year. Call us at 608-288-9090. TANLT 152 570 B5% 570 1525 570 1525 570
FEB17 46.5675 618 46.250 616 45.500 606 45.850 591
MAR17 47.400 666 47.025 656 46.500 651 46.750 646
APR17 47.900 555 47.675  5b4 47225 572 47500 576
MAY17 48.325 483 48.325 488 47.800 519 47.800 523
- JUN17 48.650 503 M arkets 48.275 503 48.300 525 48.325 528
JULL7 49.100 295 X 12 48.700 335 48.775 339
Weekly Cold Storage Holdings  samuay16.2m7 | [07 i 20 | closea | D00 32 | sm B s
On hand Week Change since Jan. 1 Last Year SEP17 49.100 274 48.925 281 49.000 289 49450 292
Monday Change Pounds Percent Pounds Change 0CT17 48.850 222 48.750 227 49.000 228 49.200 3(2);
NOV17 48.650 185 48.900 194 49.250 195 49.600
Butter 12,916 +987 +176 +1 12,328 +588 DEC17 18.9%5 216 49250 225 | 49250 225 | 4950 233
Cheese 83484  +1,655 +2,127 +3 91395  -7,911
Total Contracts Traded/
(These data, which include government stocks and are reported in thousands of pounds, are based on reports from Open Interest 138/4,873 219/4,920 246/5,029 130/5,053
& limitf}d LA R R G0 th{? countm Lol 7,8 d(.isigned .to help the dairy indusiry s the Daily market prices are available by visiting CME’s online statistics sites at http:/www.cmegroup.com,
trendsin cold storage between the release of the National Agricultural Statistics Service’s monthly cold storagereports.) #Total Contracts Traded/Open Interest reflect additional months not included in this chart.
CLASS il PRICE .
(Dollars per hundredweight, 3.5% butterfat test) Dry Products January 20, 2017
YEAR JAN FEB MAR APR MAY JUN JUL AUG SEP OCT NOV DEC
2010 14.50 14.28 12.78 12.92 13.38 13.62 13.74 15.18 16.26 16.94 15.44 13.83 NONFAT DRY MILK
2011 13.48 17.00 19.40 16.87 16.52 19.11 21.39 21.67 19.07 18.03 19.07 18.77 Central & East: low/medium heat $.9650(+1 1/2)-$1.0800(-1);
2012 17.05 16.06 15.72 1572 15.23 15.63 16.68 17.73 19.00 21.02 20.83 18.66 mostly $1.0300(+3)-$1.0700(+1).
2013 18.14 17.25 16.93 1759 18.52 18.02 17.38 17.91 18.14 18.22 18.83 18.95 high heat $1.1300(+3)-$1.1800.
2014 21.15 23.35 23.33 2431 2257 21.36 21.60 22.25 24.60 23.82 21.94 17.82 West: low/medium heat $.9775(+1 1/2)-$1.0000;

2015 16.18 15.46 1556 15.81 16.19 16.72 16.33 16.27 15.82 15.46 15.30 14.44
2016 13.72 13.80 13.74 13.63 12.76 13.22 1524 16.91 16.39 14.82 16.76 17.40
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mostly $1.0200-$1.0700.
high heat $1.0550-$1.1700(+1/2).

Calif. manufacturing plants: extra grade/grade A weighted ave. $.9990(+.0106)
based on 6,009,774 lbs.

WHOLE MILK POWDER (National): $1.5200(+8)-$1.6000.

EDIBLE LACTOSE
(FOB)Central and West: $.2400-$.5800; mostly $.3400-$.4000.
WHEY POWDER
Central: nonhygroscopic $.3800-$.5200(+3 1/4);
mostly $.4025-$.4475(+1 3/4).
West: nonhygroscopic $.4200(+2)-$.5500;
mostly $.4375(+1/4)-$.4800(+1/2).
(FOB) Northeast: extra grade/grade A $.4275(+3 3/4)-$.5000(+3 1/4).
ANIMAL FEED WHEY (Central): Whey spray milk replacer $.3300(+1 1/2)-$.4450(+2 1/2).

WHEY PROTEIN CONCENTRATE (34 percent): $.8250(+2 1/2)-$1.0675;
mostly §.8500-$1.0300(+4 3/4).

DRY BUTTERMILK
(FOB)Central & East: $.3900-$1.0500.
(FOB) West: $.9400(+2)-$1.0500 mostly $.9800(+3)-$1.0200.

CASEIN: Rennet $3.0100-$3.0600(+2); Acid $3.0500-$3.1500(+5).

*Source: USDA’s Dairy Market News

DISCLAIMER: Cheese Market News® has made every effort to provide accurate current as well as historical market information. However, we do not guarantee the accuracy of these data and do not assume liability for errors or omissions.
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MARKET INDICATORS

RETAIL PRICES (Consumer Price Index*)  Percent change versus I I o
December 2016 1 mo. 6mo. 1year 2years Al’e YOlI Rea y Cuttl ng It?
Cheese & related products 224.305 -1.2 04 -2.8 -6.4
Dairy & related products 217.929 +05 +14  -13 -5.2
All Food 247.313 00 -01  -02  +05 P ' AT IO .
*Source: U.S. Department of Commerce. For index, prices during 1982-84 = 100. ( a B ’ Q ) / )
e e ) D N '
Advanced Prices and Pricing Factors @ p = V
Feb. 2017 Jan. 2017
Base Class I Price: $16.73/cwt. $17.45/cwt. Deville shredders and F"“‘; DEVILLE
Base Skim Milk Price for Class I: $8.20/cwt. $9.61/cwt. di | R —
. . s icers are cleaner, smarter

Advanced Class III Skim Milk Pricing Factor: $8.20/cwt. $9.61/cwt. and more efficient INDUSTRIAL FOOD GUTTING SOLUTIONS

Advanced Class IV Skim Milk Pricing Factor:  $7.59/cwt. $7.07/cw. . www.devilletechnologies.com

Advanced Butterfat Pricing Factor: $2.5192/1b. $2.3374/1b.

Class II Skim Milk Price: $8.29/cwt. $7.77/cwt. For more information please visit www.devilletechnologies.com

Class II Nonfat Solids Price: $0.9211/1b. $0.8633/1b.

Two-week Product Price Averages:

Butter: $2.2518/1b. $2.1016/1b.
Cheese: $1.7027/1b. $1.8052/1b. Class Il Milk*
Dry Whey: $0.4322/1b. $0.3981/Ib. Fri, Jan. 13 | Mon, Jan. 16 | Tues,dJan. 17 | Wed, Jan. 18 | Thurs,Jan. 19

Note: The Class I price equals the Class I skim milk price times 0.965 plus the JANIT 1681 4484 1679 4,489 16.78 4,465 1680 4,453

foa t FEBIT 1718 4421 1703 4,395 1691 4,442 1700 4,443

Class I butterfat price times 3.5, rounded to the nearest cent. | MARIT 1743 3810 1746 383 1728 3892 T4l 3878

Data provided by USDA APRIT 1760 3,123 1761 3,175 1746 3,238 1761 3,261
MAY17 1767 2,839 1767 2,858 17.60 2,894 1770 2,808
JUNIT 1784 2659 17.86 2,694 1781 2,714 1784 2,728
I l I_ I n i M k l JULIT 1793 1567 Market 1793 1,582 1783 1,593 1788 1,616
AUGLT  17.93 1,604 arkets 1793 1,634 17.85 1,653 1797 1,658
niernational vairy marKets January 20, 2017 St et | oo [ A e | e e | M e
OCT17 1778 1,266 1783 1,269 1778 1,292 1784 1,292
Western Europe NOVIT 1764 1341 1765 1,336 17.66 1,350 1765 1,367
Butter: 82 percent butterfat $4,525(-25)-$4,650. ?fﬁ; 1(7;3?, lggg 1(7;33 13;2 }Zgg 1;22 }ggg lggi
Bu!terlli_l: 99 percent butterfat $4,400(+100)-$5,300(+25). FEBIS 1668 207 1672 207 672 207 1679 907
Skim Milk Powder: 1.25 percent butterfat $2,200(+25)-$2,300(+25). MARIS 1657 218 1657 218 1657 218 1665 218
W|I0|E Milk POW(IET: 26 peI‘cent butterfat $3,200'$3,375. Total Contracts Traded/
Whey Powder: Nonhygroscopic $900(+50)-$1,075(+25). Open Interest  905/30,813 1,042/31,014 1,184/31,291 702/31,372
Oceania Class IV Milk*
Butter: 82 percent butterfat $4,3?5(+75)-$fl,475. Fri., Jan. 13 | Mon., Jan. 16 | Tues.,Jan.17 | Wed. Jan.18 | Thurs., Jan. 19
Cheddar Cheese: 39 percent maximum moisture $3,675(+75)-$3,875. TANLT 1629 381 1629 38L | 1629 381 629 381
Skim Milk Powder: 1.25 percent butterfat $2,350-$2,450. FEBIT 1657 374 1657 374 1657 374 1657 374
Whole Milk Powder: 26 percent butterfat $3,050-$3,325(-50). MARIT 1670 870 16.70 370 1670 370 16.65 375
APR17 16.99 356 16.98 356 16.93 356 16.90 356
. MAY17 1716 356 1716 356 17.09 856 1709 356
South America JUNIT 1740 a1 | Markets 1740 342 | 1732 343 1732 344
Skim Milk Powder: 1.25 percent butterfat $2,425(+175)-$2,675(+175). JULIT 1751 262 Closed 1751 262 1749 263 1749 263
Whole Milk Powder: 26 percent butterfat $2,775-$3,425. AUGI7 1755 286 1759 287 | 1759 288 17.70 289
Source: Dairy Market News. Prices reported in U.S. dollars per metric ton, F.0.B. port. SEPL7 17.76 307 17.76 306 17.73 - 306 17.73 306
0CT17 1777 306 17.17 306 1717 306 17.77 306
NOV17 1773 354 1773 354 17.713 354 1773 354
- - Total Contracts Traded/
National Da"v Products sales Renort Open Interest  0/4,670 6/4,668 10/4,671 T/4,678

For the week ended: V1417 V1T 123116 12/24/16 Cash-Settled NDM*

Cheese 40-1h. Blocks: Fri., Jan. 13 Mon., Jan. 16 Tues., Jan. 17 | Wed., Jan. 18 Thurs., Jan. 19
Average price! $1.7044 #$1.7429 $1.7690 $1.7884 JANIT  103.350 909 103250 914 | 103500 904 103.000 903
Sales volume? 15,757,754  *14,397,358 12,825,900 15,628,402 FEB17 107.050 767 106.025 765 | 105975 777 104.000 783

Cheese 500-Ib. Barrels: MARI7  109.000 745 107.900 722 | 107125 752 105.000 775

; # APRIT 110950 602 109.875 630 | 108900 645 107425 689
Avgrage p“c‘zl , g}gégg *gigggg $1.7644 i};gig MAY17  113.000 569 Markets 112.000 597 | 111000 599 109.700 603
Adj. price to 38% moisture ' : $1.6813 - JUNIT 115200 513 Closed 114000 553 | 113125 577 | 111900 591
Sales volume? 13,700,563  *9,571,316 9,501,625 10,798,260 JULIT 117.000 249 116400 274 | 115250 311 113975 845
Moisture content 34.97 34,77 34.94 34.94 AUGI7 118500 174 117.900 203 | 117.075 252 115500 281

Butter: SEP17 119500 142 118975 163 | 118200 190 117.200 222
Average price' $2.2329 *$2.2737 $2.1629 $2.1150 Total Contracts Traded/

Sales volume? 4309525  *3721,184 2,260,406 2,526,025 Open Interest  91/6,145 363/6,299 541/6,505 515/6,722

Nonfat Dry Milk: *

Average price! $1.0242  $1.0139  $0.9967  $0.9688 Cash-Settled Butter
Sales volume? 15,968,314 11,699,902 *11,788,346 19,943,051 Fri., Jan. 13 Mon., Jan. 16 | Tues.,Jan.17 | Wed., Jan. 18 Thurs., Jan. 19
Dry Whey: JANL7 224500 882 226500 882 | 225875 883 | 225.875 883
Average price! $0.4371 *$0.4255 $0.4140 $0.4069 FEBI7 222725 839 226000 834 | 226250 838 | 227.025 839
2 * 5.329.721 MARI7T 223150 702 225.750 702 | 226525 708 | 228500 705
Sales volume 7,426,088 5,360,515 4,902,655 1948, APRI7T  225.000 5b4 228.050 554 | 228250 570 | 229.000 611
1
“/Revised. '/Prices weighted by volumes reported. /Sales as reported by participating manufacturers. {I;/[[?g i Z g;gggg 23}1 I\é?rgs gggggg 33; gggggg 292 231(7)(5)8 ggg
Reported in pounds. More information is available by calling AMS at 202-720-4392. JUL17  225.000 188 o 228.000 199 228.025 209 | 230.250 211
AUGIT 225750 191 9228500 196 | 229500 196 | 231.500 203
SEP17 225750 190 227.250 185 | 228000 188 | 229.750 190
] ] OCTI7 224500 216 9227.000 215 | 227.000 215 | 227.000 215
Stay Ahead of Your Subs}':nbe today for the latest indusiry Total Contracts Traded/
[:nmpgtitinn et Open Interest  71/4,760 151/4,759 141/4,796 167/4,886
S Call Susan at 608-831-6002 Daily market prices are available by visiting CME’s online statistics sites at http:/www.cmegroup.com.
#Total Contracts Traded/Open Interest reflect additional months not included in this chart.

DISCLAIMER: Cheese Market News® has made every effort to provide accurate current as well as historical market information. However, we do not guarantee the accuracy of these data and do not assume liability for errors or omissions.
© 2017 CHEESE MARKET NEWS® — This is Cheese Market News’ E-subscription and may not be forwarded to anyone other than the intended paid subscriber
without the express permission of Cheese Market News (For more information, contact ksander@cheesemarketnews.com)
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WCMA UPDATE

Perspective:
WCMA

Kirsten
the Wisconsin Cheese Makers
Association events manager and
runs the U.S. Championship Cheese
Contest, set for March 7-9 in Green
Bay, Wisconsin. She is a guest
columnist for this week’s Cheese
Market News®.

Henning serves as

Beyond the trophy: The long-term
Impact of a cheese contest win

As the lotto saying goes, you can’t
win if you don’t play.

