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IDF® High-Protein Chicken Powder is 
a new, high quality protein from IDF™. 

Through our uniquely gentle process, 
we’ve maintained the natural goodness of 
chicken in a versatile protein ingredient 
that is: 

�� �˜�� �<�]�[�\�`�m���X�]�[�Y�g�h�]�V�`�Y
�� �˜�� �G�\�Y�`�Z���g�h�U�V�`�Y
�� �˜�� �5�`�`�Y�f�[�Y�b�!�Z�f�Y�Y

Request a sample or more information 
from realfood@idf.com.

�]�X�Z�"�W�c�a  |  +1 417 881 7820
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FLEXICON® Flexible Screw
Conveyors transport free- and 
non-free-flowing bulk solid materials
from large pellets to sub-micron
powders, including products that
pack, cake or smear, with no
separation of blends, dust-free 
at low cost. No bearings contact
material. Easy to clean 
quickly, thoroughly.

SWING-DOWN ®, REAR-POST
and TWIN-CENTERPOST™
Bulk Bag Fillers can fill 
one bulk bag per week or 
20 per hour at the lowest 
cost per bag. Numerous
performance options. 
Available to industrial 
or sanitary 
standards.

BLOCK-BUSTER® Bulk Bag Conditioners
loosen bulk materials that have solidified
during storage and shipment. Variable height
turntable positions bag for hydraulic rams 
with contoured conditioning plates to press 
bag on all sides at all heights.

TIP-TITE® Container Dumpers
dump bulk material from drums
(shown), boxes or other containers
into vessels up to 10 ft (3m) high.
Dust-tight (shown) or open chute
models improve 
efficiency and 
safety of an 
age-old task.

The FLEXICON ® Lifetime Performance
Guarantee * assures you of a successful
result, whether you purchase one piece of
equipment or an engineered, automated
plant-wide system. From initial testing in
large-scale laboratories, to single-source
project management, to 
after-sale support by a 
worldwide network of 
factory experts, you 
can trust your process—
and your reputation—
to Flexicon. 

PNEUMATI-CON ®

Pneumatic Conveying
Systems move a broad
range of bulk materials
over short or long
distances, between single
or multiple inlet and
discharge points in low
to high capacities.
Available as dilute-phase
vacuum or positive
pressure systems, fully
integrated with your
process.
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FLEXICON® Manual
Dumping Stations allow
dust-free dumping of bulk
material from bags and other
containers. Automatic reverse-
pulse filter cleaning allows
continuous, efficient
operation. Available 
with integral bag 
compactors for 
total dust 
containment.

BULK-OUT ® Bulk
Bag Dischargers
unload free- and
non-free-flowing
solids from bulk
bags automatically.
Allows untying,
discharging, retying
and collapsing of
bulk bags—all
dust-free. Available
with weigh
batching controls.

FLEXI-DISC™ Tubular Cable
Conveyors gently slide fragile
foods and non-foods through
smooth stainless steel tubing
routed horizontally, vertically 
or at any angle, over short 
or long distances, dust-free. 
Single or multiple 
inlets and 
outlets.

CONVEY DUMP UNLOAD

CONDITION FILL CONVEY

CONVEY SUCCEEDDUMP

©2013 Flexicon Corporation. Flexicon Corporation has registrations and pending applications for the trademark FLEXICON throughout the world.
*See full Lifetime Performance Guarantee for details.

USA
sales@flexicon.com
1 888 FLEXICON

CHILE
UK

AUSTRALIA
SOUTH AFRICA

+56 2 2415 1286
+44 (0)1227 374710
+61 (0)7 3879 4180
+27 (0)41 453 1871



www. U R S C H E L .com
phone  + 1  2 1 9 . 4 6 4 . 4 8 1 1

http://www.urschel.com/
beverageprocessors.html

Cutting Solutions  Slicing Dicing Shredding Granulating Milling/Grinding Pureeing

®

The Comitrol® Processor works by a controlled milling/pureeing 
process to ensure smooth, uniform particle size reduction and 
continuous production.

Popular applications include: acaia puree, nut milk production, 
aloe vera juice, processing of fruit pulps, production of coconut 
and soy milks, coffee drink manufacturing,  and vegetable purees.

Contact Urschel to learn more.

BEVERAGE  
PROCESSING  SOLUTIONSSOLUTIONS
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�e (non)marketing of GMOs.
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If Nelson Peltz ran PepsiCo...
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CEOs at the CAGNY meeting.
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Dunkin’ creamers; Greek 
yogurt plums; granola and 
seed bars; new Helpers; Lean 
& Fit frozen meals; doughnut-
�avored co�ees.

30  FOCUS ON RESEARCH CHEFS
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   More than a toque, their hats include sales, marketing, production 
and R&D.

FEATURES
41   PRODUCT DEVELOPMENT
  ���(�1�!�O���$�%�,�O���*�����'�/�O

   Chips still make up the lion’s share, but salt replacement ingredients 
open new opportunities for better-for-you entrants. 

47   INGREDIENTS
  ���$�!�*�O�0�$�!�O���.�%���!�O�	�/�*���0�O���%�#�$�0

   When it comes to both commodity and key ingredients, quality is 
still crucial, but nothing is irreplaceable. 
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63   PLANT OPERATIONS
  ���������/�O���%�#�O���-�1�!�!�6�!

   Extended shelf life, a clean label and quality assurance for ready-to-
eat meats are bene�ts with appeal to processors.
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   Software programs, diagnostic tools and skilled workers equal better 
performance from your key production assets.

73   SUPPLY CHAIN
  �	�"�O�����(��� �/�O���+�1�(� �O���,�!���'

   Growers are building the infrastructure needed to satisfy processors’ 
– and the American public’s – desire for transparency.
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   Unique package structures plus stand-out graphics add up to design 
innovation at its best. 

82  FOOD SAFETY SUMMIT PREVIEW
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�Ý Unmatched Quality

�Ý Superior Reliability

�Ý Energy Efficient

�Ý American Made Since 1880

Nothing is more frustrating than shutting down a 
machine, even an entire production line because of 
a bearing failure. Baldor�ÝDodge® bearings represent 
the best quality and reliability industry has to offer. 
From punishing mining applications to corrosive 
washdown environments, and everything in between, 
there’s a Baldor�ÝDodge bearing perfectly suited for 
the task at hand.

Keep your machinery healthy, strong and efficiently 
rolling along with the widest choice of industrial 
bearings in the world…only from Baldor�ÝDodge.

baldor.com    479-646-4711

Keeping Industry  
Up and Rolling
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News item from February 2014: Investor Nelson Peltz revives his proposal 
to split PepsiCo in two and merge the snacks business with Mondelez.

A fter two years of stewardship by Nelson Peltz, the new Frito-
MondeLayzCo seems to have all the pieces in place. �e 
new corporate headquarters, global manufacturing network 

and new product pipeline all were discussed by Chairman/CEO/
President/Executive VP Peltz today at the company’s annual meet-
ing, which was attended – by Internet hookup only – by nearly all 12 
of the company’s institutional shareholders.

“Sorry I can’t be with you in person,” Peltz said from his of-
�ce in Aruba. “But if we were at the new global headquarters in 
Plano, you would be impressed by the changes that have taken 
place in that old farmhouse.”

Indeed, the move of headquarters from Plano, Texas, to 
Plano, Ill., a farm community strategically located near Inter-
states 55, 80 and 88, went smoothly. �e farmhouse and land 
sold for less than $100,000, and the former owners left much 
of the furniture. “And we didn’t have to buy all new business 
cards and stationery, although our purchases of White Out are 
skyrocketing – a problem that will be under control before the 
end of this quarter,” Peltz promised.

Despite shrinking sales, the new emphasis on economy is 
paying o�, he said. With U.S. employment still low but em-
ployment skyrocketing in developing nations, “We are �nally 
delivering on our goal of ‘unhealthy snacks for and by the real 
New Generation – the developing nations of this world.’ ”

On the subject of new products, Peltz revealed “an exciting 
but measured new product pipeline.” A New Original Flavor 
Lay’s potato chip is launching this month in markets around 
the world – “a true breakthrough in plain �avor,” Peltz re-
marked. “And we have high hopes for a third-quarter relaunch 
of barbecue �avor chips in the U.S. – apparently barbecue 
means something di�erent to our product development team in 
�ailand than it does here in the States.”

However, market research indicates Kettle Brand is now 
leading in all national chip categories, and former regional 
players such as Snyder’s-Lance and Herr’s smell blood and are 
going national. PepsiCo Beverage LLC, the company spun o� 
by Peltz in 2014, has launched an aggressive and hugely success-
ful co-marketing campaign with all those regional chip compa-
nies to “wash those chips down with a cold, refreshing Pepsi.”

Peltz said he hoped to combat the newly emboldened com-
petition with “exciting, new products,” particularly new �avors 
in both potato and tortilla chips. But he was hesitant about 
globally launching Chicken Masala, Aloo Tikka, Paneer Pa-
kora and Lamb Vindaloo as new Doritos varieties. “Perhaps we 
should reconsider the move of that R&D center to Bangalore 
– although the food scientists there, many with Ph.D.s, earn 
about a tenth of what the slackers in the U.S. made.”

Peltz spoke only curtly about the Casa Grande, Ariz., plant 
“going guerilla.” “�e former PepsiCo should never have built 
that plant with the ability to go ‘o� the grid,’ another grievous 
error of the former management of this great company.” Despite 
corporate e�orts to turn o� all its utilities, the plant continues 
to turn out unlicensed products in traditional �avors – Origi-
nal, Barbecue and Sour Cream – that have been discontinued 
by Peltz’s company. “�at plant must be stopped,” he railed.

Near his conclusion, the chairman/CEO/president/execu-
tive VP addressed the subject of corporate responsibility. “I’m 
proud to report we just wrote a check for nearly $500 to the 
Dallas-Fort Worth Food Depository. And we’ve also sent a 
truckload of Doritos to Feeding America – they say the 2014 
sell-by date will not be a problem. Don’t worry, I’ve asked them 
for a receipt.

“And with no plants left in the U.S. – except that pesky 
Casa Grande one – we can honestly say we have reached zero 
environmental impact in what on paper is our home country. 
We expect an EPA award any day now.”

During the Q&A, he was asked about potential adoption 
of Six Sigma or Kaizen principles for plant e�ciencies. “I’m a 
black belt in shareholder return – that’s all you need to know,” 
he glared.

Despite FritoMondeLayzCo’s �nancial success, rumors per-
sist that Peltz is restructuring the company for a split. Insiders 
say the working names for the two new companies are General 
Foods and Nabisco. “Either way, it’s gonna make me a big pile 
of money,” Peltz concluded.

Dave Fusaro, Editor in Chief
E-mail: dfusaro@putman.net

If Nelson Peltz Ran PepsiCo
Due to a rift in the time-space continuum, we bring  you this report from 
the March 2016 issue of Food Processing.
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The need for women
I read all articles regarding women with 
fondness. In 1981, I joined an ingredient 
�rm based in Mississippi as VP of sales and 
marketing. After a few weeks on the job, the 
president and part owner asked that I share 
my vision with co-workers. I elected to do it 
in small group sessions, which allowed us to 
bring people from di�erent departments to 
one session, a few of them to the next session 
and continue until everyone attended.

I had already noticed that we didn’t have 
any females in sales or management posi-

tions. Not one of 
them was even a 
supervisor. �e 
president told me 
the reason [was] he 
didn’t want any fe-
males traveling.

�e �rst female 
manager was in 
customer service, 
which was part 
of my group; fol-
lowed by another 

in R&D. I hired our �rst Hispanic from 
Mexico. Following that, we had our �rst 
black supervisor. After those initial moves, 
a few larger clients I was courting expressed 
concerns that we didn’t have a Ph.D. on sta�. 
I arranged for a top candidate to interview 
not as the chief of R&D, but as part of the 
team. �ey wouldn’t hire him as his Ph.D. 
was viewed as a threat, so I hired him as part 
of the sales team, but strategically I had him 
work in the lab as needed. It wasn’t just about 
females and blacks any more. Education and 
quali�cations were also suspect.

We wound up in an Associated Press arti-
cle about us “breaking the glass ceiling ahead 
of New York, Chicago and Los Angeles.” 
And I became the �rst male speaker at many 
all-female associations. I’ve just completed 
25 years of consulting and still encounter 
the bias I described above. But females are 
outpacing males with education, gradually 
catching up �nancially and they open more 
small businesses than my gender.

In four years, our facility was expanded 
from 60,000 sq. ft. to 600,000. Without the 
females and others I’ve mentioned, it would 
not have been possible. �ey didn’t always 
think like me, which was one of their biggest 
contributions. I didn’t need another me – 
that would have been one too many.

Bill Blades; President
William Blades LLC; Cambridge, Md.

Two cheers for Stanton’s  
‘No unhealthy foods’ 
Dr. Stanton, I wanted to contact you re-
garding your article in the January F��� 
P���������, “No Such �ing As Un-
healthy Foods.” I 100 percent agree with 
everything you wrote. Your article was in-
credibly inspiring (I thought I was the only 
one who believed in this!). You absolutely 
hit the nail on the head – it’s not what we 
eat, but how much we eat.

I graduated from an urban university in 
Detroit in 2011 with a nutrition & food sci-
ence degree. Whenever I worked with obese 
patients or those that were overweight, I 
would tell them exactly what you said. “If 
you eat McDonald’s everyday then you are 
the problem, not McDonald’s.” If you want 
a burger, have a burger. But don’t have it 
every day for a week! Dieting is what I con-
sider a quick and short term weight loss so-
lution. Lifestyle changes are what will keep 
the weight o�, increase overall health and 
increase the 2Q’s of life: quality and quan-
tity. Excellent job on that article!

Jenna Kessler-Makowski
�e Tides Commodity Trading Group
Mt. Pleasant, S.C.

I am so happy you are back doing your col-
umn. I enjoy and save each one; however, 
your latest “unhealthy foods” is worthy of a 
congratulations for a dose of reality. You are 
like my psychiatrist who brings reality into 
my approach in the food industry: delivering 
food products including snacks that are tasty 
with an appealing mouth crunch and have 
the desired result or satisfaction at whatever 
event the food is to perform.

Once we formulate a product in the food 
industry, we should follow practical guide-
lines that remove arti�cial items and those 
that are harmful in excess. I have always fol-
lowed this philosophy. Plus, the food should 
be as simple as possible – e.g., store-door 
delivery for freshness versus adding chemi-
cals for preservatives. Fortunately with your 
background at Campbell, you can under-
stand commercialization. Pringles has a long 
shelf life due to the distribution Procter & 
Gamble envisioned and it worked. However, 
an Utz, Herr’s or Cape Cod potato chip is 
much better for you with the [lack of] pre-
servative ingredients to say nothing of the 
monotone �avor versus a fresh potato chip of 
one, two or three weeks.