Maybe that’s why, year after year,
the U.S.Championship Cheese Contest
(USCCC) breaks records for entries.
For a chance at the big win, hundreds
of cheesemakers, from the artisan
newcomers to the most seasoned of
masters, are eager to compete.

A victory at our contest — really,
any industry contest — comes with
more than a trophy for the mantle.

There’s a healthy dose of respect
from your peers, media attention,
a morale boost for the team at your
plant, and perhaps the biggest prize
of all: increased consumer demand.

You need look no further than
your neighborhood grocery store for
proof of that fact. In 2016, Emmi Roth
USA's Grand Cru Surchoix, the World
Championship Cheese Contestwinner,
flew off the shelves. Emmi Roth USA
Presidentand Managing Director Tim

Omer reports the company will sell
eight times the amount of Grand Cru
Surchoix this fiscal year, compared to
last, as a direct result of the champi-
onship title.

Earlier this week, | had the op-
portunity to talk with Richard Guggis-
berg, president of Ohio’s Guggisberg
Cheese, a company that took top
honorsatthe 2015U.S. Championship
Cheese Contest for its Swiss wheel,
with an impressive score of 98.496
out of 100.

Our chat gave me great insight on
the impact of a big contest win and,
with Richard’s permission, | have the
chance to share it with you.

KH: Richard, did you know you
had a winner, when you entered the
contest?

RG: Certainly, no, butin the back
of my mind, there was that hope.
We knew we had a special piece of
cheese.

KH: So, what was your reaction,
when the big announcement came?

RG: | was completely over-
whelmed. It’s quite an achievement,
something that you get to share with
the people close to you. Our win was
a team effort — Team Guggisberg
Sugarcreek — and so, there was
a lot of back patting happening
around here.

KH: A few pats on the back were

GUEST COLUMNIST

Perspective:
Dairy Markets

Dave Kurzawski, a senior broker
with FCStone, Chicago, contributes
this column exclusively for Cheese
Market News®.

America’s love affair with fat
IS just getting warmed up

The Federal Reserve building in
Chicago has a great little cafeteria on
thefifth floor. The employeeswork hard
tomake generally tastyfoodin line with
the trends of today while the U.S. Fed
subsidizes the whole deal. You can get
a Black Forest ham and Swiss cheese
sandwich and a bag of chips for the
cost of a tall Starbuck’s coffee — in
downtown Chicago. Finally something
I can understand and support when it
comes to The Fed.

While waiting in line for breakfast
earlier this week, | noticed the three

guys in front of me and the lady behind
meall ordered somevariety of eggwhite,
veggie omelets. No yolk, no cheese and
no taste. Not my style, but that’s not
the point. The dairy industry has spent
much time talking about the resurgence
of consumer demand for fats over the
past few years. But if my experience
in the cafeteria breakfast line is any
indication, there are still quite a few
people who still reject fat.

We get it. Dairy market outlook
discussions continually raise a myriad
of questions around rising consumer

demand for fat. Is it a fad? How do we
meet this new demand? How much of
an impact does this love of butter and
cheese have on our markets? Who came
up with putting butter in coffee and can
I buy him/her a drink?

We've come a long way from the
Time article published in June 2014
titled “Eat Butter.” The Credit Suisse
Research Institute put out a report
in 2015 that was bullish on demand
for fat. In that report, they estimated
thatglobal demand for fatswill rise 43
percent by 2030, fueled by increased
shifts toward dairy, eggs and red
meat. And just last week, Bloomberg
published an article on cheese con-
sumption growth in the United States
stating, “The jump in total domestic
cheese consumptionover the pasttwo
years was the biggest since 2000, with
Americanseating the moston average
since the government began tracking
the data in 1975.”

These are truly unchartered waters
fordairyfat, resulting in paradigmshifts
for dairy market prices. But we're only
beginning to scratch the surface.

Some doctors have employed a low-
carb, high-fat diet to help combat a va-
riety of neurological diseases including
epilepsy, headaches, Alzheimer’s and
Parkinson’s diseases, sleep disorders,
autism and multiple sclerosis. And a
growing number of doctors in the U.S.
are beginning to adopt centuries’ old
high-fat diets to promote weight-loss

in order.

RG: You know, you work for years
and years and years on products,
striving for quality, for perfection.
When that effort is recognized, it
means something. It'savalidation of
time and talent — and not just for
the cheesemaker, but for everyonein
the plant. Even our farmers consider
it a point of pride, that their milk is
made into our cheese.

KH: That's wonderful. What about
reaction outside of the plant?

RG: We got a lot of attention and
publicity from the win, inquiries
from packagers. We use the USCCC
emblem on our labels, emails and
in a lot of advertising. We have the
trophy on display in our retail store
for the customers tosee. Thewin has
helped our business grow.

KH: And Guggisberg Cheese is
growing!

RG: Yes, we're already making
30 million pounds of product each
year. And, now, we are completing
a full factory revamp that will help
us triple in production without im-
pacting the quality of our product.
My father, Alfred, who started the
businessbackin 1950, he was a Swiss
immigrant. | wish he was alive to
see all of this, because | know he'd

Tivrn to WCMA, page 8 =

CMN Exclusive!

and combat the run-away diabetes
problem.

According tothe American Diabetes
Association, 29 million Americans —
9.3 percent of the population — have
diabetes. Another 25-30 percent or 85
million people have not yet graduated
to diabetes, but instead have what is
referred to as pre-diabetes — higher
blood-sugar than normal but not yet
diabetes. This is no small trend — this
is an epidemic.

Admittedly, this group of doctors is
rather small relative to the mainstream
medical community, which favors phar-
maceutical remedies. But their results
are astounding. Several studies and
clinical trials done at Duke University
(tonameone) showthat Type 2 diabetes
can essentially be reversed (blood sug-
arsnormalized and medicinesreduced)
byfollowingahigherfatdiet. And cheese
is on the list.

I’'m not advocating any sort of diet
here, but couldyouimagineif that news
became more widely discussed by the
medical community? We'd see a surge
in demand for cream, butter, cheese,
etc. that would make the last two years
of fat love pale in comparison. McDon-
ald’s use of butter has been estimated
at 25 million pounds per year, which is
welcomed demand but still less than if
all the people who have pre-diabetes
in this country were put on high-fat
diets. Do you think the dairy industry

Tiurn to KURZAWSKI, page 8 =
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Retailworks design firm selected for Mars Cheese, Cheese Counter/Dairy Heritage projects

MILWAUKEE — Retailworks Inc., a
Milwaukee-based interior design and
brandingfirm, thisweekannounced it
has been chosen to design the retail

Vintage Cheese
buys Tumalo Farms

TRAVER, Calif. — Vintage Cheese Co.,
Traver, California, recently acquired
Tumalo Farms of Bend, Oregon, and will
begin selling Tumalo Farms’ goat milk
cheesestotheir combined customer base.

Both companies have been working
together for the last seven months to
transition the Tumalo Farms operation
fromcentral Oregon to central California
where Vintage Cheese Co. hasits produc-
tion facility. Vintage Cheese spent the
last seven months implementing Tumalo
Farms’ recipes under the guidance of
Flavio DeCastilhos, founder of Tumalo
Farms, and began production of the
cheeses this month.

With the sale, there will be no change
inbusiness, anddistributorswill continue
tobeable toorderaward-winning Tumalo
Farms cheese, Vintage Cheese notes.
Tumalo Farms’ reputable decade-old
brand, recipesand customer base all have
been obtained by Vintage Cheese.

“Itis very bittersweet to say goodbye
to the company that my team and | have
built over the years,” DeCastilhos says.
“However, | am extremely confident in
Vintage Cheese to take on Tumalo Farms
andcontinuetorepresentthebrandinits
highestregard. Knowing thatdistributors
and wholesalers will get the same great
artisan cheeses without any disruption
is very important to me.”

DeCastilhos will remainwith Vintage
Cheese Co. for the next two years in an
advisory capacity to help with customer
transition and production training.

Ryan Davis, owner of Vintage Cheese,
says the acquisition allows the company
to add a proven line of artisanal, award-
winning goat cheeses and national recog-
nition to its existing lines of Jersey cow
and sheep milk cheeses. Vintage Cheese’s
larger production facility and access to a
larger source of goat's milk allows for in-
creased production of Tumalo Farms’ line
of productswhilestill maintaining the open
vat, handmade operation that made both
companies successful, Davis adds, noting
that Vintage Cheese’s extensive HACCP
program combined with easier access to
independentaudit certificationand conve-
nient shipping location will provide easier
and faster access to a larger market distri-
bution network at lower shipping costs.

“We are thrilled to take on Tumalo
Farms and continue the success of its
predecessor, continuing to make the
same great cheese that has made Tumalo
Farmswhatitistoday,” Davissays. “We're
ready tofill these big shoes using the best
available ingredients and most talented
cheesemakers, resulting inunforgettable
cheeses. We believe the combined set of
productsgivesusanexcellentopportunity
in the artisanal cheese market.” CMN

interiors for two high-profile, cheese-
centric projects — Mars Cheese
Castle in Kenosha, Wisconsin, and
the Cheese Counter/Dairy Heritage
Center in Plymouth, Wisconsin.

Mars Cheese Castle has been a
popular and iconic cheese-themed
destination for tourists since 1947.
The third generation of family own-
ers have selected Retailworks to
create a memorable shopping/brand
experience throughout the “castle.”
The design will pay tribute to the
family history, incorporate several
interactive and photo-op stations
and integrate medieval decorative
components.

The restaurant, along with the
grocery, beer, cheese, gift and wine
departments, will all increase in size,
expanding their already wide range
of Wisconsin offerings and popular
signature items. The wine depart-
ment will feature a long “feast” table
with throne-style chairs and a large
custom-made iron and antler light
fixture that canbe raised and lowered
by a pulley system. This room will
be available for private parties and
wine tastings with food catered by
Mars’ new executive chef. Estimated
completion is June 2017.

The Cheese Counter/Dairy Heri-
tage Center will pay homage to the

history of cheesemakingin Sheboygan
County. The 3-story historic building
will offer amulti-use experience. Visi-
tors will discover hands-on, interac-
tive activities and displays, including
a “kid’s cheese cave” area.

Guestsalsowill beable topurchase
cheese products from area cheese-
makers, and a lunch counter serving
avariety of grilled cheese favorites is
planned for the space.

The project is spearheaded by
the Sheboygan County Economic
Development Corp. Foundation
(SCEDCF) and the Plymouth Redevel-
opment Authority (RDA). Estimated
completion is summer 2017. CMN
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Perspective:
Industry Issues

Steven L. Blue is the president &
CEO of Miller Ingenuity, a global
supplier of mission-critical solutions
in the transportation industry, and
author of the new book, American
Manufacturing 2.0: What Went
Wrong and How to Make It Right. He
is a guest columnist for this week’s
Cheese Market News®.

Why smart manufacturing

IS a dumb idea

Someone asked me recently my
thoughtson “smartmanufacturing,” the
so-called IT revolution in the factory.
They couldn’t believe that I didn’t see
smart manufacturing as the salvation
of American manufacturing.

Don't misunderstand me. Smart
manufacturing has a place in reviving
Americanmanufacturing. I have asmart
factory. We employ the latest in pick to
lightsystems, automated CNC machines
and seamless integration from order
inquiry toaccountsreceivable. Butthat
isn'twhere I started my revolution. And
you shouldn’t either.

The problem with many CEOs to-
day is they have turned away from the
astonishing potential of the workforce
and turned toward automation instead.
Big mistake. But | hear it all the time.

What is the sense in spending mil-
lions on automating your factory if your
workforce couldn't care less? What is
the sense in buying expensive machine

ItJS 51

tools if your workforce can’t wait to get
tothe bowlingalley, yetdrag themselves
to work?

I'll tell you why. Because too many
CEOs view their employees as expend-
able assets. They should view them as
renewable resources. And renew them.

Don't bother with smart manufac-
turing if you have a dumb workforce.
And if your workforce is dumb, it's your
fault, not theirs. Don’t bother with an
IT revolution. Your revolution has to
start with a “smart workforce.” You
have to make a new compact with your
employees. Youneedtoignitethehuman
spirit in your workforce. Imagine this.
What would happen if every day your
employees came to work excited to do
better today than they did yesterday?
Imagine how your company would
soar if your employees were absolutely
dedicated to supporting the mission
and each other in attaining it? Imagine
what it would be like if your employees

) we turn
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were like Cirque de Soleil performers?

This is the place where | get blank
stares from many CEOs. They don't
like the “soft stuff.” “Give me the hard
stuff,” they say. “Tell me how to build a
smart factory, not a smart workforce,”
is what | often hear.

It has to be the other way around.
Start by building a smart workforce. A
workforce that is engaged, enlightened
and empowered. A workforce that trusts
in its leadership. A workforce that be-
lieves in its leadership. Tall order to be
sure — especially if the leadership is a
bunchofboneheads that care more about
depreciation thanemployee engagement.

Here are four key ways to start:

« At the top. Build leadership cred-
ibility. The only way to have leadership
credibilityisifyourleaders demonstrate
key values of respect and integrity.

e Leadersneedtotreattheiremploy-
ees with respect. But many don’t. Ina
recent Harvard Business School study
of 20,000 employees, half of them did
not feel respected by their leaders. And
the participants rated respect as more
important than anything else, includ-
ing compensation. Imagine how the
company performance would skyrocket
if you solved this one problem alone.

e Leaders have to demonstrate
integrity. In study after study, integrity

isakey attribute in leaders that people
admire and want to follow. So integrity
is a key part of building credibility. But
leadersalsoneedintegrity ineverything
they say. You can’t be like many leaders
and “tell halfthe truth, hoping the other
half doesn’t show up”. You have to be
bone honest all the time. You have to
tell them what they need to know. If
the company is headed for trouble, tell
them. If the company needs to pivotinto
new marketsor products, tell them. And
tellthemwhy. Tell them everything. You
would be amazed at how smart your
workforce can be if you give them half
a chance. | always say “trust in truth.”
 This is not just for the top. Your
entire workforce has to embrace the
values of respect and integrity. But you
cannotexpect “people belowto dowhat
the top will not.” You may have leaders
that lost credibility longago. They can’'t
get it back. You have to replace them.
Smartmanufacturingstartsatthetop,
not the bottom. Smart manufacturing
startswith creatinganew compactwith
the workforce. Smart manufacturing
starts with people, not machines. CMN

Theviewsexpressed by CMN'’s guest
columnists are their own opinions
and do not necessarily reflect those of
Cheese Market News®.
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WOW scholarship deadline is March 29

APPLETON, Wis. — WOW Logistics
is accepting applications for its $1,000
dairy science scholarship.

To be eligible, students must be
attending the University of Wisconsin-
Madison and seeking a degree with a
dairy emphasis.

Created in 2010, the WOW Logistics
Dairy Science Scholarship is awarded
annually as a means to encourage
and promote careers within the dairy
manufacturing industry, according to
the company.

Applications must be completed
and returned to WOW Logistics by
March 29, 2017. The winning applicant
will be announced April 1 and invited
to accept the award at the Wisconsin
Cheese Industry Conference April 12

in Madison, Wisconsin.

To be eligible for the scholarship,
studentsmustbeenrolled atthe Univer-
sity of Wisconsin-Madison; enrolledina
program with a dairy emphasis such as
dairyscience, food science or biological
systems engineering, preferably with
a dairy manufacturing emphasis; a
sophomore, junior or senior level (if a
senior, must attend school in fall); and
in good academic standing.

For more information, contact
Amanda Showers, manager of market-
ing communications, WOW Logistics,
by calling 920-687-5456 or emailing
amandash@wowlogistics.com.

Applications can be found
at http://wowlogistics.com/
scholarships/dairy_science.aspx. CMN

Prices mostly improve at latest GDT auction

AUCKLAND, New Zealand — The
Global Dairy Trade (GDT) price indexin-
creased 0.6 percent,and average prices
were mostly higher Tuesday following
the latest auction on GDT, Fonterra’s
internet-based sales platform.
Theaverage price achievedacrossall
contractsand contract periodsincreased
for anhydrous milkfat, up 3.7 percent
from earlier this month to US$5,528 per
metric ton FAS ($2.5075 per pound);
butter, up 1.6 percent to US$4,382 per
metric ton FAS ($1.9877 per pound);
Cheddar, up 1.3 percent to US$3,940 per
metric ton FAS ($1.7872 per pound); and

rennetcasein, up4.9 percentto US$6,470
per metric ton FAS ($2.9348 per pound).

Meanwhile, prices decreased for
buttermilk powder, down 10.1 percent
toUS$2,783 per metric ton FAS ($1.2624
per pound); lactose, down 1.7 percent
to US$813 per metric ton FAS ($0.3688
per pound); skimmilk powder,down 1.6
percent to US$2,612 per metric ton FAS
($1.1848 per pound); and whole milk
powder, down 0.1 percent to US$3,283
per metricton FAS ($1.4892 per pound).

The next trading event will be
held Feb. 7. For more information,
visit www.globaldairytrade.info. CMN
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Wisconsin Aging and Grading Cheese Inc. finds market niche with high-age Cheddars

By Rena Archwamety

KAUKAUNA, Wis. — Aged Cheddar
isn't hard to find at supermarkets and
from wholesalers, but quality Cheddar
aged more than five years, 10 years or
even longerismore rare. Wisconsin Aging
and Grading Cheese Inc. (WAG Cheese),
Kaukauna, Wisconsin, has spent 17 years
helping customers procure Cheddars up
toagesalmostasoldasthe companyitself.

“We are continuously
breaking down loads
to find which vats will
be most ageable to
‘taste like more.™

Kate Neumeier Clarke
WISCONSIN AGING
AND GRADING CHEESE INC.

“We specialize in aging Cheddar
cheese — that’s our niche in the in-
dustry,” says Kate Neumeier Clarke,
executive vice president and COO,
WAG Cheese. “We want to break the
glass ceiling and let people know we

Expertise,
Dedication
& Service

to Supply One of the
Largest Selections of

Aged Cheddar Cheese!

Ken

WAG is your custom sourcing specialist
for procuring Quality Cheddar Cheese to meet
your specific needs. Our 17 years in business
and our 154 years of combined experience in the
food industry guarantees hands-on experience
to get the job done right the first time. We put
our customers first so that your needs are met
on time and below budget.

have more inventory of high-quality
aged Wisconsin Cheddar out there than
people may be aware of.”

While many companies and retail-
ers offer up to 2-year aged Cheddar,
Neumeier Clarke says, WAG Cheese
can offer customers blocks, pallets and
full truckloads of Cheddar aged all the
way out to 13 years, as well as a limited
supply of older Cheddar aged up to 16
years — both yellow and white.

“Our passion is to ‘age cheese on
purpose.’ We grade through our millions
and millions of pounds to get the best
of the best 3-, 5-, 7-year-old and older
Cheddars that are out there,” she says,
adding that careful monitoring of the
productisacrucial partofaging Cheddar.
“Not every single vat will make a great
10-year-old Cheddar. We are continuously
breaking down loads to find which vats
will be most ageable to ‘taste like more.”

While Cheddar often is considered
a commodity cheese, Neumeier Clarke
notes that highly-aged Cheddars have
turned into more of a specialty cheese.
Consumers are starting to gravitate
toward more aged profiles in Cheddar,
particularly as a table cheese, on party
platters and as an ingredient.

WAG Cheese offers a number of
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Aging Cheddar Programs:
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Ken Neumeier, ken @wagcheese.com ¢ Kate Neumeier Clarke, kate @wagcheese.com

Visit us on the web at www.wagcheese.com.

For more information please visit www.wagcheese.com
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services, including grading and aging
programs, spot sales, flavor profiling, and
warehousing and financing programs. It
is a family-owned business, founded in
2000 by Neumeier Clarke’s father, Ken
Neumeier, president and CEO of the com-
pany, who has more than 45 years working
experience inthe Wisconsin dairy industry.
And while WAG Cheese has only a dozen
employees, it services all sizes of custom-

ers, from small mom and pop shops to
large, national companies and exporters.

“I think passion and pride in how we
serviceour customersandtreatthemhow
wewould like to be treated —being hon-
est and loyal — have set us apart these
17years,” Neumeier Clarke says. “We love
cheese and we love this industry. Like
they say — when you love what you do,
you don’t work a day in your life.” CMN

Yancey’s brings the heat to Fancy Food Show

CORFU, N.Y.—Yancey’s Fancy is aim-
ing to reach out to consumers who love
heatwith its reformulated Ghost Pepper
Cheddar at the Fancy Food Show in San
Francisco next week.

Wayne Henry, presidentand CEO, says
anearlier version of the cheese was good
but not quite hot enough; this new ver-
sion will keep consumers on their toes.

Also featured at the show will be
Hatch Chile Cheddar. Hailing from the
town of Hatch, New Mexico, these chile
peppers bring with them a spicy, crisp
and smoky taste. Paired with Cheddar,
Henry says Hatch Chile Cheddar has
been a fan favorite right out the door.
Suggested uses include shredding the
cheeseoveraquesodiporinenchiladas.

AT OUR HOUS

IS THE RULE..NOT

Yancey’s Fancy also is introducing
new flavors to its Cheddar cheese curds
lineup. Newthisyear is Tapenade Curds,
a Mediterranean flavor with a punch of
garlic and olives.

Other award-winning flavors and
the company’s Chastinet, which has
won awards at both the New York State
Fairand the American Cheese Society’s
competition, will be featured as well.

On the foodservice side of the busi-
ness, Yancey's Fancy is offering smaller
2.5-pound loavesinfive different flavors:
Steakhouse Onion, Smoked Goudawith
Bacon, Horseradish, Jalapeno Cayenne
and Buffalo Wing.

For more information, vis-
it www.yanceysfancy.com. CMN

E AGING GRACEFULLY

THE EXCEPTION

A

New Fork’e Artican Chesse

Choch wy o online for 2
%Zm@?a %é@éﬁ@@?
P /

£ % 3 WWW.YANCEYSFANCY.COM

p—

857 Main Road || Corfu, NY 14036

] (585) 599-4448

For more information please visit www.yanceysfancy.com
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be so proud.

KH: You have a lot to be proud
of, too.

RG: Certainly, thisis a high point
in my career. But, we’ll be entering
the contest again. We think we have
another nice Swiss cheese on our
hands.

There are no guarantees, when
a cheese is competing against thou-
sands of others, to be named the U.S.

Champion. But, asRichard said to me,
there’s always hope.

For any of you considering en-
tering, remember, you can’'t win
if you don't play. CMN

The views expressed by CMN's
guest columnists are their own opin-
ions and do not necessarily reflect
those of Cheese Market News®.

For more information on this
year's U.S. Championship Cheese
Contest, please see the related article
on page 9 of this issue.
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Continued from page 4

at large is thinking seriously about this
shift today? Probably not. We're still
wondering why butter prices are above
$2.20 in January.

While industry talk is currently
focused on 50-cent dry whey as other
dairy markets take a little breather
hereafterthesurge inholiday demand,
it's sometimes worth taking a look at
the broader landscape for answers to
market questions. The current global
trend in milk production is down and
isnotchanging (yet). The global trend

in U.S. dairy demand is up — and it
seems that fat has the most potential
room for growth in 2017. This is good
news for America’sdairy farmfamilies,
but it presents a host of new chal-
lenges (and possible opportunities)
for end-users.

The warm embrace of fat is not
over — it's just beginning — and it
will continue to underpin our dairy
markets this year. Plan accordingly.
And go ahead — eat the yolk. CMN

Theviewsexpressed by CMN's guest
columnists are their own opinions
and do not necessarily reflect those of
Cheese Market News®.

AWARD WINNING — Richard Guggisberg and

Photo courtesy of Wisconsin Cheese Makers Association
members of Team Guggisberg pose with

their U.S. Championship Cheese Contest trophy.
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EU-Ecuador FTA includes Gl protections

BRUSSELS, Belgium — A free trade
agreement between the European Union
(EV) and Ecuador came intoeffectJan. 1,
followinganannouncementinNovember
that Ecuador had joined the EU’s trade
agreement with Colombia and Peru,
which had been in effect since 2013.
The EU says this agreement will
eliminate tariffs for all industrial and
fisheries products, increase market ac-

cess for agricultural products, improve
access to public procurement and
services and further reduce technical
barriers to trade. The EU also gains
protection of about 100 geographical
indications on the Ecuadorian mar-
ket, including several cheeses. Among
these are Feta, Comté, Roquefort,
Gorgonzola, Grana Padano, Parmi-
giano Reggiano and Taleggio. CMN

Our Expertise in Waorld-Dairy
Markets Makes MCT Your Global

Partner for Successful Results

SOURCING AND LOGISTIC
SERVICES

SPECIALIZED FORMlI.I'II.AT )

Could you use assistance in
managing your supply chain?

We have expanded our team to
bring you unprecedented expertise
and knowledge in today’s complex
world markets.

e Sourcing and Logistic Services

e Specialized Formulations

e Leading Single Source Dairy Supplier
e Aging Programs

e Hedging Services

e Unparalleled Services

¢ Expertise in the Global Dairy Market
-+ Export Services
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SERVICES

MCT Dairies is the leading
supplier of cheese and
dairy ingredients, offering

innovative solutions

EXPERTISE IN THE GLOBAL
DAIRY MARKET

_ Phone: 973.258.9600 or 877.258.9600
Email: info@mctdairies.com
Web: www.mctdairies.com

Handcrafted on
Our Dairy Farm
IN the Finest
Wisconsin
Tradition®

Crave Brothers Farmstead Classics®

are specialty cheeses produced right on

the farm in Waterloo, Wisconsin, using

only the freshest, high quality milk

from Crave Brothers Dairy Farm.

e Fresh Cheddar Cheese Curds
(Plain & Jalapefio)

e Mascarpone

e Fresh Mozzarella

e Farmer’s Rope® Part-Skim
Mozzarella String Cheese
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Our Green Story:

e Family Owned
and Operated
e Our Own Farm
Fresh Milk
® 100% Green Power
e A Carbon Negative
Company*
e Sustainable
Farming Practices
* Recyclable Packaging
e \Water Conservation
& Recycling
* Our manure digester
produces more electricity

than we need for our farm
and cheese factory
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Crave Brothers

Farmstead Cheese, LLC.
W11555 Torpy Road ¢ Waterloo, WI 53594

: Phone: (920) 478-4887 ¢ Fax: (920) 478-4888

- Email: debbie@cravecheese.com
www.cravecheese.com

For more information please visit www.mctdairies.com
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Deadline approaching for entry into U.S.
Championship Cheese Contest, March 7-9

MADISON, Wis.—U.S. Championship
Cheese Contest (USCCC) organizersare
sendingoutfinal calls for contestentries
as the Feb. 1 deadline approaches. The
contest, hosted by the Wisconsin Cheese
Makers Association (WCMA), is set for
March 7-9 in Green Bay, Wisconsin.

“We've had a strong early response
to the contest, with entries pouring in
from across the country. And, we've
noticedaspike infirst-time competitors
entering their products for judging,”
says Kirsten Henning, events manager,
WCMA. “Withmore cheeses—and new
cheeses — in the mix, the 2017 USCCC
promises the most robust competition
in event history.”

The USCCC has long been the na-
tion’s largest technical cheese, butter
andyogurtcompetition. In2015, Guggis-
berg Cheese of Millersburg, Ohio, came
away with the top honor at the contest,
beating out a record 1,892 entries.

This year, the contest features new
categories for flavored butter, snack
cheese and for cheeses made of milk
from animals other than cows, sheep
or goats.

“Our contest considers consumer
trends and adds judging categories to
ensure every cheesemaker has the op-
portunity for product evaluation by the
nation’smosthighly-respected judges,”
Henning says.

The USCCC judging team, made up
of cheese graders, cheese buyers, dairy

Early registration
deadline approaches
for USDA Agricultural
Outlook Forum

WASHINGTON — USDA is remind-
ing those interested in attending this
year’s Agricultural Outlook Forum
(AOF), “A New Horizon: The Future
of Agriculture,” early registration is
available through Friday, Jan. 27, 2017.
The two-day meeting will be Feb. 23-24,
2017, in Arlington, Virginia.

AOF, now in its 93rd year, is USDA's
largestannual meeting, attractingmore
than 1,800 attendees, according to or-
ganizers. Along with the plenary panel
discussion, attendees can choose from
30 sessions with more than 80 speak-
ers and a host of agriculture-related
exhibits.

Formoreinformation, visitwww.usda.
gov/oce/forum. To register, visit www.
infinityconferences.com/Registration/
USDA_AgOutlook_Forum2017/regin
fo.html?utm_medium=email&utm_so
urce=govdelivery. CMN

Will You Be Holding
A Conference Or
it Short Course?

7 Contact Cheese Market News
al 608-288-9090 or

FAX 608-288-2093 fo get
your evenl added to our
avents calendar!

science professorsand researchers hail-
ingfrom 18 states, provides feedback on
each product’s flavor, body and texture,
salt, color, finish and packaging.