Mike Warehime; Chairman
Snyder’s-Lance Inc.; Hanover, Pa.
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In Memory of Julie Cappelletti-Lange,  
Vice President 1984-2012
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FLEXIBLE FINANCING. 
AND A CONTINUOUS SUPPLY OF  
IDEAS TO HELP YOUR BUSINESS GROW.
At GE Capital, Corporate Finance we’re not just bankers. We’re builders. 
In the last 25 years, we’ve built a solid reputation for helping manufacturers 
and distributors in the food and beverage industry succeed. That’s because, 
�L�Q���D�G�G�L�W�L�R�Q���W�R���E�H�L�Q�J���R�Q�H���R�I���W�K�H���O�D�U�J�H�V�W���S�U�R�Y�L�G�H�U�V���R�I���F�D�V�K���À�R�Z�����D�V�V�H�W���E�D�V�H�G���D�Q�G��
�V�W�U�X�F�W�X�U�H�G���O�R�D�Q�V���D�Q�G���O�H�D�V�H�V�����Z�H���D�O�V�R���R�:�H�U���V�R�P�H�W�K�L�Q�J���X�Q�L�T�X�H�����$�F�F�H�V�V���W�R���*�(��
tools, resources and insights that can help you meet your toughest challenges. 
�+�R�Z�·�V���W�K�D�W���I�R�U���D���U�H�F�L�S�H���I�R�U���V�X�F�F�H�V�V�"���6�W�R�S���M�X�V�W���E�D�Q�N�L�Q�J�����$�Q�G���V�W�D�U�W���E�X�L�O�G�L�Q�J��

�*�(Capital.com/Food

�*�(���&�D�S�L�W�D�O
�&�R�U�S�R�U�D�W�H���)�L�Q�D�Q�F�H
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P OW E R  L U N C H
By Jim Rhoad  

of Ottawa Kent Insurance

“H ello. I’m from OSHA and I am here to help you.”
If you own or operate a business, chances are very 

good you’ve heard those dreaded words. Next to “Hel-
lo. I’m from the Internal Revenue Service,” there are few greetings 
more inclined to make your knees weak. But it doesn’t have to be 
that bad.

Even with the seven million workplaces they cover each year, 
OSHA will most likely �nd its way to your location. When they do, 
here are some tips to help you survive your OSHA audit.

Plan for an inspection by making sure you have three key items 
in place prior to the arrival of the OSHA compliance o�cer (CO):

�t���"���E�F�U�F�S�N�J�O�B�U�J�P�O���J�G���Z�P�V���X�J�M�M���B�T�L���G�P�S���B���X�B�S�S�B�O�U
�t���"���G�P�S�N���U�P���E�P�D�V�N�F�O�U���X�I�B�U���P�D�D�V�S�T���E�V�S�J�O�H���U�I�F���J�O�T�Q�F�D�U�J�P�O
�t�����"�M�M���Q�F�S�U�J�O�F�O�U���E�P�D�V�N�F�O�U�B�U�J�P�O���T�V�D�I���B�T���X�S�J�U�U�F�O���Q�S�P�H�S�B�N�T�
���U�S�B�J�O�J�O�H��

records, inspection records, etc.
We recommend you do not require the CO to obtain a warrant 

before entry unless you need to gain time, such as when a manager or 
counsel needs to be present. It is your legal right to ask for a warrant 
but this might trigger a stricter audit (and raise possible red �ags). It’s 
wiser if you simply work with the inspector. Answer questions hon-
estly and fully, but don’t o�er additional information unless it will 
help you avoid citations. Cooperate as long as the inspector remains 
ethical and reasonable.

Be prepared. �ese inspections are without notice, so you will 
want to have all information readily available in anticipation of an 
impending audit. Here are some items to have prepared:

�t�����"�T�T�J�H�O�N�F�O�U�� �P�G�� �S�F�T�Q�P�O�T�J�C�J�M�J�U�J�F�T�
�� �J�O�D�M�V�E�J�O�H�� �B�� �i�H�S�F�F�U�J�O�H�� �U�F�B�N�w�� �U�P��
meet the CO

�t�����%�P�D�V�N�F�O�U�F�E���U�S�B�J�O�J�O�H���M�P�H�T
�t�����3�F�D�P�S�E�L�F�F�Q�J�O�H
�t�����&�R�V�J�Q�N�F�O�U���J�O�T�Q�F�D�U�J�P�O���S�F�D�P�S�E�T
�t�����4�B�G�F�U�Z���B�O�E���I�F�B�M�U�I���Q�P�M�J�D�J�F�T
�t�����3�F�W�J�F�X���P�G���J�O�T�V�S�B�O�D�F���B�O�E���U�I�J�S�E���Q�B�S�U�Z���B�V�E�J�U�T
�t�����)�B�[�B�S�E���B�T�T�F�T�T�N�F�O�U���B�O�E���B�C�B�U�F�N�F�O�U
�t�����3�F�W�J�F�X���P�G���Q�S�F�W�J�P�V�T���B�V�E�J�U�T���B�O�E���D�J�U�B�U�J�P�O�T��
It is also wise to have a form available to record the inspector’s 

actions and comments during the inspection. �is information will 
help you understand what transpired and will assist your attorney 
should you contest the citation or penalty. Items you should record 
on this form include:

�t�����h�F���J�O�T�Q�F�D�U�P�S���T���O�B�N�F���B�O�E���P���D�F���U�F�M�F�Q�I�P�O�F���O�V�N�C�F�S
�t�����h�F���E�P�D�V�N�F�O�U�T���U�I�B�U���U�I�F���J�O�T�Q�F�D�U�P�S���S�F�W�J�F�X�F�E���B�O�E���D�P�Q�J�F�E
�t�����h�F���B�U�U�F�O�E�F�F�T���B�U���U�I�F���P�Q�F�O�J�O�H���B�O�E���D�M�P�T�J�O�H���D�P�O�G�F�S�F�O�D�F�T

�t�����h�F���B�S�F�B�T���U�I�B�U���X�F�S�F���J�O�T�Q�F�D�U�F�E
�t�����h�F���F�N�Q�M�P�Z�F�F�T���B�O�E���V�O�J�P�O���S�F�Q�S�F�T�F�O�U�B�U�J�W�F�T���X�I�P���Q�B�S�U�J�D�J�Q�B�U�F�E
�t�����h�F���E�B�U�F�T���B�O�E���U�J�N�F�T���X�I�F�O���U�I�F���J�O�T�Q�F�D�U�P�S���X�B�T���P�O���T�J�U�F��
Almost all OSHA inspections begin with a review of written 

documents. �ese documents include your injury and illness re-
cords, safety manual, OSHA-required programs, OSHA-implied 
programs, safety procedures and training records.

�ere are many records and written programs that OSHA does 
not speci�cally require to be in writing, but you should have them 
anyway. �ese documents are referred to as OSHA-implied records. 
For example, although OSHA requires every employer to conduct 
frequent ladder inspections, there is no speci�c requirement to keep 
a written record of ladder inspections. �e written record in this case 
could be a log of all ladders with initials and dates of inspection or 
a tag attached to the ladder with spaces for the inspector to initial 
and date.

Just to get you used to what you’re in store for, we’ll walk through 
a mock OSHA audit:

1. �e knock at the door. We recommend escorting the compli-
ance o�cer to your o�ce or waiting area. �is will give you time 
to gather your documents and greeting team to accompany the CO 
through the inspection.

2. �e opening conference. �e o�cer will explain why OSHA 
selected your work place for inspection and describe the scope of the 
inspection. Have your greeting team here to accompany the CO dur-
ing the inspection. Make sure you set ground rules for the inspection, 
get a copy of the complaint if applicable, treat the CO in a profession-
al fashion, coordinate with on-site contractors and vendors, bring 
�V�Q���B�O�Z���U�S�B�E�F���T�F�D�S�F�U���J�T�T�V�F�T���Z�P�V���N�B�Z���I�B�W�F�
���C�V�U���%�0�/���5���W�P�M�V�O�U�F�F�S���B�O�Z��
information unless asked.

3. �e walk-around/inspection. Make sure you have an em-
ployee representative attend the entire inspection and take accurate 
notes on areas reviewed and all discussions and comments from the 
CO, as well as any photos, videos, air monitoring, etc. Keep in mind 
whatever is in the CO’s sight is subject to inspection.

But maintain control. Remember, it’s your facility and you have 
�S�J�H�I�U�T�����%�P�O���U���C�F���C�V�M�M�J�F�E�����#�V�U���B�M�T�P���E�P�O���U���U�S�Z���U�P���U�B�M�L���Z�P�V�S���X�B�Z���P�V�U���P�G��
�B�O�� �B�Q�Q�B�S�F�O�U�� �I�B�[�B�S�E���� �*�U�� �X�J�M�M�� �O�P�U�� �I�F�M�Q�� �B�O�E�� �Q�S�P�C�B�C�M�Z�� �N�B�L�F�� �N�B�U�U�F�S�T��
worse. And above all, don’t destroy evidence. �e CO may also 
want to interview employees. Make sure to schedule these away 
from your work area. It’s up to your hourly employees if they want 
company representation during the interview. Advise the employee 
of his/her rights, your appreciation of their cooperation and to tell 

How To Survive an OSHA Audit
Be prepared, be cooperative, but also be aware of y our rights.
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the truth. Be aware that employees do have 
whistleblower rights.

As for management and supervisor in-
terviews, always have another management/
counsel present during the interview. If 
there is a fatality investigation, your attorney 
should always be present. No tape recording 
is permitted and you will need a signed state-
ment upon completion.

4. The closing conference. During 
the closing conference the CO will review 
any apparent violations and discuss pos-
sible methods for correcting the violations 
within a reasonable time period. � e CO 
will explain that the violations found may 
result in a citation and a proposed � nan-
cial penalty, then describe the employer’s 
rights and answer all questions. Remem-
ber, this is not a time for debate. � e law 
requires OSHA to issue citations for safety 
and health standards violations. � e cita-
tions include:

�t�����"�� �E�F�T�D�S�J�Q�U�J�P�O�� �i�X�J�U�I�� �Q�B�S�U�J�D�V�M�B�S�J�U�Z�w�� �P�G��
the violation

�t�����h�� �F���Q�S�P�Q�P�T�F�E���Q�F�O�B�M�U�Z�
���J�G���B�O�Z
�t�����h�� �F���E�B�U�F���C�Z���X�I�J�D�I���U�I�F���I�B�[�B�S�E���N�V�T�U���C�F��

corrected.
Citations are usually prepared at the 

local OSHA o�  ce and mailed to the em-
ployer via certi� ed mail. OSHA has up to 
six months to send a Notice of Penalty. 
Employers have 15 working days upon re-
ceipt to � le an intention to contest OSHA 
citations and/or to request an informal 
conference with the area director to dis-
cuss any citations issued. Common causes 
to dispute citations include:

�t���h�� �F���D�J�U�B�U�J�P�O���J�T���G�B�M�T�F
�t�����h�� �F���D�J�U�B�U�J�P�O���T���E�P�M�M�B�S���Q�F�O�B�M�U�Z���J�T���F�Y�D�F�T�T�J�W�F
�t�����:�P�V���E�J�T�B�H�S�F�F���X�J�U�I���U�I�F���D�J�U�B�U�J�P�O���T���D�P�O�U�F�O��

tion that the danger was real, serious 
and that an accident was likely to occur

�t�����h�� �F���D�P�O�U�F�O�U�J�P�O���U�I�B�U���Z�P�V���B�S�F���S�F�T�Q�P�O�T�J�C�M�F��
for causing the unsafe conditions.

Finally, contesting may not relieve you 
completely of a penalty, but it may help 
you negotiate a lesser � ne. Contesting is 
usually a good idea. OSHA typically ne-
gotiates with employers to a lesser penalty 
amount.

� ere is no way to avoid an OSHA audit, 
much like there is no way to avoid having 
a root canal. But similarities aside, you can 
lessen the pain by being well-prepared.

Jim Rhoad is an outsource risk manager with 

Ottawa Kent Insurance, Jenison, Mich. He can 

be reached at jrhoad@ottawakent.com.

Complete Protection
Protect your equipment and keep your product pure.

Magnetic Liquid Traps

meatLINE™ Metal Detector

Leader in product purity and equipment 
protection in the Food Industry.

©2014 Bunting Magnetics Co.
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February’s most popular online items.
This Month Online

What were FoodProcessing.com’s readers most interes ted in?
Are you as curious as we are to know what news and articles captured the most attention in 
February? We’ve compiled a list of the top � ve most visited articles on FoodProcessing.com in 
February. In order of popularity: 

1.   The Most In� uential Women in the Food and Beverage Industry
www.foodprocessing.com/articles/2014/most-in� uential-women-in-the-food-beverage-
industry/
2. Russians Say Nyet to Chobani Yogurt
www.foodprocessing.com/industrynews/2014/russians-say-nyet-to-chobani-yogurt/
3. February 2014 Food Funny Caption Contest
www.foodprocessing.com/articles/2014/february-food-funny/
4. Controlling the Pest Problem at Food and Beverage Manufacturing Plants
www.foodprocessing.com/articles/2014/controlling-the-pest-problem/
5. Read This Scary Quote From Campbell’s CEO
www.foodprocessing.com/industrynews/2014/shrinking-middle-class/

Nominations open for 2014 R&D Teams of the Year
Kettle Foods has done it. So have General Mills, Gorton’s Seafood, Peas of Mind, Reser’s Fine Foods 
Inc., Annie Chun’s Inc. and Hormel Foods. What’s It you ask? All of the companies listed above were 
R&D Teams of the Year. Says who? You do – you, the readers of Food Processing magazine and visi-
tors to FoodProcessing.com. Now we’re looking for three more names to add to that list. Nominate 
a food or beverage processor’s R&D team by visiting our nominations page on FoodProcessing.com.
www.foodprocessing.com/articles/2014/nominate-rd-teams

It’s funny time
Food Funnies is our way of letting you take a break 
from all the serious stuff you deal with at work – by 
voting on the light-hearted captions for our monthly 
cartoon. Here’s how it works: Check out our monthly 
cartoon and vote as many times as you’d like for your 
favorite caption. The winning captions will be fea-
tured on the FoodProcessing.com website and in an 
upcoming issue of Food Processing magazine.
www.foodprocessing.com/articles/2014/march-
food-funny

(We’re always on the lookout for new ideas for our 
monthly cartoons. If your creative genius strikes 
and you have an idea for an upcoming Food Funny, 
please email me to submit your idea to eerickson@
putman.net)

Here’s March’s cartoon: 

Erin Hallstom Erickson, Digital Development Mgr.
Email: eerickson@putman.net
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A manufacturing cloud that constantly updates,  

so you can constantly adapt.  It’s what’s next.
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As the natural food safety partner, Corbion Purac’s  technologies 

support clean labeling, shelf life extension, and s odium reduction with 

our Verdad® line of ingredients. Learn how our natural, label-f riendly 

products can support your food applications at corbion.com/verdad.
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CLEAN LABELING
NUMBERSIN

˜  48 million foodborne illnesses occur in the U.S ea ch year

Verdad® products  PREVENT

LISTERIA GROWTH FOR

120 DAYS
�����$��

Corbion Purac’s
Natural Verdad® Line

���!��������� �����!����� ��

2X SHELF LIFE 

70%
of consumers read labels 79%

of consumers  
are natural  
food and 
beverage users

Verdad ® products
CAN TRANSLATE
� ��������������� � ����������

1 ������������������� 
ON THE LABEL

40% SODIUM REDUCTION �������������������#��� ����Corbion Purac ®

Verdad ® 
products
������������������
PORK COLOR
��� ����������� �$�����$��
20 DAYS

1 www.cleanlabelinsights.com/research/Pages/Research.aspx

76%
of consumers say a short, simple 

ingredient statement is important 1

INGREDIENTS:

20
DAYS

©2014 Corbion Purac
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F O O D  S A F E T Y
Sponsored by: By Karil Kochenderfer,  

Global Food Safety Initiative 

Providing consumers with safe, a�ordable and nutritious food 
is at the heart and soul of the food industry in the United 
States, Canada, and globally. And each food safety incident 

is a reminder of the importance of rigorous food safety management 
systems on the farm, inside plants and wherever food is served or 
sold. Today’s complex global supply chains magnify the importance 
of such systems, where one faulty actor exposes the vulnerability of 
many.