To enter the contest, visit www.
uschampioncheese.org by Feb. 1. The
contest's MyEntries system is a secure
worksite, which offers permanent stor-
age of each year’s entries and instant
product scores and scoresheets.

The entryfee for online submissions
is $60 per product, which is $10 less
than the paper entry fee.

For more information, contact Hen-
ning at 608-828-4550 or via email at
khenning@wischeesemakers.org. CMN

Annual Oregon cheese fest is March 17-19

CENTRAL POINT, Ore. — The 13th
annual Oregon Cheese Festival will be
March 17-19.

The festival, sponsored by the Or-
egon Cheese Guild, will kick off March
17 in Medford, Oregon, with the Meet
the Cheesemakers and Winemakers
Dinner, a meal that introduces guests
to participating guild cheesemakers.
The dinner is held for the benefit of the
non-profit guild, and each course will
spotlight a cheese made by one of the
festival’s artisans, paired with a local
wine, beer or cider, organizers say.

For tickets to the dinner, visit or-
egoncheesemakersdinner.bpt.me.

The festival will be open to the public
March 18-19 from 11 a.m. to 5 p.m. at

Rogue Creamery in Central Point, Oregon.
At the festival, visitors can sample
cow, goatandsheep cheese from Oregon
creameries, including Pholia Farm, Or-
egon State University, Tillamook County
Creamery and more.
A$15entryfeeincludestastingsand
demonstrations; tickets purchased at
the door will be $20. Entry tickets can
be purchased in advance at oregon-
cheeseguild.org/event/13th-annual-
oregon-cheese-festival.
Inaddition,a$10wine, beerandspirit
tastingfeeisavailableandincludesacom-
memorative glasswiththe Oregon Cheese
Guild logo. For more information, visit
www.oregoncheeseguild.org or contact
Rogue Creamery at 866-396-4704. CMN
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You first fell in love with our legendary Swiss cheese,
Now we bring master cheese making to you in even
more delicious ways

Finlandia cheese and butter are crafted with the purest natural ingredients
and over 110 years of experience. From the legendary rich nutty taste of
Finlandia Swiss to ourimported butter and creamy gourmet cheeses, we offer
a complete lineup of premium dairy products to make snacking, entertaining
and everyday meals extra delicious. Authentic flavors, simple ingredients and
Finnish craftsmanship. Finlandia. Discover the legendary taste.

RM-FRESH

N\
110
YEARS

OF diry experience

For more information please visit www.finlandiacheese.com
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Peyton Manning confirmed as keynote speaker for ProFood Tech

RESTON, Va. — Five-time National
Football League (NFL) MVP Peyton
Manning will give the keynote speech
at the inaugural ProFood Tech Confer-
enceprogram, led by the International
Dairy Foods Association (IDFA), PACK
EXPO and Anuga.

ProFood Tech will take place April
4-6, 2017, in Chicago, and the keynote
will be April 4 from 8 to 9:15 a.m.
Manning’s address is titled, “Winning
Strategies with Peyton Manning.”

“NFL great Peyton Manning will
share real-world leadership tips and
how you can become a winner too by
learning to adapt to changing circum-
stances,” says Neil Moran, senior vice
president, IDFA. “Manning combines

his trademark humor and real-life
stories to challenge audiences to
reach higher than they ever thought
possible.”

As one of the most decorated NFL
quarterbacksofall time, Manning most
recently led the Denver Broncos to
victory over the Carolina Panthers in
Super Bowl 50. Prior to that, he led the
Indianapolis Colts to victory in Super
Bowl 41, according to organizers.

In addition to the keynote, Pro-
Food Tech’s conference program
offers a variety of educational experi-
ences covering ideas and strategies on
regulations and food safety, consumer
trends that are changing the food and
beverage landscape, and industry best

practices in business and leadership
development.

As the only event in North America
focused exclusively on all food and
beverage sectors, ProFood Techwill at-
tract high-level buyers from every food
and beverage sector with an expansive
show floor and enhanced conference
program, organizers say.

Fullthree-day passestothe ProFood
Tech Conference Program, which also
includes access to the show floor, are
$595 through Feb. 15, 2017. A one-day
conference pass may be purchased
for $285 through Feb. 15, but prices
for both will increase after that date.

Toregister for the show and confer-
ence, visitwww.profoodtech.com. CMN

QUEBEC'’S ORIGINAL
TREASUR SINCE 1893
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A TRADITION
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For more information please visit www.pleasureandcheeses.ca
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Former Agriculture
Secretary Tom
Vilsack to speak
at Dairy Forum 2017

WASHINGTON — The International
Dairy Foods Association (IDFA) has
announced that former U.S. Secretary
of Agriculture Tom Vilsack will speak at
Dairy Forum 2017 Jan. 31 in Orlando.

Vilsack, who has ended his eight
years of service as head of USDA and is
movingtoacareerindairy, will share his
perspective on the major issues facing
dairy and agriculture, including trade
agreements, immigration reform and
the 2018 Farm Bill.

Vilsack is the new president and
CEO of the U.S. Dairy Export Council
(USDEC), where he will lead strategies
and provide oversightof USDEC’s global
promotionand research activities. (See
“USDEC announces former USDA
Secretary Tom Vilsack to become new
president, CEO,” on page 20 in this
issue of Cheese Market News). CMN

Artisan program
offers at-the-vat
learning at WCIC

MADISON, Wis. — Back by popular
demand, the Artisan Cheesemakers
Master Workshop joins the 2017 Wis-
consin Cheese Industry Conference
(WCIC) in April.

This two-day program features a
seminarandreal, at-the-vat experience,
tailoredtothe interestsofartisans. Staff
from the Wisconsin Center for Dairy
Research (CDR) and Wisconsin Cheese
Makers Association (WCMA) host the
workshop, which is set for April 12-13
in Madison, Wisconsin.

Judy Keller, events director, WCMA,
notes that a complete lineup of educa-
tional offerings and exhibit hall fea-
tures is now available at www.cheese
conference.org.

The focus of the 2017 Artisan
Cheesemakers Master Workshop is the
impact of different milks on cheese
outcomes. The workshop begins with
a restricted-capacity seminar April
12, concentrating on cheese ripening,
physical and chemical characteristics
of goat, sheep and cow milks, product
safety and more.

On April 13, artisans travel to the
Center for Dairy Research in Madison,
Wisconsin, to make cheeses from cow,
goatand sheep milk in side-by-side vats,
and to participate in acomparative sen-
soryevaluation of cheeseswith CDR staff.

Registration for the workshop is
limited to 35 participants. The cost for
the program, whichincludesfull access
to the WCIC exhibit hall and lunches,
is $195. Cheesemakers will be given
priority registration preference.

To register, visit www.cheesec-
onference.org. For more informa-
tion, call 608-828-4550 or email
jkeller@wischeesemakers.org. CMN
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Retail WATCH

NEWS & MARKETING IDEAS TO HELP SELL MORE CHEESE

Kindred Creamery brand unites
animal welfare, artisan cheese

American cheeses utilize milk from ‘Cows First’ program

By Kate Sander

FITCHBURG, Wis. — Capitalizing
on each of their strengths, Emmi
Roth USA, Fitchburg, Wisconsin,
and Meister Cheese, Muscoda, Wis-
consin, teamed up to launch the
Kindred Creamery line this past
summer.

The new retail brand features
classic specialty American cheese
varieties utilizing milk from dairy
farms committed to Meister Cheese’s
“Cows First” animal welfare program.
The program focuses on animal care,
requiring the cows to have unfettered
access to the outdoorsand prohibiting
tail docking and animal byproductsin
feed. The program also requires dair-
iestobe rBST-free and use antibiotics
only when a cow is sick.

Conventional wisdominthe cheese
industry is that consumers like astory
behind their cheese, and Kindred
Creamery provides that in spades.

“The brand is relevant.
It supports the
things that are

important to people:
sustaining family farms,
small businesses
and animal welfare.”

Tim Omer
EMMI ROTH USA

“The brand is relevant,” says Tim
Omer, president and managing di-
rector of Emmi Roth USA, which is
responsible for marketing the line. “It
supports the things thatare important
to people: sustaining family farms,
small businessesand animal welfare.”

Kindred Creamery isastory of fam-
ily and years of partnership between
dairy farmers and a cheesemaker.

The cheese for the line is made at
Meister Cheese, a cheese company

Also in Retail WATCH:

steeped in 100 years of cheesemaking
history. Brother and sister Scott Meister,
president, Meister Cheese, and Vicki
Thingvold, chief of flavor development,
are co-owners of the company following
in the footsteps of their father, Stanley,
and grandfather Joseph.

“It’s a really good story;
it’s a story that
needs to be told.

It’s a story about family
values that people
can engage with.”

Tim Omer
EMMI ROTH USA

“We are proud to partner with
dairy farmers who combine the best
traditions of iconic farming with the
best methods of modern technology,”
Meister says. “Our dairy farmers treat
their cows like family, while adopting
modern technology and knowledge of
animal nutrition and science.”

Kindred Creamery also is a story
of friendship, the result of longtime
industry rapport. Omer and Meister
have known each other for years, and
as they visited one day, Omer began
to realize that while the Cows First
program, first introduced eight years
ago, was being successfully utilized for
cheese infoodservice, itwasn't making
its way to retail yet.

“It's a really good story; it’s a story
that needs to be told,” Omer says. “It’s
astory about family values that people
can engage with.”

At the same time, Meister says that
he was looking for the right opportu-
nity to introduce Cows First cheese
to retail.

Itall began to come together. Emmi
Roth USA, known for its marketing
prowess, wasn't handling American-
style cheeses, which is Meister

Union Star offers new Red Willow ... Page 14
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Photo courtesy of Kindred Creamery

SPECIALTY AMERICAN CHEESES — Kindred Creamery, a partnership between Meister
Cheese and Emmi Roth USA, produces anumber of varieties of American-style cheeses with
milk from dairy farms committed to Meister Cheese’s “Cows First” animal welfare program.

Cheese’s specialty. The synergies and
complementary strengths of the two
companies seemed tosuggestanatural
partnership.

Omer says one of the things that has
always impressed him about Meister
Cheese is its partnerships with dairy
farm families, in many cases genera-
tions of whom have now shipped to
Meister Cheese.

Kindred Creamery representsall of
these generations, both dairy farmers
and cheesemakers, coming together to
make and market high quality cheese.

In fact, when Emmi Roth and Meis-
ter Cheese started to work on a name
for the brand, “generations” was one

of the first things that came to mind.
They were sent back to the drawing
board when they found “generations”
was trademarked in avariety of forms.
Sometimes, though, going back to the
drawing board is a good thing; as they
brainstormed, “kindred” was floated as
anidea. It was universally liked by all.

“Kindred is a really good name ...
it defines what we have and really
describes the family nature of the busi-
ness,” Omer says. “The name generates
a lot of emotion for people.”

Kindred Creamery cheeses are
made exclusively from segregated milk
from dairy farmers who participate

Tivrn to KINDRED page 13 =

Landana debuts aged organic Gouda ... Page 15
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MONROE, Wis. — Emmi Roth USA will
introduce itsnewRoth OrganicsLine, as
well as its new Kaltbach Le Crémeux, at
the Winter Fancy Food Show.

The Organic Line consists of four
new cheeses, featuring award-winning
Roth favorites now made using fresh,
certified organic milk from local dairy
farms, according to the company.

The organic line features Roth’s
flagship Grand Cru Original now avail-
able in organic, as well as Organic Van
Gogh Gouda, Organic Havarti and Or-
ganic Sharp Cheddar. Each variety also
is gluten free, non-GMO, rBST-free and
vegetarian friendly, the company says.

Roth’s Organic Grand Cru Original is
availablein 10-poundwheelsand8-ounce
retail cuts, and it is an award-winning
Alpine-style cheese made fromacombina-

tion of organic milk and Swiss traditions.

Roth’s Organic Van Gogh Gouda
is available in 10-pound wheels and
8-ounce retail cuts, and it featuresRoth’s
signature Van Gogh Gouda — a Dutch
cheese with a straw-yellow body and
mellow, mild sweetness.

Roth’s Organic Havarti is available
in 9-pound loaves and 8-ounce retail
cuts, and it is a versatile cheese with a
mild and buttery flavor, which does well
with cooking and melting, according to
the company.

Roth’s Organic Sharp Cheddar is
available in 1-pound blocks and 8-ounce
retail cuts, anditis crafted from organic
milk and aged for a minimum of six
monthstodeveloparichand tangy flavor.

“Thereisastrongdemand for organic
products that has grown significantly

over the past few years,” says Tim Omer,
presidentand managing director, Emmi
Roth USA. “We are fortunate to live in a
part of the world where fresh, organic
milk is available in our backyard. The
farmers we work with follow certified
organic dairy farming standards.”
Inaddition, EmmiRothwillintroduce
at the Winter Fancy Food Show its ex-
panded Kaltbach line, with the addition
of a new imported cheese from Switzer-
land — Emmi Kaltbach Le Crémeux.
The cheese will join Kaltbach Le
Gruyere AOP, Kaltbach Emmentaler AOP
and Kaltbach Alpine Extra as available
Swiss imports through Emmi USA.
Madein9-poundwheels, Kaltbach Le
Crémeux is a washed-rind cheese that
is sweet and unassuming at first, but
develops and becomes reminiscent of a

Family Owned Since 1925

Whether it is our chunk, crumbled

superior quality and taste.
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In Cheesemaking with Five Master Cheesemakers!!!

or chunk in brine

Jim Demeter, Steve Buholzer, Adam Buholzer,
Dave Buholzer & Ron Buholzer (from left)

) Feta Greek Yogurt:
When ® Made From the Freshest e Authentic Mediterranean Taste
we come in Cow’s Milk e Lowfat and Nonfat Varieties
ﬁrst you e Firm & Crumbly Texture @ 2X the Protein
’ ® Tangy & Salty to the Taste @ Thick, Rich & Creamy
know exactly ) ® Steep in Greek Tradition @ Flavored or Plain

where we [Qoig‘_??}"?gz‘@, ® Retail & Foodservice ® Retail, Foodservice & Industrial

stand.”

‘> _—

2016 American Cheese Society
Cheese Gontest
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Greek Yogurt & Feta

608.325.3021
www.klondikecheese.com

For more information please visit www.klondikecheese.com

Emmi Roth launches new organics line, adds new product to U.S. Kaltbach cheese line

soft cooked egg yolk in a bowl or ramen,
the companysays. Itisasemi-firmcheese
thatiscrafted with pasteurized milkand
microbial rennet and aged a minimum
of 120 days in the Kaltbach caves in the
Alpine Valley near Lucerne, Switzerland.

Swiss cheesemakers and affineurs
handpick a select number of wheels
to continue their refinement in the
Kaltbach caves, which are a 22-million-
year-old natural sandstone labyrinth
with a small river that runs through it,
inspiring the name, the company says.

“The demand for artisan cheese
continues to grow in the United States,”
Omer says. “We remain the No. 1 im-
porter of Gruyére in the country and
are proud to continue to introduce new
products to the United States from our
parent company in Switzerland.” CMN

Emmi Roth offers
new Sriracha Gouda

MONROE, Wis. — Emmi Roth has
launched its Sriracha Gouda, which
merges the mellow and mild flavor of
Roth’s Dutch-style Gouda with spicy,
tangy-sweet and savory Sriracha spices.

SrirachaGoudais made fromcultured
pasteurized milk from local Wisconsin
dairy farms and cured for a minimum
of 30 days. Before the curing process,
Sriracha Gouda wheels are speckled
withred pepper flakesand hand painted.

“The bold flavor trend has been alive
and well for the past few years and it's
not going away anytime soon,” says Marc
Druart, head cheesemaker and director
of research and development, Emmi
Roth USA. “We were able to infuse our
signature Van Gogh Goudawith asriracha
spice mix that's bold enough to make an
impact, but the heat mellows quickly and
doesn’t overpower the creamy, buttery
young Gouda flavors.”

The cheese pairs well with apple and
berry ciders; Rose and Sauvignon Blanc;
and Pale Alesand IPAs; and it serves well
asatoppingfor chilior tomatosoup, onta-
cos or on deviled eggs, the company says.

For more information, visit
www.rothcheese.com. CMN

Sartori introduces
Chipotle variety to
BellaVitano lineup

PLYMOUTH, Wis. — Sartori Co. has
added a new south-of-the-border in-
spired variety to its BellaVitano line
— Chipotle BellaVitano.

Hand-rubbed with a blend of sea-
sonings, the cheese balances savory
smokiness with the sweet and creamy
BellaVitano base.

The cheese already has won awards
domestically and internationally, in-
cluding second place in its class at the
World Championship Cheese Contest
last spring. It's now ready for its public
debut, company officials say.

For more information, email
smerckx@sartoricheese.com or
visit www.sartoricheese.com. CMN
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Continued from page 11

in the Cows First program. To main-
tain their certification, participating
dairy farmers are annually certified by
Validus, a third-party auditor. For their
efforts, Cows First participantsare paid
a premium for their milk.

“The foundation of the Cows First
Program and Meister Cheese being a
third generation company just seemed
like the right fit for us,” say dairy
farmers Jeremy and Michelle Wink-
ers, who participate in Cows First.
“Our grandfather envisioned having a
grassroots family farmwith profitability,
and that'’s exactly what the Cows First
Program has allowed us to achieve.”

“Doing the right thing
for animals and
family farms is also
doing the right thing
for the quality of the
cheese we make.”

Scott Meister
MEISTER CHEESE

It's really a win-win, according to
Meister and Omer.

“Doing the right thing for animals
and family farms is also doing the right
thing for the quality of the cheese we
make,” Meister says.

The way the milk is produced is a
key differentiator that resonates with
many consumers, Omer adds.

For consumers willing to pay a
bit more to support family farmers,
Kindred Creamery’s story resonates,
Omer says. Wisconsin probably is
never going to be the most efficient
place to produce milk, and not every-
one wants to pay a premium for their
cheese. However, Kindred Creamery
is an affordable specialty brand for
those who want to support traditional
family farming.

Meister Cheese’s cheesemaking
capability — Omer calls it “artisan-
with-scale aptitude” — allows Kin-
dred Creamery to produce cheese
in a number of varieties including
Sharp Cheddar, Medium Cheddar,
Mild Cheddar, Colby Jack, Pepper
Jack, Monterey Jack and Natural
Smoked Gouda.

Thingvold’s creative capacity to
develop on-trend flavors also means
the brand carriesanumber of specialty
varieties such as Sweet Fire Mango
Jack, Spicy Sriracha Jack, Ginseng &
Garlic Jack, Ghost Pepper Colby Jack,
Hickory Smoked Cheddar and Forage
Mushroom & Scallion Jack.

AhalfyearintoKindred Creamery’s
launch, Omer says he is pleased with
Kindred Creamery’s retail placements,
bothinthe deliand the dairy case. The
brand can be found in the Midwest

and on the East Coast, and Kindred
Creamery continues to look for more
opportunities to further its reach,
including in the West.

Along the way, Kindred Creamery
has been listening to customer feed-
back and has been tweaking its pack-
aging a bit, adding, for example, more
information about the brand’s popular
story on packages. Currently cuts of
the cheese are wrapped in parchment;
Kindred Creamery also is test market-
ing clear packaging, Omer says.

Omer says today’s consumers value
transparency in how the foods they
eat are made, and Kindred Creamery
offers that transparency from the farm
to the retail shelf. To better reach
these consumers, Kindred Creamery
also is developing a social media
campaign that it expects to launch in

Photo courtesy of Kindred Creamery

the second quarter. New flavors are ON TREND FLAVORS — Kindred Creamery cheeses are available in a number of flavors

always in development as well. CMN including Forage Mushroom & Scallion Jack.
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CREAMERY

CHEESE THE WAY IT’S MEANT TO BE.
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doing the right thing for animals and family farms is also doing
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For more information please visit www.kindredcreamery.com
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NEW YORK, N.Y. — Président cheese,
a brand of Lactalis American Group,
will be showcasing new flavors and siz-
es of popular cheese varieties at next
week’s Fancy Food Show in San Fran-
cisco.

Responding to the popularity of its
Triple Creme Brie, Président now will
offer the cheese inanew 8-ounce round,
in addition to its 4-, 8- and 16-ounce
wedge offerings. The new round will
be available in March with a suggested
retail price of $7.99 per unit.

AlsoavailableinMarchare three new
flavors in Président’s Rondelé gourmet
spreadables line — Thai Sweet Chili,
Pineapple & Ginger and Sea Salt &
Cracked Pepper. Karine Blake, market-
ing director for Président cheese, notes
thatwhile SeaSalt & Cracked Pepperwas

It’
Great Time

o ‘consistent features:

a variety of sizes

1d Europe Cheese is
proud to announce
the addition of three

prestlglous World Championship
Cheese Contest held in Spain.

The World Cheese Awards are among the
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U.K.’s Guild of Fine Food, the 2016 event
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| So buy some silver in the form of delicious
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available on a limited basis in 2016, all
three varieties will be available nation-
wide this spring.

She notes Président also is rolling
out organic Rondelé, with Garlic &
Herbs and Garden Vegetables varieties
now available in 6.5-ounce sizes with a
suggested retail price of $5.99.

“Organic has more growth among
millennials than any other generation,”
Blake adds.

Président also is adding new flavors
toitsline of8-ounce Brie Tortes, and will
be offering Garlic & Herbs and Cheddar
& Horseradish varieties at retail for the
Easter holiday. The 8-ounce tortes come
with a suggested retail price of $8.49
per unit.

Coming in May 2017, Président
cheesealsoisofferingnewvarietiesand

Camembert Traditionnel . :ﬂ

Lactalis American’s Président cheese unveils new sizes, varieties at Fancy Food Show

cheese sizes in its Spanish Manchego
and French Madrigal hard cheese lines.
Président will offer a new Manchego
wedge inarandomweight 6-to8-ounce
size, as well as a new random weight
6- to 8-ounce wedge of Madrigal. Blake
notes the varieties combine the luxury
of hard imported cheeses with a con-
venient format to expand consumers’
horizons.

In addition to cheese, the company
also will be showcasing new Président
butter, available in salted and unsalted
varieties.

The butters are made from cultured
creams in Brittany, France, a region
known for its oceanic climate and rich
grass, Blake says, noting that Président
butter ischurned approximately 5 times
longer than U.S. butters, enhancing the
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For more information please visit www.oldeuropecheese.com

full butter flavor and creamy texture.
She adds that the convenient 3.5-ounce
stick format is the perfect combination
of European-style butter and American
convenience.

The company promises further new
flavorsandvarietiesin 2018, Blake adds.

For more information, visitwww.pres-
identcheese.com or stop by their booth
at the Fancy Food Show. CMN

Union Star offers
new Red Willow

BERLIN, Wis. — Wisconsin Master
Cheesemaker Jon Metzig of Union Star
Cheese has introduced a new cheese,
Red Willow, made at his family’s Willow
Creek Creamery in Berlin, Wisconsin.

The soft washed-rind cheese comes in
10-12 ouncewheelsandisagedaminimum
of20days. It'shand-washed withamixture
of culturesand Scottish Ale from Fox River
Brewing Co., Appleton, Wisconsin.

“I would say the closest way to de-
scribe it is like a traditional Muenster
from France,” Metzig tells Cheese Mar-
ket News. “It's a traditional soft washed-
rind cheese, but not too pungent. It has
typical washed-rind flavors — meaty,
savory, brothy flavors.”

Metzig adds that the creamery spent
twoyearsdoing trial studies of the cheese
andbegansellingit late lastyear. He says
the response so far has been positive.

“People like it because it's not as
strong as Limburger, but it definitely
has some of the similar flavors,” he says.

For more information, call
Metzig at 920-836-2804 or visit www.
unionstarcheese.com. CMN

Laura Chenel’s adds
Garlic & Chive log

SONOMA, Calif.— Laura Chenel’swill
introduceitsGarlic & Chive Fresh Chevre
log at the Winter Food Fancy Show in
San Francisco.

This new, 8-ounce goat cheese log
is made with fresh goat cheese mixed
with garlic and shallots, then coated
with chives. The shallots add a hint
of sweetness to the tangy, fresh goat
cheese flavor, while the chives’ her-
baceous taste balances the natural
spiciness of the garlic, according to
the company.

The Garlic & Chives log will enhance
any cheese platter, while its smooth and
creamy texture make it ideal for melting
on pasta or in a quesadilla, or used as
an ingredient to “spice up” any dish, the
company adds.

Aswithall of LauraChenel’s cheeses,
theaward-winning8-ounce log collection
is made using only fresh goat milk from
nearby farms in the western region of
the United States. Collaborating with
a network of independent goat farmers
allows Laura Chenel’s to oversee the
main ingredient in its products while
supporting its farmers.

The company will be at the Winter
Fancy Food ShowfromJan.22-24. CMN
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Schuman Cheese to showcase its new and flagship cheeses at Winter Fancy Food Show

FAIRFIELD, N.J. — Schuman Cheese
will introduce a new cheese line and a
new cheese flavor, as well as feature its
flagship cheeses, at the Fancy Food Show
Jan. 22-24 in San Francisco.

Schuman Cheese’snew cheese line is
aresultofarecentpartnershipwithHijos
de Salvador Rodriguez, SA (Quesos El
Pastor), afamily-owned cheese company
in Spain. Schuman Cheese plans to im-
port the cheese line to the United States
andisactively selling to select retailers,

according to Allison Schuman, national
sales manager, Schuman Cheese.

The line will include Manchego, a
Protected Designation of Origin cheese
that is made from sheep’s milk, and will
beavailable inagesof 3months, 6 months
and 12 months, according to Schuman.

The line also will include Iberico,
a cheese made from a combination of
sheep’s, cow’sandgoat’s milk, which also
is available in ages of 3, 6 or 12 months,
Schuman says.

Landana debuts extra-aged organic Gouda

BODEGRAVEN, Netherlands —
Vandersterre Holland B.V. recently an-
nounced that its brand Landana will
debut a new, extra-aged Gouda in its
organic range during the Fancy Food
Show in San Francisco Jan. 22-24.
Landana Organic Aged is USDA
certified organic, made from the milk
of free range cows and prepared us-
ing traditional Dutch cheesemaking
methods. After aging for at least six
months onwooden shelves, the cheese
achieves a full and piquant flavor.
Despite its extra-long aging period,
the texture is creamy and melts eas-
ily on the tongue. No artificial flavors,
colors or preservatives are added, and
because it is made with vegetarian
rennet, vegetariansalso can enjoy this
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cheese, the company says.

Prior to its public debut, Landana
Organic Aged wasawarded second place
at the International Cheese Awards in
England in the Best Organic Cheese -
Specialty category.

“We are very proud to see our new-
est Landana cheese awarded by an
international panel of cheese experts,”
says les Verloop, commercial director,
Vandersterre Holland. “This award is a
confirmation of the excellent quality of
Landana Organic Aged.”

Landanaalso offers LandanaOrganic
Mild, which was introduced last year as
the first USDA-certified organic Gouda
from Holland.

For more information, visit www.
landanacheese.com. CMN

In addition, the line will have spe-
cialty goat cheese logs, including a
variety in an original flavor in addition
to a pineapple variety with pineapple
pieces rolled along the outside of the
log, Schuman adds.

Schuman Cheese alsowill trial anew
Cello Whisps Asiago Pepper Jack flavor
at the Fancy Food Show, with plans to
launch in April.

The flavor is made using the com-
pany’s proprietary Cello-make process,
Schuman says. While not an intuitive
combination, mixing Pepper Jack with
Asiago elevated the flavor, creating a
nutty cheese with a creamy note and
providingabase inwhichtoaddthe spice
that comes with Pepper Jack, she adds.

For more information, visit
schumancheese.com. CMN

Ellsworth debuts hot buffalo curd flavor

ELLSWORTH, Wis. — Ellsworth Co-
operative Creamery recently has added
Hot Buffalo Cheddar curdstoitsgrowing
collection of flavored cheese curds.
Initslatestvariety, Ellsworth’ssigna-
ture white Cheddar curdsare mixed with
atouch of buffalospice forahotandspicy
snack that resembles a classic buffalo

wing appetizer, company officials say.
Ellsworth Hot Buffalo Cheddar Cheese
Curdsare rbST-free, gluten-free, naturally
high in calcium and protein and contain
no added sugars, carbs or trans fats.
For more information, email to-
nyb@ellsworthcreamery.net or vis-
it www.ellsworthcheese.com. CMN

Murray’s offers exclusive Annelies cheese

NEW YORK — Murray’s has teamed up
in an exclusive partnership with Walter
Rass, of Challerhocker cheese fame, to
introduce Annelies cheese.