In recent years, the work of the Global Food Safety Initiative 
(GFSI) has helped to increase consumer con�dence in the manage-
ment systems and practices within the industry by establishing a 
common benchmark for third-party facility audits. 

While many within the industry are aware of third-party au-
dits carried out against GFSI-recognized schemes, to GFSI board 
members it is about instilling a food safety culture, incident pre-
vention and continuous improvement in food safety management 
systems. 

To expand its presence in the U.S. and Canada, the GFSI board 
last June appointed me the GFSI North American representative. I 
work to heighten awareness of GFSI and to encourage adoption of 
the GFSI-recognized food safety management schemes in the region. 
In addition, I join the GFSI board members in discussions with the 
FDA and CFIA to ascertain the role that GFSI-recognized schemes 
can play in supporting regulatory organizations to meet their targets 
in relation to managing food safety risks along the supply chain.

I am bemused by the reference to “GFSI certi�cation,” a short-
hand reference to the extensive e�orts companies undertake to have 
their facilities certi�ed against one or more schemes benchmarked 
against GFSI’s Guidance Document. GFSI itself doesn’t certify sites, 
it works at the scheme owner level.

International stakeholders involved in GFSI establish high-
level scheme management, food safety management, HACCP and 
good practice criteria in its Guidance Document. GFSI-recognized 
schemes are based upon guidelines established by the Codex Alimen-
tarius Commission, founded by FAO and WHO in 1963 to develop 
harmonized international guidelines to protect consumer health and 
ensure fair practices in the food trade.

Existing food safety management schemes are benchmarked 

against these criteria and, when successful, are “recognized” by GFSI. 
A growing number of buying companies that follow the “once certi-
�ed, accepted everywhere” approach recognize certi�cation against 
any of the GFSI-recognized schemes from their suppliers. �is har-
monized approach helps to minimize the number and diversity of 
audits that any one facility must undertake.

Currently the GFSI work in North America is centered on the 
setup of a new U.S.-Canada Local Group to help enhance awareness 
and understanding of GFSI within the industry. �e Local Group 
will be composed of key local industry players who are actively in-
volved in GFSI and who want to expand adoption of GFSI-recog-
nized schemes. Group members also want to ensure that small and 
medium-sized businesses bene�t in the long term from certi�cation 
against GFSI-recognized schemes.

To date GFSI has launched two Local Groups – in Japan and in 
China. �ese GFSI Local Groups support GFSI’s continuous e�orts 
to share knowledge and promote a harmonized approach to manag-
ing and improving food safety across geographies at a local level. 

Recently, I attended the FDA’s two-day public hearing in Wash-
ington regarding the agency’s Foreign Supplier Veri�cation and 
�ird-Party Auditing and Accreditation proposed rules. �e fre-
quent references to GFSI in the hearings and the proposals them-
selves were gratifying and a testament to the many meetings and long 
hours that industry experts have donated to the program. GFSI has 
had its growing pains, but it has come far in a very short time and 
serves a recognized need.

One of the exciting aspects of our organization is GFSI’s Global 
Markets Program. �is voluntary tool supports small businesses/
primary producers in continuously improving their food safety pro-
grams to achieve food safety requirements in a phased approach. Al-
though GFSI does not engage in training activities, external organi-
zations and businesses have developed training modules against the 
program that are being used in projects in Egypt, Ukraine, Chile, 
Dominican Republic, Kenya, Russia, Kazahkstan, Zambia and Ma-
laysia, among others. Many of these projects are ventures between 
buying companies, international organizations, governments and 
training providers, which speaks to the global collaboration at the 
heart of GFSI. 

GFSI Extends its Reach
New North American representative named, local grou ps being formed.

Karil Kochenderfer, based in Washington, is North A merican representative of the Global Food Safety In itiative. She is known within the U.S. food 

industry from her many years with the Grocery Manuf acturers Assn. and is a member of the U.S. Dept. of  Commerce Advisory Committee on Supply-

chain Competitiveness.
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The very �rst two food companies to present at a �nancial analysts 
meeting in February were polar opposites in how they view suc-
cess. �en again, there were a lot of contrasts among the compa-

nies speaking to the Consumer Analysts Group of New York (CAGNY).
General Mills was all about understanding the consumer, grow-

ing overseas, celebrating its brands and spending to promote them.
ConAgra aims to understand its retail partners, grow its private 

label business, �nd operational economies and otherwise hunker 
down in Omaha, Neb.

Kraft Foods Group and its onetime other half Mondelez also 
presented a contrast in back-to-back presentations. �e CEOs and 
CFOs of some of the largest publicly traded food companies for 50 
years have been making this annual pilgrimage to the meeting to 
“sell” their companies to the Wall Street guys.

Also making presentations were Campbell Soup Co., Clorox 
Co., Coca-Cola Co., Green Mountain Co�ee Roasters, Hershey 
Co., Hillshire Brands, Kellogg Co., Mead Johnson Nutrition, 
McCormick & Co., PepsiCo Inc., SABMiller Plc and WhiteWave 
Foods Co., as well as some non-food consumer goods companies.

Campbell Soup CEO Denise Morrison may have uttered the 
most interesting quote of the week: “�ere’s a shrinking middle class 
in the U.S., but growing middle classes elsewhere in the world.”

It was just an aside, a justi�cation for Campbell’s increasing business 
interests in developing nations – Campbell acquired Kelsen A/S of Den-
mark last August and has plants in several countries around the globe. 
And it was con�rmed with hard numbers by Kraft CEO Tony Vernon. 
But it stung just the same. Who’s the “developing nation” now?

While there was a good amount of pessimism and explanations for 
recent �nancial shortfalls from many of the CEOs, Ken Powell, chairman 
and CEO of General Mills, talked glowingly of numerous new products 
pouring out of his company’s R&D pipeline, including new cereals, din-
ner kits from Hamburger Helper and Old El Paso, and biscuits and bars.

He noted the recent groundbreaking on a yogurt factory in China 
and the success of its year-old Latin American acquisition, Yoki. “�ere’s 
plenty of growth to be had,” said Powell. “It’s our job to go out and get it.”

Batting second, ConAgra CEO Gary Rodkin described a com-
pany in transition that was nearing the end of a di�cult �scal year 
(ending in May). ConAgra’s foodservice division faced two huge set-
backs: the loss of a large distributor and a problem with the quality of 
its potato crop. Rodkin was reversing a strategy of �nding new con-
sumers for key brands, particularly Healthy Choice, Chef Boyardee 
and Orville Redenbacher products. “We tried but did not succeed,” 
he said, so the new plan is to get core consumers of those brands to 
buy more. �ere also were “short-term operational challenges.”

Even the private label business, which grew impressively during 

the recession and on which ConAgra has placed a very large bet with 
the acquisition of Ralcorp, experienced �at sales last year. And the 
integration of Ralcorp has not been without issues.

O�cials from PepsiCo probably were preparing their typical 
CAGNY overview … then, on the morning of their presentation, in-
vestor Nelson Peltz renewed his call for a split of the company into a 
fast-growing snacks business and slower-growing beverage business. 
Perhaps in response, “Better together” was the theme of the talk by 
Brian Cornell, CEO of PepsiCo Americas Foods.

Cornell said the company’s four priorities, in order, were brand-
building, innovation, execution and productivity. He made no men-
tion of a possible split or any references to Peltz. But he did acknowl-
edge a year-long review of the company’s business with an eye toward 
improving �nancial results, which only con�rmed the synergy be-
tween snacks and drinks. “Sixty-�ve percent of sales meet common, 
complementary needs. �irty-�ve percent meet di�ering needs.

“We’ve looked at this from every single angle and we’re absolutely con-
vinced [staying together] is the right decision for the company,” he said.

Mondelez Chairman and CEO Irene Rosenfeld discussed the 
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FDA PROPOSES NUTRITION  
LABEL CHANGES

(Continued on page 22)



The Camfil APC Farr Gold Series® is the most rugged, 
reliable, easy to maintain dust collector on the       
market—GUARANTEED!

Cam�l APC can help you clean up your workshop while also saving 
heating energy by designing a recirculating clean air system. Call us to 
�nd out how we can clean your air while also reducing your heating bill.                                       
Call us about NFPA and ATEX Explosive Dust Compliance Issues.
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The FDA on Feb. 27 proposed an update 
for the Nutrition Facts label for pack-
aged foods to re� ect latest scienti� c in-

formation, including the link between diet and 
chronic diseases such as obesity and heart dis-
ease. Calories are in bold and right near the top.

� e proposed label (see previous page) also 
would replace what the agency called “out-of-
date serving sizes to better align with how much 
people really eat, and it would feature a fresh 
design to highlight parts of the label such as 
calories and serving sizes.”

“Our guiding principle here is very simple: 
that you as a parent and a consumer should 
be able to walk into your local grocery store, 
pick up an item o�  the shelf and be able to tell 
whether it’s good for your family,” said First 
Lady Michelle Obama. “So this is a big deal, 
and it’s going to make a big di� erence for fami-
lies all across this country.”

� e Nutrition Facts label has been required 

on food packages for 20 years. Some of the pro-
posed changes to the label:

�t�� �3�F�R�V�J�S�F�� �J�O�G�P�S�N�B�U�J�P�O�� �B�C�P�V�U�� �U�I�F�� �B�N�P�V�O�U��
of added sugars in a food product. � e 2010 
Dietary Guidelines for Americans states that 
intake of added sugar is too high in the U.S. 
population and should be reduced. 

�t���6�Q�E�B�U�F���T�F�S�W�J�O�H���T�J�[�F���S�F�R�V�J�S�F�N�F�O�U�T���U�P���S�F�n���F�D�U��
the amounts people currently eat. What and 
how much people eat and drink has changed 
since the serving sizes were � rst put in place in 
1994. By law, serving sizes must be based on 
what people actually eat, not on what people 
“should” be eating.

�t�� �1�S�F�T�F�O�U�� �i�E�V�B�M�� �D�P�M�V�N�O�w�� �M�B�C�F�M�T�� �U�P�� �J�O�E�J�D�B�U�F��
both per-serving and per-package calorie and 
nutrition information for larger packages that 
could be consumed in one sitting or multiple 
sittings.

�t���3�F�R�V�J�S�F���U�I�F���E�F�D�M�B�S�B�U�J�P�O���P�G���Q�P�U�B�T�T�J�V�N���B�O�E��
vitamin D, nutrients that some in the U.S. 

population are not getting enough of, which 
puts them at higher risk for chronic disease. Vi-
tamin D is important for its role in bone health. 
�1�P�U�B�T�T�J�V�N���J�T���C�F�O�F�m���D�J�B�M���J�O���M�P�X�F�S�J�O�H���C�M�P�P�E���Q�S�F�T��
sure. Vitamins A and C would no longer be 
required on the label, although manufacturers 
could declare them voluntarily.

�t�� �3�F�W�J�T�F�� �U�I�F�� �%�B�J�M�Z�� �7�B�M�V�F�T�� �G�P�S�� �B�� �W�B�S�J�F�U�Z�� �P�G��
nutrients such as sodium, dietary � ber and vi-
tamin D. Daily Values are used to calculate the 
�1�F�S�D�F�O�U���%�B�J�M�Z���7�B�M�V�F���P�O���U�I�F�� �M�B�C�F�M�
�� �X�I�J�D�I�� �I�F�M�Q�T��
consumers understand the nutrition informa-
tion in the context of a total daily diet.

�t�� �8�I�J�M�F�� �D�P�O�U�J�O�V�J�O�H�� �U�P�� �S�F�R�V�J�S�F�� �5�P�U�B�M�� �'�B�U�
��
�4�B�U�V�S�B�U�F�E���'�B�U�
���B�O�E���5�S�B�O�T���'�B�U���P�O���U�I�F���M�B�C�F�M�
���$�B�M�P��
ries from Fat would be removed because re-
search shows the type of fat is more important 
than the amount.

�t�� �3�F�G�S�F�T�I�� �U�I�F�� �G�P�S�N�B�U�� �U�P�� �F�N�Q�I�B�T�J�[�F�� �D�F�S�U�B�J�O��
�F�M�F�N�F�O�U�T�
���T�V�D�I���B�T���D�B�M�P�S�J�F�T�
���T�F�S�W�J�O�H���T�J�[�F�T���B�O�E���1�F�S��
cent Daily Value.

� e proposed updates re� ect new dietary 
recommendations, consensus reports and 
national survey data, such as the 2010 Di-
etary Guidelines for Americans, nutrient in-
take recommendations from the Institute of 
Medicine, and intake data from the National 
Health and Nutrition Examination Survey 
(NHANES). � e FDA also considered exten-
sive input and comments from a wide range 
of stakeholders.

� e changes proposed a� ect all packaged 
foods except certain meat, poultry and pro-
cessed egg products, which are regulated by 
USDA’s Food Safety and Inspection Service.

� e FDA is also proposing to make corre-
sponding updates to the Supplement Facts label 
on dietary supplements where applicable.

� e agency is accepting public comment 
on the proposed changes for 90 days – which 
would mean a deadline of approximately May 
���������h�� �F���'�F�E�F�S�B�M���3�F�H�J�T�U�F�S���O�P�U�J�D�F���J�T���B�U���X�X�X���G�F�E��
eralregister.gov/regulations/0910-AF22/food-
labeling-revision-of-the-nutrition-and-supple-
ment-facts-labels.
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FDA Proposes Nutrition Label Changes
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More News Daily on our Website
All these news stories are quite a big 
longer, and more timely, on the home 
page of www.FoodProcessing.com. 
Visit every day for the latest news. Or 
sign up for one of our newsletters at 
www.FoodProcessing.com/enews.
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AC Q U I S I T I O N S

Canada Bread 
to Grupo Bimbo

Grupo Bimbo S.A.B. de C.V. of Mex-
ico has agreed to acquire Canada 
Bread Co. Ltd., Etobicoke, Ontar-

io, which is 90 percent held by Maple Leaf 
Foods, for C$1.83 billion in cash.

Canada Bread makes fresh bread, rolls, 
bagels and frozen partially baked or par-
baked breads and bagels for both retail and 
foodservice. Brands include Dempster’s, 
Olafson’s, POM, Ben’s and Olivieri. It em-
ploys approximately 6,400 people at opera-
tions in Canada, the U.S. and the United 
Kingdom. Sales in 2012 were C$1.6 billion 
with net earnings of C$71 million.

Bimbo already is possibly the biggest baker 
in the U.S. through its Bimbo Bakeries USA, 
Horsham, Pa., which had 2012 sales of more 
than US$6 billion. � at subsidiary was as-
sembled through a series of acquisitions: � rst 
one-o� s, then the 2002 and 2009 purchases 
of the U.S. baking businesses of George 
Weston Ltd., then the 2011 buy of Sara Lee’s 
North American Fresh Bakery business.

Nu-Tek Food Science
5400 Opportunity Ct., Suite 140, Minnetonka, MN 55343
952-683-7550   nu-tekfoodscience.com

Raising expectations in reduced 
sodium.   Nu-Tek Food Science is leading 

the way in technology-driven solutions 

to develop healthier products for your 

consumers. Our patented technology 

produces Nu-Tek Salt Advanced Formula 

Potassium Chloride that makes sodium 

reduction more cost-e�ective , without the 

need for maskers or expensive �avor systems. 

We also perform rigorous testing in a variety of 

applications to ensure the consistent results 

you demand in taste and functionality. And 

our Nu-Tek Salt Advanced Formula Potassium 

Chloride allows you to have a clean label. 

Learn how Nu-Tek Food Science can help  

you meet your sodium-reduction goals  

by calling 952-683-7550  or visiting  

nu-tekfoodscience.com . 

Technology-driven solutions 
for healthier foodsSM

New Technology  
from the World Leader 
in Sodium Reduction.

D I V E S T M E N T S

Del Monte Now 
Big Heart Pet

Del Monte Foods on Feb. 18 closed the 
sale of all its food businesses – and its 
name – to una�  liated company Del 

Monte Paci� c Ltd. On the following day, legacy 
Del Monte renamed itself Big Heart Pet Brands, 
claiming to be “the largest standalone pet food 
and snacks company in North America.”

Gone are the Del Monte, Contadina, Col-
lege Inn, S&W and other brands. Front and 
center are Milk-Bone, Meow Mix, Natural Bal-
ance, Kibbles ’n Bits, 9Lives, Milo’s Kitchen, 
Pup-Peroni, Nature’s Recipe and Gravy Train.

“As a standalone pet products company, 
Big Heart Pet Brands will be focused on cap-
turing growth opportunities in the expanding 
$21 billion pet products category,” said Dave 
West, president/CEO of the “new” company. 
West spent a decade at Hershey Co., ultimately 
as president/CEO until joining Del Monte as 
CEO in 2011. Chairman is James Kilts.



  FOODPROCESSING.COM

Coca-Cola Co. announced Feb. 5 it 
agrees to buy a 10 percent equity stake 
in Green Mountain Co� ee Roasters 

Inc. (GMCR) as the maker of the Keurig cof-
fee-making system prepares to launch a home 
machine for making cold beverages, including 
but not limited to carbonated drinks.

“In an e� ort to align long-term interests,” 
Coca-Cola will acquire 16,684,139 newly is-
sued shares in GMCR for approximately $1.25 
billion. GMCR called it “a 10-year agreement 
… to collaborate on the development and in-
troduction of the Coca-Cola Company’s global 

brand portfolio for use in GMCR’s forthcom-
ing Keurig Cold at-home beverage system.”

Exclusivity is a part of the deal, with 
GMCR the exclusive partner for Coca-
Cola’s anticipated single-serve, pod-based 
cold beverages. But it didn’t clearly state if 
GMCR would market only Coca-Cola prod-
ucts. � e agreement noted potential use of 
Coca-Cola’s global brand portfolio for use in 
the machine, which could bring some novel 
� avors to America from other parts of the 
globe. By the way, GMCR plans to change 
its name to Keurig Green Mountain Inc.

much-talked-about ascendance of snacking, 
a $1.2 trillion global market, she said, not-
ing it’s � rmly entrenched in North America 
and other developed markets but is growing 
faster in developing markets.

She acknowledged, however, that snacking 
growth slowed in 2013 – most of her company’s 
categories grew at 5 percent or less, compared 
to 6-7 percent growth rates in the two previous 
years. She also noted that Mondelez is saddled 
with older Kraft, General Foods and Nabisco 
domestic plants, which may be replaced with 
facilities in developing markets. Mondelez sales 
currently are 61 percent in developed markets 
and 39 percent in developing markets, but the 
latter is expected to grow.

Kraft CEO Tony Vernon talked of “fewer, 
bigger innovations” and even a little “product 
line pruning,” but promised a strong advertis-
ing budget to support Kraft brands.

Morrison noted Campbell’s business is be-
ing impacted by societal changes – aging baby 
boomers, shrinking households, growth in His-
panics, changes in retailers, growth in digital 
marketing. She also acknowledged “the current 
acrimonious public dialog about food.”

On the positive side, she heralded the “dy-
namic growth of packaged fresh foods.” Camp-
bell is pursuing that with its buy last year of 
Bolthouse Farms, which is enabling Campbell’s 
growth in both produce and fruit and vegetable 
juices. She noted less of a dependence on soups, 
which were 40 percent of Campbell sales as re-
cently as 2012, now down to one-third.

Hershey, like Kraft, is bullish on domes-
tic growth. CEO J.P. Bilbrey noted Hershey’s 
U.S. market share in chocolate has grown to 44 
percent, aided no doubt by Brookside, acquired 

in 2012. Brookside already is a $200 million 
brand, and he predicted it would hit $500 mil-
lion soon. Bilbrey also discussed the potential in 
China via its pending acquisition of Shanghai 
Golden Monkey. � at and the launch of a new 
Hershey brand, Lancaster, in China will make 
that country Hershey’s No. 2 market by 2017.

Kellogg “had a sustainable growth circle in 
the early 2000s,” said CEO John Bryant, “but 
the recession, supply chain issues” and other 
problems have stalled the company. Project K, 
a global cost-cutting program announced last 
year, will attack those problems on four fronts: 
creating global category teams, building ca-
pabilities and driving e�  ciencies; building a 
“global supply chain of the future”; and imple-
menting a global business services model.

Bryant did mention that the Pringles ac-
quisition has worked out better than anyone 
expected – domestically but especially interna-
tionally. And he’s encouraged by the growing 
interest in breakfast and protein.

Also betting on breakfast and protein is 
another relative newcomer, Hillshire Brands.
Sean Connolly, president/CEO, unveiled a raft 
of new products, including breakfast products 
in the Jimmy Dean line and protein-heavy 
snack kits (meats, cheese and crackers) under 
the name Hillshire Snacking. Hillshire also is 
taking Jimmy Dean outside of the breakfast 
category with frozen sandwiches .

A true newcomer was WhiteWave Foods,
spawned in 2013 when it was spun o�  from 
Dean Foods. � e purchase of Earthbound 
Farm brings the company into packaged, pri-
marily organic, produce. And the pending joint 
venture with Mengniu Dairy takes it to China, 
said Chairman and CEO Gregg Engles.
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PURITY™ FG Sprays – Food Grade solutions for all your hard to reach places.

Our newest PURITY FG aerosol sprays now hit the mark right side up and upside down.
Use them for just about any NSF H1 spray application that requires Plant tough, Food safe 
lubrication. Trust the one name that covers all your food grade needs – PURITY FG. Now 
available in three new convenient sprays: PURITY FG2 with Microl MAX Spray, PURITY FG 
Silicone Spray and PURITY FG Penetrating Oil Spray.

For the full story on PURITY FG  
visit PurityFG.com  |  call: 1-866-335-3369  |  email: sales@suncor.com

Petro-Canada is a Suncor Energy business
TMTrademark of Suncor Energy Inc. Used under licence.

PURITY FG FITS
WELL INTO YOUR 
GMP AND HACCP  

PROGRAMS.
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EVEN IF YOUR WORLD 
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there’s still a PURITY TM FG way 
to keep it going.
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We add new products to our web site throughout the month. Go to www.FoodProcessing.com 
and click on the New Products Resource Center along  the top navigation bar.

DIFFERENT, BOLDER 
HELPING HANDS
At the end of January, General Mills Inc.,  

Minneapolis, announced an aggressive line-

up of new products, including a number of 

concepts under its popular Helper brand. 

Flavor is front and center with the 

new Helper products. With less time 

to prepare and cook the evening meal, 

consumers are seeking quick and con-

venient choices to solve the nightly 

dinner dilemma. They are also increas-

ingly seeking out globally inspired 

�avors.

The new Helper Bold  brand features 

three adventurous concepts that require the 

addition of meat and some simple prepara-

tion. Varieties are: Crispy Bu�alo Chicken, 

which includes pasta and seasoning to make 

a side pasta salad; Firehouse Chili Macaroni; 

and Spicy Chipotle Chicken Enchilada with 

rice. 

Also new is the Helper Ultimate  line. 

There are four “just add chicken” concepts: 

Cheddar Broccoli, Creamy Parmesan, Or-

ange Chicken and Sweet and Spicy Teri-

yaki. The “just add hamburger” varieties 

are: Creamy Strogano� and Three Cheese 

Marinara. The Ultimate line is all about be-

ing made with “real” ingredients, such as 

cheddar cheese, cream and tomatoes.

KRISPY KREME 
DONUT-FLAVORED 
ICED COFFEES 
Inspired by the signature blends and 

flavors available at its world famous 

doughnut and coffee shops, Krispy 

Kreme , Winston-Salem, N.C., introduces 

ready-to-drink iced coffees in two fla-

vors: Krispy Kreme Original Glazed 

Iced Coffee  and Krispy Kreme Mocha 

Iced Coffee.

The initial launch of the shelf-sta-

ble beverage is in the more than 900 

Walmart locations throughout the U.S.

“People have been satisfying their 

craving for our doughnuts and coffee 

for 76 years,” says Brad Wall, senior 

vice president. “Making our premium 

quality coffee available to consumers 

through the convenience of ready-to-

drink is part of our continuing efforts 

to build awareness and equity in our 

coffee program.”

The iced coffees are being offered 

through a third-party licensing agree-

�)�!�*�0���O �������$�O �
�����!�+�6���O �#�(���/�/�O ���+�0�0�(�!�O �$���/�O ���O

suggested retail price of $1.98.

CRUNCHY GRANOLA 
AND SEED BARS 
Expanding on its existing lineup of whole-

some and delicious snack foods, Kellogg Co., 

Battle Creek, Mich., rolls out Kashi Crunchy 

Granola & Seed Bars  in two �avors: Honey 

Oat Flax and Chocolate Chip Chia. Whether 

they’re enjoyed on their own or broken apart 

to dip into nut butter or yogurt, the new bars 

deliver a healthy dose of key nutrients that 

nourish healthy appetites.

The honey oat variety contains a med-

ley of �ax seeds, whole grains and quinoa 

with honey. Each bar provides 320mg of 

the omega-3 fatty acid alpha-linolenic acid 

�(�������)���O���#�O�+�"�O�ü���!�.���O�����#�O�+�"�O�3�$�+�(�!�O�#�.���%�*�/�O���*� �O

6g of total fat. 

The chocolate chip variety is a blend of 

chia seeds, whole grains and quinoa sprin-

kled with chocolate chips. This bar contains 

320mg of ALA, 3g of �ber, 23g of whole 

grains and 7g of total fat. 

“We’re passionate about providing deli-

cious and progressive ways to nourish ap-

petites,” says John King, marketing director. 

Kashi was purchased by Kellogg in 2000. 

Five-pack boxes retail for about $3.99.



�����O�O���O�O���������O���������������	�����O�O�
���������O���������O�O�O �����������������������	�����������


ROLLOUT FOCUS
… SPECIALTY FOODS
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“Consumers are responding to the wealth 
of innovative foods and beverages being 
produced today by food artisans and 
entrepreneurs across the U.S.”
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�� onsumers are choosing specialty foods over conven-
tional foods at record levels, according to new research 
from the Specialty Food Assn., New York. Close to 75 

percent of U.S. consumers report making specialty food pur-
chases in 2013, a major increase since the economic downturn 
of 2009 when only 46 percent reported that they bought these 
high-quality products. Consumers surveyed said they spend 
about one-quarter of their at-home food dollars on specialty 
options such as artisanal chocolates, cheeses and condiments.

Specialty food is among the fastest growing categories in the 
U.S., with sales skyrocketing by 22.1 percent 2010-2012. Specialty 
foods are de�ned as foods of premium quality, often made by 
small or local manufacturers, have ethnic or exotic �avors and are 
distinctive. Specialty food consumers tend to be young, a�uent 
and live in the West or Northeast. Men (74 percent) are almost as 
likely to make purchases as women (75 percent). 

Condiments, which include a variety of items, both refriger-
ated and shelf stable, is one of the most dynamic categories of 
specialty foods. �e largest category includes condiments and 
marinades, those products found in the ambient center-of-store 
aisle. From 2010 to 2012, dollar sales of this category grew 8.6 
percent. However, the fastest-growing condiment category is 
chilled products. From 2010 to 2012, refrigerated condiment 
dollar sales increased 15.5 percent. �is is likely due to consumer 
perception that refrigerated products are cleaner and fresher.
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BENEFITS OF PRECISION 
SPRAY CONTROL 
spray.com/PSC

BLENDER, MIXER, 
TOWER, DRYER & 
TANK CLEANING SOLUTIONS
tankjet.com

PRECISION APPLICATION 
OF ANTIMICROBIALS 
& MOLD INHIBITORS 
spray.com/foodsafety 

 SOLUTIONS

60% Decrease in Product Returns – Over-application of preservatives was affecting the taste of a 
commercial bakery’s bread. Customer returns skyrocketed. Solution: An AutoJet® spray system with 
Precision Spray Control now dispenses the proper amount of preservative – even when line speed changes. 