Rass crafts wheels of raw cow’s milk
he calls Tufertschwiller and until nowhas
only sold them in his village. However,
withthe partnership, Rassalsoissending
these mild-flavored wheelsto Murray’sat
3monthsofage. Thewheelsarethenaged

for an additional 9 months in Murray’s
alpine cave, where they develop sweet
flavors of roasted hazelnuts and alpine
grasseswith undertones of butterscotch
and cocoa, according to Murray’s.
ThenameAnneliesisatributetoRass’
wife. The cheese pairs well with a Griiner
Veltliner oraPinotNoir, the companysays.
For more information, visit www.
murrayscheese.com/annelies. CMN
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MADISON, Wis. — The Wisconsin Milk
Marketing Board (WMMB) was awarded
the Best of Show award for the EatCurds.
com “Summer of Curds” social media
campaign at the 2016 Alchemy Awards,
hosted by the Madison Chapter of the
Public Relations Society of America
(PRSA).

The Alchemy Awards honor excep-
tional campaigns and tactics devel-
oped and executed by public relations
organizations in the greater Madison
area, and the Best of Show award is the
organization’s highest honor, according
to WMMB.

WMMB’s Summer of Curds social
media campaign was designed in
partnership with the Madison-based
agency Stephan & Brady to capitalize
on the love that many people have for
Wisconsin cheese —specifically, cheese

curds — resulting in positive consumer
engagement for Wisconsin cheese, as
well as increased website traffic and
awarenessof EatCurds.com, WMMB says.

The 94-day campaign included daily
giveaways of Wisconsin cheese curds
throughout the summer. The campaign
launched with an influencer mailing
in which more than 30 individuals —
including cheese and food bloggers,
Instagram influencers, online media
outletssuchasBuzzFeed, and celebrities
with a direct connection to Wisconsin
— received Summer of Curds boxes
containingfreshWisconsin cheese curds.
Entries into the contest were primarily
drivenviaWisconsin cheese social media
channels including Facebook, Twitter
and Instagram, WMMB says.

As a result of these efforts, the Sum-
mer of Curds social media campaign
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WMMB Summer of Curds campaign earns Best of Show award at 2016 Alchemy Awards

received more than 51 million total con-
sumer impressions including mentions
fromhigh-profile mediaoutletsincluding
BuzzFeed, Heritage Radio and the New
York Times, had nearly 200,000 contest
entries and saw a 500-percent increase
in traffic to EatCurds.com.

According to the Madison Chapter of
PRSA, the Summer of Curds campaign
also won an Award of Excellence within
the Social Media Campaign category,
making it eligible for the Best of Show
award.

Other dairy-related projects receiv-
ing recognition within their categories
include:

= “The Holidays Are Short, Eat Des-
sert First” won an Award of Excellence
within the Multimedia Tactic category.
The project is credited to WMMB and
Stephan & Brady.

For more information please visit www.shullsburgcreamery.com

= Grate.Pair. Share.,anonline maga-
zine featuring Wisconsin cheese, wonan
Award of Merit within the Other Digital
Publications category. The project is
credited to WMMB and Stephan & Brady.

e “Cheese Lover’'s Day ‘Cheese
Wishes™ won an Award of Excellence
within the Social Media Tactic category.
The project also is credited to WMMB
and Stephan & Brady.

“National Cheese Curd Day” wonan
AwardofExcellencewithinthe Integrated
Campaign category. The project is cred-
ited to Culver'sand Hiebing, anadvertis-
ing agency in Madison, Wisconsin. CMN

IDDBA releases
report on connecting
across the store

MADISON, Wis. — The International
Dairy-Deli-Bakery Association (IDDBA)
and Nielsen Fresh announce the release
oforiginal research that provide retailers
with ideas and strategies for boosting
entertainment-occasion sales by exam-
ining the connections fresh department
products have with the rest of the store.

“Total Store Connectivity: Enter-
taining Across the Store,” an IDDBA-
commissioned report prepared by
Nielsen Fresh, identifies how product
connections can generate larger bas-
kets and boost sales through new and
innovative merchandising and market-
ing concepts.

“Entertaining is a big driver of con-
sumer purchasing, whetherit'saholiday
gathering, Super Bowl party or small
get-together with a few friends or fam-
ily members,” says Alan Hiebert, senior
education coordinator, IDDBA. “When
selecting the menu, fresh products from
dairy, deli, bakery and prepared foods
often are easy, convenient accompani-
ments for get-togethersand oftenend up
inthe shopping basket together. Butwhat
else is purchased depends on the type
of entertaining occasion. This research
explores the natural correlations these
products have with other store items,
thereby creating new ideas for cross-
merchandising and cross-promotion.”

Thereportfindsthat premiumenter-
taining categories share many similar
connections in produce, with sales of
many of these products peaking on
Saturday and Sunday.

The report recommends sampling
deli specialty meat and cheese, and
artisanbread or deli crackerstogetherin
the produce department in the evening
to encourage shoppers to put more in
their basket when shopping for dinner/
cocktail parties.

Everyday casual entertaining catego-
riesshare common connectionswith pre-
dominantly center store categories, the
report notes. It recommends enhancing
center store shelf displays with coupons
offeringdiscountsinfresh productareas,
suchasa$loff couponfor Brie topartner
with rosemary-flavored crackers.

The report is available only to IDDBA
members and can be accessed by mem-
bers online at www.iddba.org. CMN
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Norseland enters strategic alliance with
Parmareggio, maker of Parmissimo brand

DARIEN, Conn. — Norseland Inc.,
the exclusive importer of Jarlsherg
cheese, recently entered into a stra-
tegic partnership with Parmareg-
gio, maker of the Italian Parmissimo
brand of Parmigiano Reggiano cheese
and a cooperative of manufacturers
and dairies.

The new alliance will acceler-
ate sales growth of Parmissimo and
strengthen both companies’ brand

Vermont Creamery
announces retail
launch of St. Albans

WEBSTERVILLE, Vt. — Vermont
Creamery has announced the retail
launch of St. Albans, its newest aged
cheese.

Available now at Whole Foods,
Wegman'’s and a host of specialty food
retailers and grocery stores, St. Albans
is made with cow’s milk and is verified
by the Non-GMO Project, a third-party
verification for non-GMO food and prod-
ucts, according to Vermont Creamery.

“St. Albans represents Vermont
Creamery’s progress over the last
32 years; what began with a desire
to bring a cheese to the shelves of
American grocery stores grew into our
company’s efforts to gain our first non-
GMO verification,” says Allison Hooper,
co-founder. “With the release of this
cheese, Vermont Creamery is modeling
the transition of Vermont dairy farms
to non-GMO feed.”

Taking its name from the town of
St. Albans, Vermont, the cheese recalls
Vermont Creamery’s longstanding
partnership with St. Albans Coopera-
tive — a group of more than 300 dairy
farmers and the longtime producers of
the creamery’s cow’s milk. In partner-
shipwith Vermont Creamery, St. Albans
Cooperative selected Paul-Lin Dairy in
Bakersfield, Vermont, as the producer
of the non-GMO milk for the cheese.

“We are delighted to partner with
Vermont Creamery on this project,”
says Leon Berthiaume, CEO, St. Albans
Cooperative. “Both the cooperative
and Vermont Creamery’s reputations
for providing high-quality dairy prod-
ucts are well known, and St. Albans
becoming available to consumers
nationally will enhance both of these
great brands.”

St. Albans begins with fresh, pas-
teurized milk, sourced from Paul-Lin
Dairy. At optimal maturity, the cheese
disks are placed in ceramic crocks and
wrapped in a breathable perforated
film. The interior of the cheese becomes
soft and spreadable, while the flavor
becomes more robust.

Providing protection during the
journey from Vermont, the ceramic
crock also serves as a baking vessel,
allowing the cheese to be warmed in
the oven before serving.

For more information, visit
www.vermontcreamery.com. CMN

positions in the U.S. market, the com-
panies say.

“This partnership compliments our
premium brand portfolio,” says John J.
Sullivan, presidentand CEO, Norseland
Inc. “Parmissimo represents acompany
with strong values, deeply rooted in
tradition and quality.”

Ivano Chezzi, president, Parmareg-
gio, adds that the company is proud
to work alongside Norseland as both
companies believe in the values of
cooperation to enhance their brands
in the U.S. market.

“Norseland has adominant position
in America in the specialty cheese
market,” he adds.

For more information, visitwww.par-
missimo.itorwww.norseland.com. CMN

Zingerman’s cheese comes to East Coast

ANN ARBOR, Mich. — Zingerman'’s
Creamery recently announced a new
partnership with specialty food distribu-
tor World’s Best Cheeses to bring Zinger-
man’ssmall-batchartisan cheeses made
inAnnArbor, Michigan, to the East Coast.

“We’re honored to be represented on
the East Coast by World's Best Cheeses,”
says Ari Weinzweig, co-founder, Zinger-
man’s. “Their distribution network will
allow us to get our cheeses to specialty
shops, restaurants, caterers and cafes
without having to have them incur ship-
ping costs from the Midwest.”

Since 2001, Zingerman's Creamery
has specialized in soft-ripened cheeses,
employing a combination of Old World
techniques and creative innovation to
draw out full, complex flavor.

The collaboration with World’s Best

Cheeses, afamily-owned businesswhich
currently has offices in New York, Mas-
sachusetts and California, is a natural
and welcomed fit for both companies,
Weinzweig says.

“We have always admired and
respected Zingerman’s business and
philosophy, and these delicious cheeses
have been on our radar for some time,”
says Stephen Gellert, vice president
of business development, World’s Best
Cheeses. “We are very excited to finally
be working together.”

World’s Best Cheeses currently is
distributing Zingerman's Detroit Street
Brick, Chestnut Little Napoleon, Man-
chester, Liptauer and Aged Chelsea
cheeses.

For more information, visit www.
zingermanscreamery.com. CMN
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Midwest Dairy Council contributes to Super Bowl host committee’s ‘52 Weeks of Giving’

ST.PAUL, Minn.—Midwest Dairy Coun-
cilhasannounced itwill give $250,000to
provide Fuel Up to Play 60 Super School
Breakfast grants, which aim to support
schools serving breakfast outside the
cafeteria. The grants will be provided to
52 communities across Minnesota over
the 52 weeks leading up to Super Bowl
LI, which will be held in Minneapolis
in 2018.

Through funding from dairy farm
families, the contribution will match
other support to the Legacy Fund of the
Minnesota Super Bowl Host Committee
(MNSBHC), with grants of up to $10,000
per school. The effortbegins the day after
SuperBowl L1inHouston, Texas, starting
a 52-week countdown to Feb. 4, 2018,
according to Midwest Dairy Council.

The support from dairy farm families

MORE TO
LLOVE WITH
CHEESE FROM

is part of the MNSBHC'’s focus on “Fun,
Fuel and Fundamentals,” with a goal to
leave a legacy of healthier children in
years to come, Midwest Dairy says.

Grants from Midwest Dairy Council
will provide Fuel Up to Play 60-branded
equipment for schools to use in deliver-
ing enhanced Super School Breakfast
programs. Midwest Dairy Council staff
members also will provide outreach and
coordination with the 52 schools, which
are selected by the MNSBHC and will be
announced beginning in February.

“We are excited to be working with
the Super Bowl committee to include
Super School Breakfastintheir 52 weeks
of giving,” says Kathy Skiba, a North
Branch, Minnesota, dairy farmer who
serves of the Midwest Dairy board and
is representing the state’s dairy farm

families at MNSBHC events. “Our dairy
farmfamiliesandthe Dairy Council have
a 100-year legacy of supporting healthy
children, and this is one more way we
can make a contribution.”

A serving of milk is offered with
every school breakfast, and the meals
often include cheese or yogurt as well,
Midwest Dairy says.

Midwest Dairy’s work with school
breakfast has shown thatwhen breakfast
isservedinthe classroom, asagrab-and-
go meal or after first period, more stu-
dents participate, Midwest Dairy adds.

Thefunding supporting the MNSBHC
supplements existing school breakfast
efforts that are part of Fuel Up to Play
60, a program of dairy farm families
and the National Football League that
began six years ago. The program in-
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volves students and the community in
eating better and getting 60 minutes of
activity each day. Fuel Up to Play 60 is
carried out through student leadership
in more than 73,000 schools nation-
wide, according to Midwest Dairy. CMN

MilkPEP launches
second year of ‘My
Morning Protein’

WASHINGTON — America’s milk
brands have launched the second year
of My Morning Protein, an effort focused
on promoting milk as a protein solution
for families.

The program includes national ad-
vertising, point-of-sale and promotional
materials, ready-to-use social content,
engaging influencers, key partners
including Food Network Magazine and
more.

These efforts deliver a message that
promotes milk’s high-quality protein
— a significant consumer purchase
driver — and highlights how milk is
a simple, wholesome way to add high-
quality protein and essential nutrients
to families’ morning meals, according to
the Milk Processor Education Program
(MilkPEP).

Retailers have an opportunity to
cross-merchandise in-store, leveraging
MilkPEP point-of-sale materials and
more to showcase that it is simple to
come togetherinthe morningasafamily
and get high-quality protein with milk
to start the day strong, MilkPEP adds.

For more information, visit
milklife.com/mymorningprotein. CMN

Kroger announces
milestone 350th
Murray’s store

NEW YORK — The Kroger Co. has an-
nounced that Murray’s Cheese, founded
in 1940, has opened its 350th store loca-
tion in Bloomington, Indiana, through
its special partnership with the Kroger
family of stores.

“Thisisan exciting milestone for Mur-
ray’s and the specialty cheese industry,”
says Rob Kaufelt, owner and president,
Murray’s. “In 2008, we pioneered a
store-within-a-store concept at a hand-
ful of Kroger stores. Between 2008 and
2012, we opened 38 stores and in 2016
we opened nearly 100. This partnership
has exceeded our wildest expectations.”

Murray's Cheese shops in Kroger
stores replicate the same experience
customers enjoy at its flagship store
in New York. Each carries hundreds of
cheeses, charcuterie, olives, crackers
and specialty food items from around
the world. Murray’s is deeply involved
with productselection, stafftrainingand
development, merchandisingand promo-
tions. Its staff has trained thousands of
cheesemongers and certified cheese
professionals throughout itsrelationship
with Kroger, according to Kroger. CMN
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U.S., EU issue report on Transatlantic Trade and Investment Partnership progress to date

WASHINGTON — OQutgoing U.S. Trade
Representative Michael Froman and Eu-
ropean Union (EU) Trade Commissioner
Cecilia Malmstrém this week published a
joint assessment of the progress made in
the Transatlantic Trade and Investment
Partnership (TTIP) negotiations since
they started in July 2013,

The joint report outlines progress
made in all areas of the talks, including
improved market access, streamlining
regulations and other common ground
reached. The report also identifies areas
where significantwork remains to resolve
differences, includingimprovingaccess to
public procurement markets, providing
investment protection and reconciling
approachestotrademarksandgeographi-
cal indications.