75% Reduction in Cleaning Time – Manual cleaning of powder residue in blenders between batches 
was costing this food processor valuable production time. Solution: Two TankJet® 75 tank cleaners now 
automate cleaning for a gain of two hours of production per shift. 

40% Increase in Shelf Life – A meat processor wanted to extend product shelf life and achieve ALT-2 
status. Solution: An AutoJet Antimicrobial Spray System now dispenses a precise volume of antimicrobial 
into a vacuum package prior to meat insertion and sealing. Shelf life increased from 45 days to 70 days 
and ALT-2 status achieved.

DECREASE
IN PRODUCT RETURNS

60%

REDUCTION
IN CLEANING TIME

75%

INCREASE
IN SHELF LIFE

40%

spray.com/results/bakery spray.com/results/powder spray.com/results/meat

May we help you achieve results like these in your coating and cleaning operations? 
Find dozens of results stories at spray.com/results 

1.800.95.SPRAY

SUPERIOR SPRAY. SERIOUS RESULTS.

UNMATCHED GLOBAL ENGINEERING, MANUFACTURING & TECHNICAL SUPPORT

NOZZLES   |    CONTROL SYSTEMS   |    HEADERS & INJECTORS   |    RESEARCH & TESTING

 PRECISION TION 

.com/foodsafety
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There are more kids on the web … both in this FoodBizKids 
installment and in previous ones. See www.FoodProcessing.
com. And if you have a new product you want to test on 
our high school panelists, contact Dave Fusaro at dfusaro@
putman.net, or 630-467-1301 ext. 424. 

Food Biz Kids
CONSUMER INSIGHT

delicious. Anyone would be interested in this bar because 
it is sweet yet �lling; it is a perfect snack.

Izzie C, 11th grade:
I thought this Uber bar (Dark Chocolate Peanut �avor) was 
really good. It was soft with a nutty crunch, so it’s not very 
hard on your teeth. �e chocolate and nut come together 
nicely for a healthy yet sweet taste. �e plastic wrapping was 
so easy to open, which is very appealing to me. 

Keegan W, 10th grade:
�e sticky bun �avor was very rich. I 
could only have a few bites of it before it 
got too sweet. I think this bar could be 
for someone who is active and looking for 
quick, healthy energy. �e texture is pret-
ty sticky as you take a bite, and it is really 
nutty and chunky. I like pecans a lot and 

this bar had a good amount of them. Overall I liked it a lot.

Morgan R, 10th grade:
I really liked the �avor of this (Dark Chocolate Turtle) Lar-
abar. �e nuts and chocolate combine so nicely. It isn’t just 
a granola bar; it tastes gourmet. It is a little bit sticky when 
you �rst bit into it, but I was OK with that because it was so 
good. �e packaging was my favorite part about the whole 
bar. �e colors really popped and the picture made it look 
enticing. It would serve any audience as a healthy, delicious 
snack for on the go.

Lucy G, 10th grade:
�e Sticky Bun �avor tastes like a 
healthy cinnamon roll. It is very nutty 
and has a good texture. It is sticky, and I 
like the fact that it doesn’t crumble like 
other certain granola bar types. It smells 
like pecans and other nuts with a hint of 
cinnamon, which is a really good smell. 

I enjoyed the packaging a lot. It was easy to open, and the 
colors looked very cool. I liked the bold package color, then 
the pictures of the bar. I think people who want to make 
healthy choices would like this bar.

Hannah G, 10th grade:
If you don’t like things that are really rich, I would not rec-
ommend the “sticky bun” �avor. It had hints of cinnamon, 
brown sugar, molasses, and every type of nut and at times 
could be a little bit overwhelming. I liked the packaging a 
lot, however. �e hot pink combines well with the picture of 
the bar. I also like how the packaging was so simple. I like 
that I could read the ingredients without any of those huge 
words. I know everything that I’m consuming.

Alex A, 10th grade:
�is bar tastes like heaven! �ere is the 
perfect amount of chocolate, cashews 
and pecans. As soon as you open the 
package, it looks like a delicious glazed 
peanut. �e packaging was pretty nice, 
and gives you a good idea what the bar 
is going to be like based o� the picture. 

I am going to get these Dark Chocolate Turtle Larabars as 
soon as I see them on the shelf.

Justin S, 11th grade:
I really like the taste. I love chocolate, so this bar was re-
ally appealing just by the packaging and the name. “Dark 
chocolate peanut” is very straightforward, and I got exactly 
what it said I would. I think this bar is especially appealing 
to teens, because of the youthful package color with more 
mature font. It brings both worlds together.

Breanna L, 11th grade:
I thought the Dark Chocolate Peanut bar was fantastic. 
It was peanutty with a hint of dark chocolate. Simple yet 

Larabar Uber
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That’s how many food and beverage companies across the nation rely on us for their 
most vital business needs. Why?

It’s simple, really: They know they’ll always get personal service backed by deep 
resources and more than a century of experience. Put our knowledge to work for you.

Acumen. Agility. Answers.
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�	n the world of food manufacturing and R&D, there are chefs and 
there are food scientists. Both sets of skills are needed to create 
food products that are delicious and shelf-stable.
But a relatively new, hybrid discipline has inserted itself into the 

food industry: “Research Chef.” Sometimes called a “culinary scien-
tist” or a “corporate R&D chef,” these experts are well-versed in both 
food science and the culinary arts.

Research chefs work in all sectors of the food industry, helping op-
timize � nished products such as soups, seafood and dressings for the 
foodservice groups, as well as ingredient systems like sauces, spices and 
breading for food manufacturers to use in their � nished products.

� ere are speci� c job responsibilities, such as customer presen-
tations, attending trade shows, trend research and creating gold 
standard prototypes – all are part of the research chef ’s job. But the 
most important thing a research chef must relate to is how to create 
a formula or recipe on the bench that can be mass-produced. � ey 
need to have a good understanding of their manufacturing equip-
ment and how to work with brix, pH, viscosity and a wealth of other 
parameters both chemical and culinary to ensure the � nal products 
are always consistent.

Looking in on a typical day for a research chef gives a more com-
prehensive view of that role within a company, highlighting the types 
of skills these chefs need to develop safe, consistent quality products.

What’s in a name?
Often, the titles research chefs wear are creative, confusing and pur-
posely vague because it’s such a new � eld. It’s di�  cult to encompass 
the breadth of what they do onto a business card.

Nick Pajor, manager of culinary innovation at King and Prince 
Seafood Co. (www.kpseafood.com), Brunswick, Ga., wears lots of hats 
in his job. “One day, we’re getting on a plane to � y to a customer pre-
sentation; the next, we’re setting up photo shoots,” he says. “I spend a 
lot of time bouncing between sales, marketing, production and R&D.” 

Chris Hansen, corporate executive chef for OSI Group (www.
osigroup.com), an Aurora, Ill.-based maker of custom meat products, 
describes his chef role as “educator, visionary and strategic thinker.” 
“My sta�  and I work with other team members to create the bench-
mark and expectations of what a formulation should be in theory, 
and then help guide the rest of the team through our development 
phase from a culinary perspective,” he explains.
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Shane Maack, senior executive chef 
for Spicetec Flavors & Seasonings (www.
spicetec.com), a ConAgra unit, notes, 
“While the science side of my job isn’t the 
primary focus, it plays a very big part in my 
daily activities. It’s important to be able to 
understand the relevancy and functionality of 
commercial ingredients, and then to be able 
to apply that knowledge to the development 
process.”

Senior product development chef John Bar-
tel, at CTI Foods Inc. (www.ctifoods.com), a 
Wilder, Idaho, maker of value-added protein 
products, describes his role: “I am the interface be-
tween the chain restaurant R&D function and the 
scientists who ensure a consistent and delicious prod-
uct. I represent the company to chain customers with our 
sales force, help develop products with our scientists and 
present the end results to our customers.”

A day in the life
Most R&D chefs agree there is no such thing as a 
typical workday, but there are many typical activities 
that are common. Most research chefs start the day 
by checking communications and reviewing the day’s 
work plan.

�ere might be cuttings or bench work needed, or 
the writing of a summary on the latest �avor trends. 
Other times, the chef could be on the road, visiting 
customers or attending industry trade shows.

“My day always starts out with checking emails 
and reviewing the calendar for the day,” says Maack. 
“Depending on frequency or timing of meetings 
and conference calls for the day, the decision will be 
made to focus primarily on desk work, such as paper 
ideation and trends research, or to focus on bench-
top work, such as ‘gold standard’ creation or product 
reviews.”

“�e customer is always the No. 1 priority, so customer dead-
lines will always take precedence over everything else,” declares 
Bartel. “�e beginning of my day starts with a cutting of bench-
top samples made the previous day. We then gather the feedback 
and either continue making adjustments or, if everyone likes it, 
prepare to show it to the customer.” �e rest of Bartel’s day is bro-
ken up into meetings with vendors, visits to customers, ideation 
sessions or making bench-top samples.

Jody Slater, corporate executive chef at HB Specialty Foods 
Inc. (www.hbspecialtyfoods.com), Nampa, Idaho, describes 
her day as a combination of “developing prototypes for na-
tional companies, project meetings to discuss priorities for the 
week, production meetings to talk about upcoming test runs, 
meetings with purchasing, researching trends and overseeing 
documentation work related to organic, gluten-free and other 
industry certi�cations.” 

Slater also works on developing gold standards and assisting 
the regulatory department with nutritional analyses, speci�cation 
sheets and ingredient declarations.

Pajor, at King and Prince Seafood, starts his day with a quick walk through the 
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production � oor to see what is being made that day. “I try to get on the 
bench by 7:45 a.m. to prepare customer samples or work on their in-
novation pipeline products,” he adds. Pajor then works on more recipe 
development and ends his day studying industry trade journals and stay-
ing up to date on the latest trends.

Jenny Rosoff, executive chef and owner of Village Green 
Foods Inc. (www.villagegreenfoods.com), Irvine, Calif., says, 
“Being a small company, we don’t have lots of structure. We do 
cuttings when required, we’re in sales mode whenever the phone 
rings and we do a team update every Monday at 11 o’clock. Oth-
erwise, we just take it as it comes.” 

OSI’s Hansen contributes, “I interact with several teams 
throughout the day – sales, R&D, processing and marketing – 
as well as the customers and their teams. It’s all about moving 
projects forward and meeting and managing the customers’ ex-
pectations.”

What does the research chef do when lunch time rolls around? 
Do they make gourmet food right there in their R&D test kitch-
en or head out on the town?

Sometimes chefs are busy and don’t have time to get away, 
but when they do, they like to check out what their restaurant 
chain clients and their competitors are up to. It’s all about get-
ting inspired and seeing new culinary ideas in action by others 
in the food industry. 

Hansen notes, “I eat what tastes good. Just like everyone 

else, I am f lexible, and 
it often depends on my 
mood. I enjoy the ef-
fort it takes to prepare 
a good meal and I also 
appreciate the people 
that cook for me. A 
simple hamburger can 
be a great experience 
as long as it’s prepared 
right.”

Bartel sometimes 
snacks in-house, but 
also likes to head out 
for lunch. “I try to see 
what the latest limit-
ed-time only product 
introductions are. My 
favorite recent product 
line has been the Power menu at Panera,” he explains. His per-
sonal favorite is the Roasted Chicken Hummus Bowl.

Pajor also likes to go out and check the latest seafood offer-
ings. “This time of year, I usually run out and try all of the 
new fish sandwich and shrimp items restaurants promote during 
Lent,” he says.
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Offering a wide range of quality, customizable dairy ingredients and blends,  
Dairy Farmers of America is your partner for innovative products. 

For more information or to place an order, contact DFA sales representative Liz Karre at  
913-209-8936 or lkarre@dfamilk.com.

Nick PajorKing and Prince Seafood Co.



Tart is Hot

Go tart instead.

Tart Cherries are One Red Hot Super Fruit
Eighty-seven percent of consumers say “taste” is the most important driver in 
food selection with “healthfulness” coming in at 66 percent, according to a 
2012 trend report. And consumer preference for sour/tart �avors has nearly 
doubled in the last three years. It’s a pro�le that �ts tart cherries to a “T.” �ey 
add a sweet/tart �avor to baked goods, blend beautifully with nuts and other 
fruits, and are recognized as a leading super fruit. Montmorency tart cherries 
are available dried and frozen all year long. �eir bright red color and plump 
texture add value to any food, from snacks to scones to salads.

cherryproces�Tor.com
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Sometimes chefs are too busy to get away or just want to go down 
the portion-control route. Slater prefers to reheat a gluten-free frozen 
meal during her busy day, and Roso� will eat what is being produced 
that day or simply snack on an energy bar.

Tapping into both sides of the brain
In order to be a successful R&D chef, it’s important to have a good 
understanding of culinary arts, food science and food manufactur-
ing. Roso� uses her culinary experiences to develop recipes for cli-
ents, modify formulas, do cost reductions, change �avor pro�les and 
adjust recipes based on ingredient availability.

But she also has to get scienti�c in her role. “�e science part of 
my job involves determining what tests to do when sending a prod-
uct to the lab for shelf life and spoilage testing – what to modify 
in a formula to achieve a di�erent result; working with sta� to run 
variations on a formula to �nd the right combination of ingredi-
ents; and [determining] processes to achieve the desired result.”

For chefs who work directly with the chains, there’s a need to 
“channel” their chain restaurant customers to ensure the products 
are what the chain requests. “My job is to interpret the menu direc-
tion as given to me by the R&D chefs at some of the best chain res-
taurants in the country,” says Bartel. “I also try to ‘read’ the chain 
and suggest new product suggestions based on our core competen-
cies and the menu demands posed to us by the clients – as well as 
the trend directions I observe in the industry.”

Working in a manu-
facturing environment 
means always keeping 
the technical aspects 
of the food in mind. 
“So much of product 
development these days 
revolves around the de-
velopment of a clean 
label,” continues Bar-
tel. “We try to provide 
the types of products 
made from an ingredi-
ent deck that conform 
to the values the chain 
has in regards to their 
guests’ requests.”

According to Bar-
tel, many ingredients, 
such as MSG or “exces-
sive salt,” are now frowned upon by customers. “I spend a considerable 
amount of time with our food scientists ensuring all ingredients fall 
within these specs so everyone is happy with what we develop,” he says.

“Starch systems also are very much top of mind in our process 
since we need to hold everything in suspension. Each portion served 

Improve your 
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Landmark 50-year  study reveals 
reduced environmental footprint 
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must have the proper contingent of ingredi-
ents. Proper viscosity also helps ensure the 
product is consistent from batch to batch.”

Pajor knows that his culinary experi-
ences are equally crucial to his position. “In 
my position at King and Prince I work very 
closely with some of the largest restaurant 
groups in the world. From a culinary stand-

point, our customer demands that value-
added products eat like a scratch-made gold 
standard. Without a culinary background 
and restaurant operational experience, it 
would be nearly impossible to develop prod-
ucts that perform like they are handmade.” 

He �nds his stimulus with competitors. 
“I am able to �nd inspiration in everything 

from �ne dining to hole-in-the-wall restau-
rants,” he explains.

Pajor runs a lean R&D team, and while 
culinary is his main focus, he has his hands 
in everything from gold standard develop-
ment to commercialization. “I have a hand 
in equipment selection and identifying new 
pieces that �t well into our growing portfo-
lio of products. I also spend time researching 
new packaging technology.” 

Spicetec’s Maack is responsible for culinary 
recipe development and customer guidance, 
but he also spends time supporting his own 
company’s internal customers and the market-
ing and sales departments through concept de-
velopment and culinary presentations.

“I proactively support internal and ex-
ternal customers in developing concepts 
within current food trends to demonstrate 
company f lavors, technology and strategic 
platforms,” he describes. “I provide tech-
nical guidance for the use of our f lavors 
and seasoning blends with product devel-
opment chefs and product developers. I 
also create culinary standards for bench-
marking when needed, and provide culi-
nary guidance in the form of concept de-
velopment, preparation and presentation 
for in-house customer visits.”

Science is not a big part of Maack’s du-
ties. He says, “For me, the most important 
part is being able to understand the relevancy 
and functionality of commercial ingredients, 
and then being able to apply that knowledge 
to the development process.” 

HB’s Slater uses her culinary background 
to ensure she presents their product to custom-
ers in the same way they plan to use it – which 
means learning how to make their food items. 
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Our Season Never Ends  
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“Everything is prepared 
just as the end user would 
prepare it: baked, fried, 
microwaved or steamed. 
We prepare presentation 
plates and demo booklets 
for the customers.” Demo 
booklets contain photos, 
formula numbers and 
processing instructions.

Before Slater entered 
into the world of R&D, 
she was, variously, a pas-
try chef, executive chef, 
personal chef and culi-
nary instructor. “I can’t 
forget about my �rst 
job: At 16, I was a crew 
trainer at Taco Bell. 
�ese positions helped me prepare for the research and 
development �eld, because I was able to build my love for food, en-
hance my palate, learn about the cooking process for various foods and 
learn the restaurant concepts that I work with today.”

She uses both her culinary arts experience and manufactur-
ing expertise to provide recommendations on �avor, speci�cally 
balancing salt, sugar and acidity – all components that require a 
knowledgeable palate and the capability of using equipment such 
as pH meters and a refractometer to measure exact levels. 

Slater also explains the need for a strong working knowledge of 
functional ingredients to do her job well. “Starches, gums, �avors 
and colors all play a big role in R&D. It’s important to know how to 
work with these ingredients to create chef-inspired �avors that can be 
reproduced in a manufacturing facility.”

She further notes how important it is to understand all the pro-
cessing equipment, understanding how it will a�ect her product and 
ensuring she can replicate her lab product in the manufacturing plant.

As chefs continue to work in food manufacturing environments, 
their role becomes more clearly de�ned and their job descriptions 
are becoming more mainstream. �e research chef position also be-
comes better understood by others interested in entering the �eld. 

Rachel Zemser is a certi�ed culinary scientist, cer ti�ed food scientist 

and food industry consultant with backgrounds and d egrees in both 

culinary arts and food science.
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Made with specially-grown aged cayenne 
peppers, only Frank’s® RedHot® delivers 
that perfect combination of fire and flavor. 
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Jody SlaterHB Specialty Foods Inc.

It seems every March we talk to research chefs about 
the impact they have on their companies. Last year 
(www.foodprocessing.com/articles/2013/corporate-
research-chefs) it was Kit Ke�r of Schwan, Joe Ascoli of 
Kettle Cuisine, Eric Sparks of Park 100 Foods, Andrew 
Moltz of Quaker Oats, Stephen Kalil of Frito-Lay, Harry 
Crane of Kraft and Lorenzo Boni of Barilla America. The 
year before (www.foodprocessing.com/articles/2012/
hail-to-the-chef) it was Thomas Gri�ths of Campbell 
Soup, Jonathan Shockey at ConAgra, Lucien Vendome 
of Nestle and Marioj Valdovinos of Tyson.

MORE ON THE WEB
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COUNTLESS FLAVORS TO LIFE?

� �����������������������������������������������
�� ��������������

�������
�	���������������������������
������	������ ��	���
�	��������������������������

	�����	��	�����	��	�
��������
�����	����
	�����	��	 ���
��
������������������������
��

	���������•	����������
�����������•��������������	� 	��������	��
��
������	�

Almonds.com/snacking.©
 2

01
4 

A
lm

on
d 

B
oa

rd
 o

f C
al

ifo
rn

ia
. A

ll 
rig

ht
s 

re
se

r
ve

d.

[  ALMONDS, OF COURSE. ]

•����	�•�����������������	�
���	��������	������
�	��	���	����•�•����������������������	���	�
����������
�����
�������	���������	�
��������	���	�����	������
���
��	���
������������	���������������	���������� ���������������
������­€‚�ƒ�����•„���������	���	�����	�������
��•�������	���	�����	�



�����������������������	�����������
�O �O�
���������O���������O�O���������O���������������	�����O�O���O�O����

Blue Chip Snacks 
Chips still make up the lion’s share, but salt repl acement ingredients 
open new opportunities for better-for-you entrants in all categories.

By David Phillips, Technical Editor

P R O D U C T  D E V E LO P M E N T

A merican consumers love snacks. In 2013 the dollar value of 
the savory snack category was estimated at $21.8 billion. 
While the potato chip and its salty neighbor the tortilla chip 

are unlikely to make any list of healthful superfoods – a recent sur-
vey indicated that most consumers want to cut back on those – sales 
continue to head up, if at a modest pace.

�e $21.8 billion top line represents a 3.3 percent increase from 
2012, according to a January Mintel Group report, “Chips, Popcorn, 
Nuts, and Dips.” One major player, PepsiCo, owns 40 percent of 
the snack business in the U.S., so how does the rest of the pie stay 
relevant?

“Smaller, niche brands are able to connect directly with consum-
ers who may be seeking unique snack o�erings that are both healthy 
and authentic,” the Mintel report reads. “Strong interest in the nut 
segment led to manufacturers such as Blue Diamond Growers and 
Roll International experiencing some of the largest year-over-year 
sales increases of any brand.”

Perhaps because consumers may �nd more nutrition in the nuts 
and trail mix sub-segments, those are the fastest-growing facets of 
the snack category. Potato chips, however still make the loudest 
crunch. With a $7.6 billion ring estimated by Mintel for 2013, chips 
own 34.8 percent of the snack market.

Mintel’s data, does not include crackers, but in that arena new 
sodium replacement ingredients can be combined with whole grains 
for a snack that’s lighter in guilt. �ose specialty �avor enhancers 
have been in the market long enough to evolve and extend, and they 
are �nding more applications.

Regardless of what they are eating, consumers are snacking more 
frequently, having increased their number of snacking occasions each 
day. Nearly half of Americans (47 percent) purchase salty snacks and 
dips for snacking throughout the day, and 35 percent are buying 
more snacks while eating fewer regular meals, Mintel says. 

For the period of 2008-2013, Mintel’s report recorded 53 percent 
growth in better-for-you snacks such as nuts and trail mix. �e Chi-
cago based research group expects that curve to accelerate, with 61 
percent growth predicted from 2013 to 2018. 

The (less) salty snack 
Potato chip lines have for decades included baked versions with sig-
ni�cantly lower fat than their fried brand-mates. While better-for-
you products command a smaller share, it is not insigni�cant, and 
snack makers continue to innovate along these lines.

Kettle Brand (www.kettlebrand.com), Salem, Ore., produces a Sea 
Salt �avor that is available in a reduced-fat version with 40 percent less fat. 

Photos: Cargill Inc.
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“Our Sea Salt Reduced Fat Potato Chips use the same select pota-
toes, natural oils and kiss of sea salt as our original chips,” the com-
pany says. Reducing fat consumption o�ers peace of mind to many 
consumers, but trans fats aside, sodium reduction is now the holy 
grail for avoiding the junk food label.

Reducing sodium once meant a corresponding drop in �avor, but 
that is not longer the case. Several ingredient manufacturers o�er so-
dium replacements, and their potential applications are growing, says 
Janice Johnson, applications technologist for Cargill’s salt products 
division (www.cargill.com), Minneapolis.

“FlakeSelect was launched at an IFT Show back in 2011,” John-
son says. “It is a patent-pending technology, where we take sodium 
chloride and potassium chloride and combine them using a roller 
application that actually smashes them together.”

�is smashing process is superior to simply blending the two, 
Johnson says. “It is much more homogenous, and there are no hot 
spots, which is especially important for topical applications.”

FlakeSelect, and similar products like Soda-Lo from Tate & Lyle 

P R O D U C T  D E V E LO P M E N T

How to make less salt more salty? Cargill (top) sho w its (a) Alberger 

cube agglomerates, (b) Alberger hoppers, pyramid sh ape, (c) granulat-

ed/cubic shape and (d) milled salt. At bottom is Ta te & Lyle’s Soda-Lo.
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(www.tateandlyle.com), Ho� man 
Estates, Ill., rely on the physical 
modi� cation of crystal shapes to en-
hance utilization of salt. � e Cargill 
product employs a � ake shape, while 
Soda-Lo has a more rounded shape. 
In both cases, more of the salt comes 
in contact with the tongue, so that 
more salt � avor is delivered per vol-
ume of use.

Cargill’s Johnson says the Flake-
Select line is getting a lot of use in 
both crackers and chips. “What a lot 
of manufacturers are doing now is 
reducing sodium but not calling it 
a low-sodium product,” she says. 
“Kraft makes public proclama-
tions that they want to reduce 
sodium by X percent by a certain 

date, so they are making e� orts to reduce 
it in their formulas where they can.” 

“We make a � at crystal, which provides 
better � avor utilization [than ordinary 
salt] and it also adheres to the surface bet-
ter,” Johnson says. “� is is especially help-
ful in that it helps maintain a balance in 
sweet/savory application.”

Soda-Lo, which is made entirely from 
sodium chloride, recently received a 2013 
Asian Manufacturing Award for Innova-
tive Food and Beverage Ingredients. � at 
was the � fth time Soda-Lo has been rec-
ognized by the global food and beverage 
industry within a 12-month period since 
its launch in September 2012. 

Meanwhile, Sensient Flavors LLC 
(www.sensient� avors.com) Ho� man Es-
tates, Ill., o� ers a portfolio of natural � a-
vor solutions for healthier savory products. 
� e natural � avor systems allow manufac-
turers to reduce sodium by 25-35-percent 
or more per serving and to replace mono-
sodium glutamate (MSG) in a variety of 
formulations. Sensient’s savory products 

Cargill Salt Stealth Reduced Sodium/Potassium Chloride Consumer Perception Study, May 2013
Stealth Survey n=564 respondents; Package Claim Survey n=927 respondents

Which cheese
 would you choose?

A study of consumer choice when comparing
traditional salted and reduced-sodium
(with potassium chloride) products.

IN A SIDE-BY-SIDE COMPARISON:

We asked U.S. households in a national survey to compare two 
cheese products by reviewing their respective Nutrition Labels.*

Product A contains traditional salt, while Product B uses 
Potassium Chloride (KCI) to reduce sodium levels.

PRODUCT A

PRODUCT B

MADE WITH
Salt.
(NaCL)

MADE WITH 
Potassium 
Chloride. 

(KCI)

Healthier and bolder is a formula be-

ing pursued by many chip-makers, 

including Herr’s in this new product. 

There’s also a regular chip in ched-

dar-bacon-jalapeno.
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are made primarily from proprietary yeast extracts.
� ese various salt replacements also have cross functions that al-

low them to assist in leavening for baked goods, including crackers. 

Keeping it fresh
Like confections, and ice cream, savory snacks are often driven by 
novelty or innovation. So companies large and small work hard to 
keep � avors new and exciting. 

Herr Food Inc. (www.herrs.com), Nottingham, Pa., makes chips and 
other snack foods and specializes in unique � avors. � e Herr’s lineup in-
clude Baked Ripple cut with Cinnamon and Sugar, a potato chip based 
on Old Bay seasoning and star-shaped chocolate covered pretzels. 

Kettle Foods, whose premium all-natural products are ubiquitous 
at Whole Foods Markets and other high-end retailers, prides itself on 
innovative � avors. Among the company’s latest � avor o� erings are 
newest are Maple Bacon and Cheddar Beer.

Kettle’s Sweet and Salty � avor contains 120mg of sodium plus 2g 
of sugar. Regular Sea Salt is 115mg of salt, or only 5 percent of the 
RDA, for a 1-oz. serving. 

A similar portion (30g) of Cheez-It Originals, from Kellogg Co. 
(www.kellogg.com), Battle Creek, Mich., contains 230mg of sodium. 

Snacking crackers were once pretty basic, but not anymore. � e 
venerable Cheez-It has bene� ted (or perhaps su� ered, depending on 
your perspective) from SKU proliferation in recent years. Cheez-It 
Zings come in a new Queso Fundito � avor. � e Cheez-It Duoz, 

introduced a few years back, 
o� ers combinations such as 
Smoked Cheddar and Mon-
terey Jack in the same box. 

Crackers also can earn a 
healthful image through the use 
of whole grains and even seeds. A recent 
consumer website analysis from Consumer Reports rated Kashi Original 
7 Grain Sea Salt Pita Crisps, also from Kellogg, as a top choice for any-
one seeking a healthful cracker. � ese crackers o� er 5g of � ber from 
the Kashi seven-grain � our and just 3g of fat, and 180mg of sodium. 

Nuts o� er a load of protein and measurable � ber, and they don’t 
come in just two � avors (salted and unsalted) anymore. Blue Dia-
mond Growers (www.bluediamond.com), Sacramento, Calif., now 
sells almonds in a variety of � avors and packaging con� gurations. 
� e Co� ee Almonds line comes in Caramel Machiato, Mocha and 
Roasted Co� ee � avors. And the new Bold line includes Honey Di-
jon, Jalapeno Smokehouse, Wasabi & Soy Sauce, Habanero BBQ, 
Lime  ’n Chili and Salt ’n Vinegar.