The report notes some examples of
progress made so far in negotiations
include:

* The exchange of offers to eliminate
duties on 97 percent of tariff lines, a large
majority of which would be phased out
immediately upon entry into force of the
agreement or quickly phased out;

« The identification of steps to reduce
unnecessarily burdensome requirements
and delays at borders;

e Agreement that TTIP must include
strong obligations to protect the environ-
ment and fundamental labor rights and
should encourage cooperation to support
strong labor and environmental standards
in trade partners;

e The negotiation of a dedicated
chapter in TTIP focused on small- and
medium-sized enterprises, which, among
other things, would help these businesses
better navigate the transatlantic market-

State Fair

Dairy Promotion
Board scholarships
available

WEST ALLIS, Wis. — The Wisconsin
State Fair Dairy Promotion Board is of-
fering $1,000 scholarships to third- and
fourth-year college students pursuing
dairy-related or food science degrees
atone of Wisconsin’s four-year universi-
ties. Thescholarshipsare foruse during
the 2017-18 school year.

Additional $1,000 scholarships will
be offered to high school seniors plan-
ning to pursue a dairy-related or food
science degree at one of Wisconsin’s
four-year universities or students
studying in a two-year, technical school
programrelated to dairy or food science.

Applicants will be evaluated on
involvement and leadership in dairy-
related activities, scholastic achieve-
ment and career objectives. Finalists
will be interviewed in mid-April, with
the recipients to be recognized at the
2017 Wisconsin State Fair.

The application deadline is Fri-

place through the provision of enhanced
online information and new mechanisms
for U.S.-EU cooperation; and

e Agreement on the importance of
transparency and due process in trade
remedy procedures and competition
policy.

In key regulatory areas of the TTIP
negotiations, the goal has been to reduce
differences that make transatlantic
commerce more burdensome while pre-
serving or enhancing strong protections,
the report says. To this end, U.S. and EU
negotiators have:

 Found common ground on a number
of good regulatory practices;

» Made progress in developing ap-
proaches for facilitating forward-looking

smoked Provolone

NATURALLY SMOKED CHEESE

moked Cheddar

ALLY SMOKED CHEESE

NATUR
e SMOKED PASTEURIZED PROCESS
(CHEESE FOOD

" ﬁiﬂw‘h AAmenica’ "W' p

ype

SQF Level 3 Certified

This certification ensures our customers that our cheese
/' products have been produced and handled in accordance with
the highest standards set by the Food Marketing Institute (FMI).

dairyfood

incorporated

Call us today for details:

regulatory cooperationinareasof common
interest;

e |dentified possible mechanisms for
reducingunnecessary burdensin transat-
lantic trade arising from redundant prod-
ucttestingand certification requirements;

= Negotiated provisions that would
facilitate trade subject to sanitary and
phytosanitary import checks; and

e Explored in detail ways to enable
stakeholders to participate more fully in
the development of products standards
across the Atlantic and how to take into
account those standards.

The report adds that significant work
still is needed to resolve differences in
several important areas of the nego-
tiations, including: how to treat the most

sensitive tariff lines on both sides; how
to expand and lock in market access in
key services sectors; how to reconcile
difference on sanitary and phytosanitary
measures; how to improve access to each
other’sgovernment procurementmarkets;
how to provide strong investor protection
while preserving the right of governments
to regulate, including with respect to
dispute resolution mechanisms; and how
to reconcile differences in approaches to
trademarks, generic namesandgeographi-
cal indications.

“Ontheseandother challenging issues,
ourwork over the past three years brought
greater clarity to our differences and en-
abledustoexploreavenuesforreconciling
them,” the joint report says. CMN

You Can Trust.
Innovation

You Can Taste.

Celebrating Successful
Partnerships for 60 Years!

Introducing our Newly Expanded
Glacier Ridge Farms: Line:

* Handcrafted In America’s Dairyland
* Naturally Smoked Cheeses
e Gourmet Spreadable Cheeses & Dips

* Smokey Bars/Snack Wedges

¢ Variety of Flavors

FOODSERVICE

In Perfect Shape For a Growing Industry
B Creative blend of vision and flexibility

B Unique product offerings

B Naturally smoked cheeses tailored to fit every

packaging configuration

B Extensive single serving/portion-controlled sizes

PRIVATE LABEL

Build Your Brand With Quality You Can Trust

B Expansive array of custom formulations
B Innovative packaging solutions

B Ability to drive new sales

RETAIL HOUSE BRANDS
Diversify Your Product Portfolio With Our Proven Winners

B Unique flavor profiles

B Market versatility to maximize sales performance

B Price competitiveness & in-store support

B Low minimum order quantities

2819 County Road F * Blue Mounds, WI 53517 e Ph: (608) 437-5598 e Fax: (608) 437-8850

day, March 24, and the applica- dculligan@dairyfoodusa.com ¢ www.dairyfoodusa.com

tion is available at wistatefair.com/
competitions/dairy-promo-board. CMN For more information please visit www.dairyfoodusa.com
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CGall Susan at 608-831-6002

The Best Traditional
Specialty Cheese
You’ve Ever Tasted!

Each year we craft four million pounds of some of the
best cheese you will ever taste! And all of our cheese is
produced without artificial growth hormones (rBGH) or
animal enzymes. We believe in environmentally sound
production...working in concert with nature is an

important part of our business.

Handcrafted Cheese is our Specialty

* Custom Processing

* NO Artificial Growth Hormones
(rBGH) or Animal Enzymes

¢ Traditional Cheese
¢ Artisan Cheese
e Family Owned

Specializing in...

¢ Quark Cheese

e Goat, Sheep & Water
Buffalo Cheese

e Sharp & Extra Sharp

e Surface Ripened

Chemicals

Development

* Traditional Aging Without

e Small Batch Cheese
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Donatello

2016 ACS
Cedar Grove Team
Cedar Grove Chees
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Sheep’s Milk Feta

2016 ACS
Cedar Grove Team
Cedar Grove Cheese

2nd Place
Hard Sheep’s Milk
Donatello
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E5904 Mill Road | P. O. Box 185 | Plain, WI 53577 | Phone: (800) 200-6020

Fax: (608) 546-2805 | E-mail: bob@cedargrovecheese
www.cedargrovecheese.com

2nd Place
Mixed Milk Cheeses
2015 U.S. Championship
Cedar Grove Cheese

A Family Tradition
of Quahty for Over
130 Years!

e Crafted by Two Master Cheesemakers
e Consistent, Affordably Priced Product

e Third Generation Wisconsin Dairy Supporting Local Dairy Farmers

Explore our online store and product offerings by
visiting our website at www.nasonvilledairy.com %

SINCE 1885

1s, Nasonville Dairy always offers
qualzty cheese and you will taste the dzﬁ"erence'

e Over 40 Varieties, Styles and Types of Award-Winning Cheese
¢ Extensive & Unique Cheeses from Traditional to Specialty
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10898 Hwy 10 West e Marshfield, Wi 54449
Phone: 715-676-2177 ® Fax: 715-676-3636

Email: mailorder@nasonvilledairy.com
www.nasonvilledairy.com

USDEC announces former USDA Secretary
Tom Vilsack to become new president, CEO

ARLINGTON, Va. — The U.S. Dairy
Export Council (USDEC) has an-
nounced that former U.S. Department
of Agriculture Secretary Tom Vilsack
will join the organization as president
and CEO, effective Feb. 1, 2017.
USDEC isanon-profit, independent
organization that seeks to enhance the
global demand for U.S. dairy products
and ingredients, according to USDEC.
“Growing the global dairy market
for U.S. dairy products is essential to
the future of the dairy industry and
America’s dairy farmers. I've spent my
career in public service as a tireless
advocate for farmers and American
agriculture and can think of no better
way to continue this service than by
leading the U.S. Dairy Export Council,”
Vilsack says. “I look forward to partner-
ingwith the dynamic teamat USDEC as
well as agriculture, food industry and
key stakeholders at home and abroad
to advance the council’s mission and
strengthen trust in American dairy.”
As president and CEO, Vilsack looks
tosecureaccess for overseasexports, in-
crease theirdemandand facilitate sales,
and he will provide strategic leadership
and oversight of USDEC’s global promo-
tionaland researchactivities, regulatory
affairs and trade policy initiatives. This
includes working with industry leaders
todevelopalong-termvisionfor building
sales and consumer trust in U.S. dairy.
Together with the USDEC board,
Vilsack will create strategiestosuccess-
fully achieve the shared vision. He also
will serve as the organization’s primary
spokespersonandambassador toahost
of global and domestic stakeholders,
USDEC says.
“The global dairy market is more
competitive today than ever. Ambitious

For more information please visit www.nasonvilledairy.com

trade agreements, reasonable labeling
and productstandards, and other issues
arevital tothe growth of America’sdairy
industry,” says Thomas Gallagher, CEO,
Dairy Management Inc., the umbrella
organization that represents the inter-
ests of U.S. dairy and founded USDEC
in1995. “Secretary Vilsack'simpressive
record of leadership and hisproven abil-
ity tomanage complex issues, combined
with his breadth and depth of industry
knowledge, made him the preeminent
choice to take the help of USDEC.”

USDEC routinely partners with
other dairy industry groups, such as the
Innovation Center for U.S. Dairy, the In-
ternational Dairy Foods Associationand
the National Milk Producers Federation
to address the needs of its members,
including producers, processors and
cooperatives, ingredient suppliers and
export traders. An important compo-
nent of Vilsack’s role will be working
with and through these organizations
toachieve results on behalf of the value
chain, USDEC says.

“Secretary Vilsack arrivesat USDEC
atapivotal time, as we continue to face
both challenges and opportunities to
expanding U.S. dairy exports,” says Jim
Mulhern, president and CEO, National
Milk Producers Federation. “Secretary
Vilsack’s familiarity with our trading
partners provides him with a strong
backgroundtoadvance the programs of
USDEC and its members in the future.”

Vilsack succeeds Tom Suber, who
served as president of USDEC since
its founding in 1995 and retired at the
end of 2016. Under Suber’s leadership,
global U.S. dairy exports rose from
the equivalent of roughly 5 percent of
U.S. milk production to a high of 15.5
percent.

USDEC has more than 100 dairy
industry, dairy exporter and affiliated
entity members. Its work is supported
by staff across the United Statesand in-
ternationally in Mexico, South America,
Asia, the Middle East and Europe.

“We thank Tom Suber for histremen-
dous contributionsto the growth of U.S.
dairy exports and elevating U.S. dairy’s
position globally,” says Gallagher. “He
leavesan impressive legacy at USDEC.”

Upon his retirement, Suber has
formed Suber Global LLC, a consulting
firmfocused primarily on strategic plan-
ning, programevaluation and trade con-
sultationinthedairyandfoodsector.CMN
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CABINET

Continued from page 1

crucial in the new Trump administra-
tion, especially when milk prices have
been in a prolonged slump,” says Jim
Mulhern, president and CEO, NMPF.
Michael Dykes, president and CEO of
the International Dairy Foods Association
(IDFA), says that as a fellow veterinar-
ian, he is confident Perdue will bring the
necessary knowledge and insight to keep
U.S. agriculture, food production and
nutrition programs strong and vibrant.
“IDFA and our dairy foods com-

pany members look forward to working
closely with Sonny Perdue in his new
role,” Dykes says.

He notes that while leading USDA,
Perdue will oversee many areas of
extreme importance to the dairy sec-
tor, including the Dietary Guidelines
for Americans, the school breakfast
and lunch programs, and the national
disclosure standard for foods made with
genetically-modified ingredients.

“IDFA looks forward to meeting
with the secretary and continuing our
conversations with USDA on these and
other topics,” Dykes says.

National Farmers Union (NFU)

FRANKLIN

Continued from page 1

and Arizona, will continue to operate
independently as a wholly-owned sub-
sidiary of Hochland SE.

“We are thrilled to announce the ac-
quisition,” Gutknechtsays. “Hochland and
Franklin share a common vision around
providing superior customer service, cre-
ating best-in-class productsand ensuring
acompany culture that strives to make a
difference for our customersandbrands.”

Gutknecht adds that as a company
with a successful 100-year heritage,
Franklin Foods is proud to join Ho-

chland as Hochland marks its 90th
anniversary this year. He notes that
Franklin’s strong manufacturing and
sales platforminthe U.S. cream cheese
market complementsHochland'sinter-
national growth strategy.

Peter Stahl, CEO, Hochland SE,
agrees.

“We are very excited about this ac-
quisition,” Stahl says. “Franklin’sstrong
market position, nationwide distribu-
tion and two modern production plants
offer Hochland the ideal platform for
the successful implementation of our
own brands and products in the U.S.”

The terms of the transaction
were not disclosed. CMN

President Roger Johnson says that
given the challenging state of the farm
economy, more than ever family farm-
ers and ranchers need a champion in
Washington.

“l'am hopeful we will find that cham-
pion in Sonny Perdue,” Johnson says.

“USDA is more than agriculture’s

agency; itisAmerica’sagency,” he adds.
“We look forward to working with Mr.
Perdue and the new administration
to create and defend a strong farm
safety net and provide meaningful
farm policy solutions for producers,
particularly dairy farmers and cotton
growers, in the next farm bill.” CMN

CHECKOFF

Continued from page 1

United States.

The program would provide exemp-
tions for producers and handlers with
gross organic sales of $250,000 or less
and importers with $250,000 or less in
transaction value of imported organic
products during the prior marketing
year, as well as for organic products
produced domestically and exported
from the United States. However, the
proposed order would provide other-
wise exempt producers, handlers and
importers the option of being volun-
tarily assessed and participating in
the program.

A 17-member board would be ap-
pointed by the secretary of agriculture
to administer the program and would
be responsible for developing, financ-
ing and coordinating activities to sup-

CLANSIFIED AR NN

port research to benefit the organic
industry, to raise consumer awareness
of certified organic products in the
marketplace and to improve access
to information and data across the or-
ganic sector.

A proposed rule with information
about the proposed program was pub-
lished in the Jan. 18 Federal Register.
A 60-day comment period ends March
20.

Should USDA proceed with promul-
gating a program based on public com-
ments, a referendum would be held to
determine whether a majority of eligi-
ble domestic producers, handlers and
importers support a program prior to
it going into effect.

Comments can be posted on www.
regulations.gov or mailed to: Promo-
tion and Economics Division, SCP,
AMS, USDA, Room 1406, Stop 0244,
1400 Independence Ave. SW, Washing-
ton, DC 20250-0244. CMN
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FOR SALE: Cherry Burrell 1,500 Gallon S/S
Front Head Coldwall Cream Tank; Ampco
20 HP Pump; Kusel Hoop Washer; Damrow
7,000 Gallon S/S Front Head Tank on |-Beams;
Walker 5,500 Gallon Coldwall Silo; Damrow
RMM Agitator. Call Don at Eaton Equipment
at (608) 375-2256.
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See our full inventory at:
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¢ Produced by Master
Cheese Maker
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KOSHER

Continued from page 1

it is doable, he says.

Gordimer notes another consider-
ation of kosher products — forgery
— has led to changes in OU’s labeling.

“Unfortunately, there’s occasional
label fraud,” Gordimer says.

To help prevent forgery, OU has
created a metallic hologram that is af-
fixed to kosher-certified cheeses when
they are cut and labeled, all under
full-time OU rabbinic supervision, he
says. These holograms provide added
security against fraud, as each package
of productis certified onlywhenbearing
the OU hologram.

The holograms, which the supervis-
ing rabbi brings as the cheese is being
packaged, cannot easily be duplicated,
are tamper-proof and contain special
codes — similar to the shiny hologram
strip on a credit card. The rabbi moni-
torsand tallies hologram use each time
cheese is labeled and takes the unused
holograms with them upon labeling
completion, Gordimer explains.

For industrial kosher cheeses, the
rabbi brings slightly larger, coded
security stickers that are traceable by
the OU office, Gordimer says. These
security stickers are tamper-proof and
are placed on the product following
the same protocol used for holograms.

For retail customers, the package
typically states that the product is

only OU certified when bearing the
hologram, and next to the statement is
the hologram. The statement does not
appear on industrial cheeses because
these cheeses always will be opened
and processed in the presence of a
supervising rabbi, who comeswith docu-
mentation that identifies the cheese’s
kosher statuswhen bearing the specific
security stickers, Gordimer adds.
= Kosher cheese trends

Gordimer says he has seen more
interesting kosher foods — such as
some artisanal cheeses — available on
the general market over the past year.
As a result, OU has noticed a larger
consumer interest in kosher.

In addition, kosher cheese trends
reflectsome larger trends happeningin
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the food industry, such asanincreasing
interestinbold cheese flavorsaswell as
cheeses made by local, small companies,
Gordimer says. While mass production
of kosher cheeses also is growing, the
largest noticeable growth is in small,
family-operated artisanal cheeses,
including both foreign and domestic
varieties, he adds.

Heiman says he also has noticed
kosher cheeses opening up to new
flavors. However, he adds that he has
not seen the incorporation of hotter
flavors into kosher cheeses as seen in
other cheese types.

The kosher label also appeals to
vegetarians and others who look to eat
foods free of animal byproducts, accord-
ing to Gordimer.

Incorporating non-animal rennet for
aged cheeses is especially interesting,
according to Delman, as it has not been
availableforaslongastraditional animal
rennet. Whereas European hard cheeses
typically are made from traditional ag-
ing methods containing animal rennet,
kosheragedartisanal cheeseswith non-
animal rennetare, in many cases, being
done for the first time, he says.

In addition to kosher aged cheeses,
kosher cheese powders, goat cheese
and organic cheese also are growing
in demand, Gordimer says. In some
cases, there are not enough of these
cheeses on the kosher market to meet
demand, he adds.

At Lake Country Dairy, the company
has noticed an increasing interest in
organic and non-GMO kosher cheese.

“We've seen a movement on people
wanting organic and non-GMO versions
ofkosher products,” Norton says, adding
that, while the company does not cur-
rently produce kosher organic and non-
GMO products, it may work individually
with customers in the future to produce
such cheeses that fit customers’ needs.

Lake Country Dairy has seen a push
from export markets to offer kosher
products as well — even in regions
where kosher demand may not be
expected — showing kosher can act
as a mark of quality in addition to its
religious upholding, Norton says.

Overall, Norton has seen a growing
number of requests for kosher cheese
at Lake Country Dairy, leading the com-
pany to produce more kosher cheese
now than in the past, he says.

Heiman says that offering kosher
cheeses has caught more customer
traffic for Nasonville. In the coming
year, he says he expects kosher cheeses
to undergo a 1-percent sales increase.

Gordimer says he also thinks kosher
cheese sales will increase in the com-
ing year, adding that, as time goes on,
companies are realizing they can gain
a large market share by adding kosher
to their certification portfolios.

Delman adds that certain retailers,
such as Whole Foods, are trying to cap-
ture the kosher market segment, as it
is a segment with room for growth and
carries a positive connotation.

“It's the beginning stage in the
kosher movement,” Delman says. CMN
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USTR schedules hearing on EU ban on U.S. beef products; Roquefort duties could increase

WASHINGTON — The Office of the
U.S. Trade Representative (USTR) last
week announced that, acting on the
request of the U.S. beef industry, it
has scheduled a public hearing and is
seeking publiccommentsin connection
with the European Union’s (EU) banon
most U.S. beef products.

Amongother things, USTR is consid-
eringimposing higher dutiesonimports
of Roquefortcheese from France aspart
of its actions against the EU.

The EU bans the import of beef and
beef products produced from animals
towhich any of six hormones have been
administered for growth promotion
purposes, USTR says. The effect of the
EU ban is to prohibit the import of all
but specially-produced U.S. beef and
beef products.

e Background

A World Trade Organization (WTO)

Dispute Settlement Body (DSB) in a

Total conventional dairy ads fall 21 percent

WASHINGTON — The total number
of conventional dairy advertisements
declined 21 percent last week from the
prior week, and conventional cheese
ads decreased 39 percent, says USDA's
Agricultural Marketing Service (AMS)
inits latestweekly National Dairy Retail
Report released Jan. 13.

AMS says national conventional
varieties of 8-ounce natural cheese
blocks last week had a weighted aver-
age advertised price of $2.16, up from
$2.13 one week earlier but down from
$2.35 one year earlier.

Natural varieties of 1-pound cheese
blocks last week had a weighted aver-
age advertised price of $3.40, up from
$3.38 one week earlier but down from
$3.53 one year earlier, AMS says, while

February 1998 case found that the ban
was inconsistent with the EU’s obliga-
tions under the WTO agreement, USTR
notes. In July 1999, a WTO arbitrator
determined that the EU import ban on
U.S. beef and beef products had nul-
lified or impaired U.S. benefits under
the WTO agreement in the amount of

$116.8 million each year.

In July 1999, DSB authorized the
United States tosuspendtheapplication
to the EU, and its member countries,
of WTO tariff concessions and related
obligations covering trade inanamount
of $116.8 million per year, USTR says.
Pursuant to that authorization, USTR
announced a list of EU products that
would be subject to a 100-percent
rate of duty effective with respect to
products entered, or withdrawn from
warehouse, for consumptionon or after
July 29,1999. That product list included

Roquefort cheese.

2-pound cheese blocks had a weighted
average advertised price of $6.87, up
from $6.25 one week earlier and $5.35

one year ago.

AMS says naturalvarieties of 8-ounce
cheeseshreds lastweek had aweighted
average advertised price of $2.12, down
from $2.15 one week earlier and $2.51
one year earlier, while 1-pound cheese
shreds had a weighted average adver-
tised price of $3.54, down from $3.97
one week earlier but up from $3.13 one

year earlier.

Meanwhile, national conven-
tional butter in 1-pound packs last
week had a weighted average adver-
tised price of $3.55, up from $3.35
one week earlier but down from
$3.57 one year ago, AMS says. CMN
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No matter what level of SQF
certification you are trying
to achieve - Food Safety
Fundamentals, HACCP Food
Safety Plans, or Quality
co\ov Management Systems,

\Pcode we can help!
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Let’s work together to provide safe food through SQF certification.
Call Nelson-Jameson first for all your supply needs.
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In 2009, the United States and the
European Commission announced
the signing of a Memorandum of Un-
derstanding (MOU) in the EU beef
case. That MOU provided for the EU
to make phased increases in market
access by adopting a tariff-rate quota
(TRQ) for beef produced without
growth-promoting hormones in return
for the United States making phased
reductions in the additional duties the
United States had imposed consistent
with WTO authorization.

USTR terminated all additional du-
tieson EU products, effective May 2011.

However, USTR says that while in
2009 the U.S. negotiated an agreement
to allow a modest degree of market ac-
cess for specially-produced beef that
meets the EU’s standards, that agree-
ment has not worked as intended. The
European Commission had argued that
thisissue shouldbe resolved through the
Trans-Atlantic Trade and Investment
Partnership (TTIP). However, given that
European officials decided after their
trade minister’s meeting in September
nottocomplete TTIPin2016, nowisthe
time to take action, USTR says.

* Next steps
In order to assist in a possible rein-

statementof higher dutieson Roquefort
cheese and other products in the EU-
beef case, USTR says it will conduct a
review of the effectiveness of such an
action and other actions that could be
taken, including actions against other
products.

The hearing is currently scheduled
to take place Feb. 15, 2017.

The deadline to submit written
comments and requests to appear at
the public hearingis Jan. 30, 2017. Feb.
22,2017, is the deadline for submitting
post-hearing rebuttal comments.

All comments and requests to ap-
pear at the hearing must be submitted
electronically at www.regulations.gov.

For procedural questions concern-
ingwrittencommentsor participatingin
the public hearing, contact Gwendolyn
Diggs at 202-395-3150. For questions
on the EU-beef matter, contact Roger
Wentzel, deputy assistant USTR for
agricultural affairs at 202-395-6127 or
David Weiner, deputy assistant USTR
for Europe at 202-395-3320. For all
other questions, contact William Busis,
associate General counsel and chair
of the Section 301 Committee at 202-
395-3150 0r Katherine Linton, assistant
general counsel, at 202-395-3150. CMN
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Alouette Cheese USA to relaunch reformulated classic spreadable line, add new flavor

NEW HOLLAND, Pa. — Next month,
Alouette Cheese USA will be launch-
ing an improved, upscale version of its
classic spreadable line.

The reformulated line of Grade A,
rBST-free productwillinclude anewfla-
vorand newgraphics. JeffMagnuson, as-
sociate brand manager, Alouette Cheese
USA, saysthe companyis leveraging the
knowledge of Savencia, its French par-
entcompany,andimplementing unique
European technology in its Lancaster
County, Pennsylvania, facility todeliver
new and improved product.

Theupdateswere sparked by the needs
of millennials,andthe company’sdesire to
expanditsbase toayounger demographic.

“Over the last couple of years we have

n iledefrancecheese

seen consumer trends shifting towards
morewholesome, well-madeandauthentic
products,”Magnusonsays.“Thespreadable
cheese category in the deli section has
been growing steadily over the last three
years, and it was time to further distance
ourselvesfromourcompetitorsbybringing
somethingtrulyuniquetothe marketplace.
Ourspreadablecheesesnotonlyoffergreat
flavor but are also incredibly versatile,
expanding their overall value.”

Alouette has added unique toppings
to each flavor along with a floret design
on the cheese.

A Grilled Tomato flavor will join the
company’s lineup in addition to existing
flavorsincluding Garlic & Herbs, Reduced
Fat Garlic & Herbs, Spinach & Artichoke,

Smoky Jalapeno, Flame-Roasted Red Pep-
persand Toasted Everything. Additionally,
the company offers limited-edition flavors:
Pumpkin Spice, available September-
November, and Cranberry Apple Spice,
available October-December.

The line will be packaged in an up-
dated sleeve that Magnuson says will
clearly communicate what consumers
can expect when they purchase the up-
dated spreadable products. Productsizes
will remain unchanged at 6.5 ounces per
container for grocery retailers and a
12-ouncesizefor clubstores. The average
price is $5.49 at grocery retail.

The products are sold in grocery
stores nationally, including Kroger,
Publix, Harris Teeter, Meijer, Wakefern,
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Ahold, Albertsons/Safeway, BJ's, Target
and Wal-Mart, among many others.
Thenewlinewill be launched Feb. 13,
2017, and consumers will find them on
store shelves at the beginning of March.
For more information, visit www.
alouettecheese.com. CMN

Cheese Importers
Association seeks
candidates for
summer internship

WASHINGTON — The Cheese Import-
ers Association of America Qualified
Importer Program (CIAA QIP) has an-
nounced 15 internship opportunitiesto
college studentsfor the summer of 2017.

Internships will take place over the
course of 10weeks, between the months
of May to August at various locations
throughout the United States. Accepted
program participantswill receive a$600
weekly stipend over the duration of the
internship, according to CIAA.

The preferred candidate is a sopho-
more or junior majoring in food market-
ing or supply chain management, and
other related fields. Students at other
stages in their academic career also
are encouraged to apply and will be
reviewed and accepted to the program
on a case-by-case basis, CIAA says.

Internships are awarded based
on academic achievement, interest
in cheese and dairy trade, creativity,
integrity and initiative.

“Our Cheese Importer member firms
offervaluable knowledge and experience
to students who are evaluating their
future careers,” says Ken Olsson, presi-
dent, CIAA. “Thisis the fifth year we are
offeringinternshipstostudentsstudying
food marketing and supply chain man-
agement. Several of our past interns have
resulted in full-time hires with premier
cheese importer companies.”

To lean more about the internship
program and to apply, visit theciaa.org/
activities/intern-program.html.

Interested candidates are expected
to submit a resume, application form,
transcripts, astatement of intent outlin-
ing their interests in the internship and
two letters of recommendation. Applica-
tionformscanbe downloadedat theciaa.
org/forms/activities/intern_app.pdf.

Completed applications should be
submitted to CIAAbyemailingintern@
theciaa.org, faxing to 202-547-6348 or
mailingto204 E. Street NE, Washington,
DC20002. Allapplicationsand support-
ing material must be received by the
Feb. 1 deadline. Any applications and/
or materials receivedafter that date will
be reviewed on a rolling basis.

Funding for the internship program
is derived from the assessment import-
erspay ondairy products imported into
the United States.

For questions, contact Sheila
Crowley at intern@theciaa.org or
at 202-547-0899. CMN
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