To view the full research report, visit: cargillsaltinperspective.com

PRODUCT B

50%EITHER/
NO DIFFERENCE

32%

PRODUCT A

18%

Households were asked:

WHICH PRODUCT WOULD YOU BE
MORE LIKELY TO PURCHASE?

Even with a clear Sodium Reduction 
callout on the packaging for Product B

1 in 2 people would still likely purchase
Product B made with Potassium Chloride.

REDUCED

SODIUM

Pr

Even nuts are getting bold. 

Blue Diamond’s “Bold” � a-

vors include wasabi, Caro-

lina, jalapeno, habanero and  

lime & chili.
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An established leader in trans-free oil ingredients, IOI Loders Croklaan  
delivers a reliable supply of PHO-free oils and shortenings and works 
alongside food manufacturers in the reformulation and creation of 
applications. Through sustainable, non-GMO ingredients and R&D 
expertise, we help to eliminate trans fats and deliver exceptional
sensory qualities in a variety of applications. 

Call (844) GO-NO-PHO and make the trans-free transition, easily.
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When the Price Isn’t Right
When it comes to both commodity and key ingredients , quality is still 
crucial, but nothing is irreplaceable.
By David Phillips, Technical Editor

Madagascar vanilla, all-natural sour cream and Euro-certi-
�ed butter are key ingredients that Je� Anderson and his 
team at Eli’s Cheesecake Co. use in their signature gour-

met desserts. None of these ingredients comes cheap, and their prices 
can be unpredictable, but lately it’s eggs that give Anderson �ts when 
it comes to price volatility.

“Eggs are the thing over the last couple of years that has been the wild-
cat,” said Anderson, vice president of operations for Chicago-based Eli’s 
(www.elicheesecake.com). “�ere is no telling where they will be. �ey 
can really go up and down so fast that it leaves you shaking your head.”

In the past 18 months, guar gum has been a visible ingredient of 
volatility in the food business. Meat prices went high a few years back 
and have stayed there. A decade or so ago, the cost of vanilla skyrock-
eted after a storm in the tropics wiped out a crop and damaged the 
slow-growing orchid plants that yield the complex, mellow ingredient.

With the ongoing drought in the western U.S., especially Califor-
nia, there may be more reason than ever for food processors to begin 
thinking about how to go about replacing ingredients without spoiling 
the soup.

A product developer with a very large multinational company 
says the drought could have serious consequences.

“If California doesn’t get some rain soon, there will be big prob-
lems for fruits and vegetables,” says the product developer, who asked 
not to be named. “It could blindside everybody in the food industry. 
�ere’s only a small window to make the whole year’s [industrial] 
supply of tomato paste, and the tomatoes may not be there.”

�at said, a large company can use its leverage. 
“We put a lot of pressure on our suppliers to keep prices down,” he 

continues. “We’re big enough that we can do that, even if they have to 
absorb the cost. Sometimes we even agree to increase quantities just to 
keep the price down.”

Whether a food maker produces cheesecake that is served at 
the White House or a savory snack that gets tossed into millions 

of lunchboxes each day, ingredient supply and corresponding price 
�uctuations can really mess with a business plan.

�e most obvious responses to price jumps are not very appetiz-
ing for food processors and their retail customers, says Gary Raines, 
an economist with INTL FCStone Inc. (www.intlfcstone.com), New 
York, who recently authored a paper on the topic of commodity price 
volatility. Typical responses would include changing ingredients, op-
erating on a thinner margin or moving the pain down the line.

“Managing margins by passing wholesale cost increases on to 
one’s customers will never set a company apart from the competi-
tion,” Raines says. His paper, “From Field to Shelf: A Look at Cost 
Pass-�rough from Commodity to Foodstu�,” is interesting in that 
it demonstrates a counter-intuitive notion about how commodities of 
all types respond to supply crunches.

FC Stone provides services that help companies know when to buy 
and allows them to hedge the cost. Taking shortcuts to the detriment 
of product quality is a short-sighted solution, Raines points out. Ingre-
dient �exibility can o�er a response to price spikes that does not impact 
�avor and texture.

Ingredient suppliers have for years o�ered analogs that can give 
the food processor some wiggle room, and at each IFT Food Expo 
those ingredient specialists roll out a few more. In some cases, once 
these new or alternative ingredients �nd a home in a given formula, 
they are there to stay.

When gum releases gas
�e energy industry and food processing don’t often cross paths, but 
when oil and gas exploration companies began using guar gum as 
a medium for carrying fracking material deep into potential wells, 
they met face to face.

Guar gum is used in a variety of applications in the food busi-
ness, most commonly as a binder for baking. It has been popular for 
years because, at around a dollar a pound, it had been less expensive 

I N G R E D I E N T S
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than other hydrocolloid ingredients such as gum arabic, carrageenan 
and carob bean gum, all of which can provide the same function. It 
was cheap for fracking too, until the increased demand tightened 
supplies, explains Joshua Brooks, president of Gum Technology Inc. 
(www.gumtech.com), Tucson, Ariz. – which is in the process of be-
ing acquired by Penford Food Ingredients.

“�ere were reports that certain oil and gas companies were air-
freighting containers of guar from India just to keep the drills pump-
ing. Obviously, with laws of supply and demand in play, pricing went 
from the historic lows of $1 per pound to as high as $12 per pound in 
a relatively short time,” Brooks says.

�ose prices have eased considerably recently as the frackers have 
found other ways to shake the earth’s crust in hopes of reaching natu-
ral gas deposits. What happened in the interim, however provides an 
interesting lesson in what happens in the food industry when prices 
jump and plummet.

Gum Technologies as well as TIC Gums (www.ticgums.com), 
Belcamp, Md., have introduced new hydrocolloid blends, and other 
commodities, like tara gum, have elbowed their way into the market.

“By creating synergistic blends of gums as well as [adding] oth-
er hydrocolloids such as starches, or �bers, we can keep the costs 
of these blends competitive,” Brooks says. “Our Hydro-Fi and 
GumPlete blends have replaced guar – and other individual gums – 
in many applications.”

�ose include baking applications where the products are used 
to improve cell structure and prevent staling. GumPlete systems are 
also e�ective in frozen cheese sauces – providing more consistent 

melt than gums or starches alone.
�ese ingredient systems incorporate �bers and starches and can 

be used at lower usage levels overall, further reducing costs.
“Guar gum pricing has come down over the past year – well below 

the highs of $12 per pound but not yet back to a dollar per pound,” 
Brooks says. “Out of necessity, the fracking industry started develop-
ing its own guar replacements, as did the food industry.”

�at said, guar gum might not win back all its former customers. 
Having reformulated once, companies might not be eager to switch 
back, even as prices drop.

“Many companies have stayed with these replacements or alterna-
tives, having been frustrated with guar farmers and how the guar in-
creases may have been somewhat due to manipulation,” Brooks says. 
“Knowing the alternatives are [sometimes] product improvements 
and have greater problem-solving capabilities gives manufacturers a 
very welcome hedge against di�cult market conditions.”

Meanwhile, starch-based products can play similar roles, and 
they also allow �exibility for a number of applications including 
baked and frozen foods.

“We have a range of specialty starches that can partially or com-
pletely replace gelatin in gummy-type candies,” says Ricardo Rodri-
guez, with the confectionery division of Ingredion Inc. (www.ingredi-
on.com), Westchester, Ill. “�ese specialty starches can provide similar 
textures as gelatin if needed or improve the texture. In addition, they 
can increase the overall shelf life of the product. Our specialty starches 
o�er cost savings over gelatin and can be used in vegetarian/halal/ko-
sher products to meet consumers’ dietary requirements.”

I N G R E D I E N T S
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Ingredion’s starch-derived ingredients 
also have applications in savory, dairy and 
beverage categories.

Chocolate or vanilla?
Chocolate is another ingredient that can be 
critical to the quality of a product, but can 
add a good deal of cost in the wrong year.

“Some of the main ingredients used in 
cocoa and chocolate products, such as cocoa 
beans and vegetable oils, are traded as com-
modities,” says Courtney LeDrew, market-
ing manager with Cargill Cocoa and Choco-
late NA (www.cargill.com), Lititz, Pa. “As a 
result, prices for such ingredients � uctuate 
with the market.

“To help our customers minimize risk 
and manage costs, Cargill has a portfolio of 
� exible risk management resources that can 
be tailored to � t customer needs,” LeDrew 
continues. “For example, Cargill has re-
search teams located in origin countries to 
o� er timely supply and demand insights, as 
well as a dedicated risk management team. 
We can also provide in-depth commodity 
reports to help customers make better buy-
ing and formulating decisions.”

Lowering the cost of a formula by choosing 
a percentage of less expensive ingredients is an 
option, but it might take some work and � nesse 
to arrive at a new formula that passes muster.

“When ingredients are substituted, it is 
important to make sure the new formulation 
maintains functionality and does not intro-
duce complexity to the production process,” 
says Stacy Reed, Cargill Cocoa’s product 
development manager. “In addition, sensory 
and consumer testing is necessary to ensure 
the new formulation meets parity.”

Asked which ingredients are key to a 
premium dessert product like Eli’s plain 
and � avored cheesecakes, Anderson points 
out the same grade of vanilla has been 
used in every batch since the company be-
gan making cheesecakes as part of a res-
taurant business more than 40 years ago. 
On its website, Eli’s even speci� es that is 
uses Nielsen-Massey Madagascar Bourbon 
vanilla.

Pound-per-pound, vanilla, especially the 
top-quality stu� , is very expensive. But Craig 
Nielsen, CEO of Nielsen-Massey Vanillas 
Inc. (www.nielsenmassey.com), Waukegan, 
Ill., says vanilla typically makes up a small 
percentage of the overall ingredient bill and 
therefore a smaller percentage of the cost of a 
product than one might expect.

“You can always cut corners depending 
on the market, the product and how you 
want to market it to consumers,” Nielsen 
says. “Pure vanilla has di� erent grades and 
quality from the same origins. Lower quali-
ties are lower priced. And vanillin and va-
nilla � avored WONFs [with other natural 
� avors] do provide cost savings, but not the 
complexity that comes from pure vanilla.”

Vanilla prices have been known to � uctu-
ate. In 1999, a cyclone in Madagascar wiped 
out the largest part of the global vanilla crop 
for the year and had repercussions for more 
than � ve years as the growing stock recovered. 
� e price jumped from $50 per kilo to more 
than $600, but once the crops were back to 
normal, the price dropped right back to where 
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it had been, and it has remained fairly stable 
for more than seven years, Nielsen says.

The bee’s knees
Eli’s classic plain cheesecake was indeed 
served at President Obama’s Inaugural Sta� 
Ball in 2013. For its cheesecakes, Eli’s creates 
a signature, all-butter shortbread crust, and 
keeping that crust consistent is crucial. Over 
the past year or two, Eli’s has worked with 
Tate & Lyle (www.tateandlyle.com), Ho�-
man Estates, Ill., to identify starch products 
that will o�er a broader variety of functions 
and consistent results.

“We had two di�erent types of modi�ed 
food starches, and now we have 12 or 13,” 
Eli’s Anderson says. “We went to them and 
said, ‘Hey, we have got a problem,’ and they 
broke it down for us and told us we weren’t 
always using the right starch.”

Eli’s newest cheesecake �avors include 
Key Lime Pie, Vanilla Bean, Chocolate 
Espresso and Honey Mediterranean with 
Pistachios. Honey Mediterranean is made 
with salted honey (from honey harvested 
by students at the Chicago High School 
for Agricultural Sciences) as well as toasted 
pistachios and almonds. It sells for $54 mail 
ordered from Eli’s website.

While many of its high-end products can 
sell for $40 or better, Eli’s does take steps 
to protect its bottom line against manifold  

increases in ingredient prices, Anderson says. 
�e vagaries of weather are not alone in 

prompting changes in ingredient selections. 
Often changes are driven by consumer trends.

“Market trends or demands for glu-
ten-free products, egg replacement and 
fat reduction in many applications have 
all been growing over the past five to six 

years,” says Gum Technology’s Brooks. 
Whether it’s eggs, dairy or fats that need to 

be replaced, custom hydrocolloids can stand in, 
he says. “�ese can easily be replaced with a sys-
tem of gums and starches which will hold the 
texture and impart creaminess.” And wherever 
price increases meet innovative minds, substitu-
tions can be found – with the proper care.  

Setting 
the

Standard 
Since  1907
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A premium product, such as Eli’s chesecake, 

is more forgiving of individual ingredient price 

increases, but even Eli’s keeps an eye on costs. 

Whether your interest is product de-
velopment or speci�c ingredients, we 
have more on our website. Pull down 
the Topics tab – second gray tab from 
the left on all our pages – and enter the 
Ingredients & Formulation topic center. 
Or search for vanilla or any ingredient 
in the search bar atop every page. 

MORE ON THE WEB



The  Art  of
Reduction

Looking for that “something special”  to add a taste of romance, 

warmth and culinary delight to your food? At Mizkan we have perfected the art of wine reduction 

on an industrial scale, delivering consistency, that is all-natural , salt free, alcohol free, and 

economically smart. For your next formulation try our �avorful wine reductions or denatured spirits 

in your sauces, entrées, dressings, marinades, condiments, food bases, desserts or dairy.

Call 1.847.590.0059 for a free sample pack of Mizkan wine reductions or denatured spirits.   www.mizkan.com

Visit us at RCA
Booth # 703
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Teen slang aptly describes a new wave of condiments  — fancy, � avorful 
and more widely used than simple ketchup, mustard a nd mayo.

By Deborah Cassell, Contributing Editor

Y ellow mustard, classic ketchup, basic mayo and even salsa are 
facing some competition from new sauces, dressings, dips 
and spreads. Gourmet adaptations of traditional condiments 

are tantalizing taste buds both at retail and in restaurants, with fast-
casual establishments among those expanding their sandwich o� er-
ings using fancier � avors.

At the Winter Fancy Food Show in January, the Specialty Food 
Assn. announced several new � avors in the condiment category. 
“Dressed up” introductions include Victoria Amory’s Fine Herbs 
Mayonnaise, a delicate product infused with herbs from the lush 
Basque region, as well as fresh lemon juice, real eggs and pressed 
olive oil; Stonewall Kitchen’s Tru�  e Ketchup, a thick and rich ac-
companiment to french fries; Amoretti’s Premium Organic Extra 
Virgin Olive Oil infused with Kalamata Olives, for use in dipping, 
drizzling, brushing and � nishing bread, pizza, pasta and salads; Lil-
lie’s Q Barbeque Sauces & Rubs’ Ivory, an Alabama mayonnaise and 
apple cider vinegar sauce with black pepper notes that is designed for 
pairing with chicken and fries; and Fischer & Wieser’s Salted Cara-
mel Mustard Sauce, a salty-sweet and tangy � nishing sauce for baked 
ham, pork, turkey or chicken, or sandwiches.

Mustard is making a comeback alongside the resurgence in pork 
as a leading protein, according to Barbara Zatto, director of culinary 
and sales manager-west for Mizkan Americas’ Food Ingredients divi-
sion (www.mizkan.com), Mt. Prospect, Ill. “Among chefs, I am see-
ing mustards with notes of fruit and or notes of heat, both of which 
are trending in a global direction.”

It seems ordinary mustard may have trouble cutting it in the fu-
ture. So might salsa and other “plain” condiments.

Sriracha-cha
Among the top � ve trends announced at the Fancy Food Show was srira-
cha — a � ery � ai chili sauce that inspired Subway to create its popular 
Sriracha Chicken and Sriracha Steak Melts. According to � e Hu�  ngton 
Post, Subway’s newest sauce, is “made from a proprietary blend of chilis, 
garlic, spices and mayonnaise” and is “surprisingly spicy for a mass-mar-
ket sandwich shop. And that’s de� nitely not a bad thing.”

French’s Food Co. (www.frenchs.com) also has its sights on spicy. 
“Last year, we introduced an Asian Sweet Chili Sauce within the Frank’s 
brand, and it’s been a real success,” says Trip Kadey, director of culinary 
for the Parsippany, N.J.-based manufacturer. He notes French’s is about 
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to launch both an Asian Sweet Ginger Sauce 
and a Sriracha in foodservice.

Yes, sriracha is everywhere. Just ask Zat-
to, who calls it “the new ketchup.” Sriracha 
“is showing up in everything from breakfast 
sandwiches to mayonnaise,” she says.

Right now, Mizkan is seeing high demand 
for red jalapeño peppers, an ingredient in sri-
racha. Chili peppers, like red jalapeño pep-
pers, “also provide health bene�ts like being 
low in calories but high in potassium, vitamin 
A and C,” Zatto notes. “Chilis are very easy to 
use and can be applied to almost any produc-
tion scenario. �ey can be roasted, frozen and 
retorted in the processing plant. In manufac-
turing, they can be used fresh, baked, frozen 
or in the kettle cooking process.

“Green chilis are among the most widely 
used in the U.S. because of their mild �avor, 
ranging from 0 to 300 Scoville units,” she 
continues. “Green sauces are on trend and 
increasing in demand, including green sal-
sas, green enchilada sauces and green moles.” 
Enter the new Mizkan Border line of cook-
ing chilis, featuring tomatillo, green chili and 
green and red jalapeños, available diced, pu-
réed, frozen and individually quick frozen.

Consumers have taken interest in spices 
that hail from further East, as well.

Another �avor on the rise as an ingredient 
and a sauce in Korean cuisine is Gochujang, a 
thick red sauce made from fermented soybeans 
with a hot, sweet and pungent �avor, Zatto 
says. “Gochujang’s success is partly due to the 

rise of Korean food in mainstream cuisine. It 
also meets the complex �avor requirements of 
those seeking authenticity in cuisine.”

It’s not just the kick that people crave. 
“For years, adding spice to recipes and for-
mulations was simply to add heat,” Zatto 
says. “But today, consumers like the juxta-
position of heat balanced with sweet, sour 
and umami �avors in dishes. For example, 
the combination of preserved lemons with 
olives in a spread or the addition of a smoky 
spice such as smoked paprika to give a recipe 
complexity.”

As with most �avors, foodservice heavily 
in�uences the condiments category. So, too, 
do food bloggers and the Food Network’s 
24-hour programming, Zatto reports. 
“Chefs in restaurants and in the media are 
using chilis and spices to create pungent, hot 
and bold �avor pro�les that lead to a more 
interesting cuisine. Chefs may pair chilis 
that create instant heat on the tongue with 
others that bring out heat slowly in a more 
earthy or nutty way.”

Going bold
Last December, McCormick & Co. (www.
mccormick.com), Hunt Valley, Md., an-
nounced its own list of Top Flavors and Food 
Trends for 2014 and Beyond. �ey include 
the aforementioned consumer obsession with 
chili peppers plus Indian �avors and both 
Brazilian and Mexican cuisine. McCormick’s 
top �ve �avors: aji amarillo, a hot Peruvian 

Bold and novel are in, even for good old mustard. B eaverton Foods (under its Beaver and Ingle-

ho�er brands) has both angles covered with new laun ches Bread & Butter Pickle Mustard and 

Sriracha Mustard.
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yellow chili with bold, fruity �avor; kash-
miri masala, an often homemade blend of 
spices from northern India featuring cumin, 
cardamom, cinnamon, black pepper, cloves 
and ginger; tea, which is now being used in 
rubs, broths and marinades; chamoy sauce, a 
unique Mexican condiment made from apri-
cot, lime, chilis and spices; and cassava �our, 

also known as manioc or tapioca �our, a Bra-
zilian staple prized for its versatility.

According to Laurie Harrsen, director of 
consumer communications & public relations 
for McCormick, additional trends include bold 
and dual-bold �avors and combinations that 
both complement and contrast one another — 
such as sweet & spicy mango jalapeño; regional 

BBQ �avors, both American and global (read: 
Asian); authentic ethnic �avors, both Latin and 
Asian; added sweetness from fruits and maple; 
and sophistication, including herb/Italian 
blends and �avors.

“Many restaurants are recognized for 
their iconic, signature sauces,” Harrsen says. 
Meanwhile, “Sensory and indulgence are the 
most important mega trends,” whether at re-
tail or on a menu.

“Consumers are getting bored with the 
traditional,” Harrsen asserts. Hence the ex-
citement over elevated additions to the con-
diments aisle and restaurants.

“�e demand for hot and exotic cuisine 
is here to stay as American palates take their 
dining cues from �ery and authentic �avors 
o�ered by Latin, Asian, African and Indian 
cuisines,” says Zatto, adding that “Ameri-
cans seek variety in �avors from all sources.

“As American tastes continue to progress 
and appreciate global �avor pro�les, peppers 
will continue to be a key element in main 
courses, sides, sauces, marinades and more,” 
she continues.

Moving forward, both consumers and 
chefs alike will “want easy access to new 
�avors that are simple, real and versatile 
enough to be used to marinade, braise, grill 
or even become a dip, spread or �avor base 
for a dressing,” Kadey says.

“�e one thing consumers still demand 
is �avor,” he concludes. “Big, bold �avor, 
authentic and real �avors, and often global 
�avors.”

In other words, awesome sauces. 

When it comes to our pure natural sweeteners, you won’t 
�nd better quality, service or technical expertise. Whether 
you’re looking for a cleaner label or speci�c label claim, such 
as gluten free, non-GMO, natural, organic or kosher, Briess 
can help. Find out more at briess.com/tapioca

625 S Irish Rd | Chilton, WI 53014 | 920.849.7711
briess.com/tapioca

©2014 Briess Industries, Inc.

Ask us about our new contract packaging options: briess.com/packaging
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HELP US WITH  
TWO R&D PROJECTS
We’re in the middle of two projects 
involving you product development 
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Formulating better-for-you foods is challenging. But our technical experts have developed unique corn-

based ingredients to help you maintain integrity when reducing sugar, sodium and fat. With GPC as your partner, 

reformulating is always a smooth process. Especially when it comes to delivering the mouthfeel and body 

customers expect from established brands. From MALTRIN® maltodextrins to PURE starches and TruBran® 

�ber ingredients, GPC has what you need to take your product from “good” to “good for you.”

© Grain Processing Corporation

grainprocessing.com/food

E-mail: food.sales@grainprocessing.com   Phone: 563.264.4265   Fax: 563.264.4289   
MALTRIN® and TruBran® are registered trademarks of Grain Processing Corporation.



SOME THINGS  DON’T BELONG ON A HOT DOG.

© Kemin Industries, Inc. and its group of companies 2014. All rights reserved.  
®™ Trademarks of Kemin Industries, Inc., U.S.A.

////////////////

PROTECT WITH SCIENCE.
BactoCEASE ™ is a line of food safety ingredients designed to p rotect 

your meat and poultry products from foodborne patho gens.

Learn more:  www.kemin.com/protectwithscience 
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Color with carrot extract
Responding to a need for more transparency 
in the labeling of food and beverages, caro-
tenes from carrot extract are a natural color 
source. In a recent survey, 8 of 10 consumers 
expressed a preference for carrot extract on 
their food or beverage ingredient label ver-
sus beta-carotene. Carrot extract allows food 
& beverage processors to provide a clearly 
identi�ed, natural color source. Other natu-
ral carotenes can provide challenges due to 
their variability, stability and storage and 
handling requirements. Carrot extracts are 
also available with Durabrite stabilization 
technology for improved shelf-life stability 
in a wide range of applications. �e carrot 
extracts can replace Yellow 5 and 6, mixed 
carotenoids and synthetic beta-carotene.
Kalsec; Kalamazoo, Mich.
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Whole food powders
Vibrant Harvest Whole Food Powders is a 
new line of ingredients that o�ers a fruit and 
vegetable “food replacement” experience in 
consumer food and beverage products. Pat-
ented technology gently evaporates water 
molecules in foods, preserving the �avor, 
aroma, color and nutritional quality of the 
original materials. �e line o�ers manufac-
turers a number of processing advantages 
over raw foods and other fruit and vegetable 
inclusion processes. Starting materials for 
Vibrant Harvest can be whole fruits and veg-
etables or all-natural juices and purees.
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Product form
AstaSana is a free and bioavailable astax-
anthin form, a 10 percent �uid suspension. 
�is form is available for use in the human 
dietary supplement market and is support-
ed by the strongest safety package of all 

commercially available astaxanthin prod-
ucts. It is a nature-identical and bioavail-
able carotenoid nutrient with antioxidant 
potency and complements other existing 
antioxidants in a formulation. It o�ers 
manufacturers the ability to di�erentiate 
their products and give their antioxidant 
cocktail an edge.
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Instant thickener for dysphagia
Uni-pure Dys-sperse instant thickener 
brings together the positive attributes of 
starches and gums to meet the needs of 
caregivers and dysphagia patients. It de-
livers convenience, versatility and consis-
tency in one product. It disperses easily and 
thickens rapidly, and the level of viscosity 
stays consistent over time. It demonstrates 
performance across a broad range of foods 
and beverages including hot and cold, low 
pH and neutral pH and protein-based. An 
alternative to current thickeners, it pre-
serves the �avor and smell of food and bev-
erages and doesn’t alter their appearance. It 
also has a more desirable mouthfeel than 
pulpy starch-based thickeners and slimy 
gum-based thickeners.
Ingredion; Westchester, Ill.
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Non-GMO corn protein
PenDure CW is a non-GMO white corn 
protein that can be used in applications 
such as baked goods, gluten-free food 
products and breakfast and nutrition bars. 
It contains a minimum of 50 percent pro-
tein, is non-allergenic and kosher, and of-
fers these bene�ts: protein enrichment, 
non-GMO, clean label, no preservatives, 
texturizer. �e vendor’s white corn product 
portfolio includes PenFibe CW (non-GMO 
white corn �ber that’s 80 percent dietary �-
ber) and PenGerm CW (non-GMO white 
corn-based germ that adds texture, enhanc-
es appearance and extends the use of nuts).
Penford Food Ingredients 

Centennial, Colo.
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Acacia �ber in greater use
Fibregum is a gentle dietary soluble acacia 
�ber (gum arabic). In addition to having a 
guaranteed minimum dietary soluble �ber 
content of 90 percent, it functions as a tex-
turizer, emulsi�er, stabilizer and thickener. 
Numerous studies have been performed since 
the late 1970s to understand the relationship 

between acacia �ber and the human colonic 
micro�ora. �e product is an all-natural and 
GMO-free dietary �ber range sourced from 
carefully selected acacia tree gum. It a�ords 
a clean label, is of vegetable origin and is 
available in certi�ed organic grades. A re-
cent (Dec. 6) FDA announcement allows for 
higher maximum usage levels of acacia gum 
in most food products.
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MORE ON THE WEB

The National Honey Board  re-
�(���1�*���$�!� �O �3�3�3�������'�%�*�#���%�0�$���+�*�!�5��
���+�)�O �0�+�O �#�%�2�!�O �����'�!�.�/�O �)�+�.�!�O �"�+�.�)�1�(���/�O
���*� �O �*�!�3�O �,�.�+� �1���0�O �%�*�"�+�.�)���0�%�+�*���O ���$�!�O
�*�!�3�O�/�%�0�!�O�,�1�0�/�O�"�+�.�)�1�(���/�O�"�.�+�*�0�O���*� �O���!�*-
� 0� !� .� O � �� *�  � O � �� (� /� +� O � $� �� /� O � �� O � .� +� �� 1� /� 0� �� O � 1� ,�  � �� 0� !�  � !
�3�!�!�'�(�5�O �*�!�3�/�O �/�!���0�%�+�*�O �3�%�0�$�O ���(�(�O �+�"�O �0�$�!�O
�(���0�!�/�0�O�%�*�"�+�.�)���0�%�+�*�O�����+�1�0�O�*�!�3�O�����'�!�.�5�O
�"�+�+� �/�O�)��� �!�O�3�%�0�$�O�$�+�*�!�5��

Roquette America �O �(�3�3�3���.�+�-�1�!�0�0�!��
���+�)�)�O ���!�*�!�2�����O �	�(�(�����O �%�*�O ���!���.�1���.�5�O ���*-
� *�+�1� *� �� !�  �O � �� *�O � ��#� .� !� !� )� !� *�0�O � "�+� .�O � ,� !� ��O � ,� .�+-
�0�!�%�*�O �%�*�O �0�$�!�O ���+�.�0�$�O ���)�!�.�%�����*�O �)���.�'�!�0�O
� 0� +� O � �� !� O � /� 1� ,� ,� (� %� !�  � O � �� 5� O � �� +� .� (�  � O � �� +� +�  � O � �� .� +-
���!�/�/�%�*�#�O �(�3�3�3���3�+�.�(� �"�+�+� �,�.�+���!�/�/�%�*�#��
���+�)�)���O ���/�'���(�+�+�/�����O �	�+�3�����O �����1�.�O �,���.�0-
� *� !� .� /� $� %� ,� O � 3� %� 0� $� O � �� +� .� (�  � O � �� +� +�  � O � �� .� +� �� !� /� /-
�%�*�#�O���(�(�+�3�/�O���+�-�1�!�0�0�!�O���)�!�.�%�����O�0�+�O�#�%�2�!�O
�0�$�!�O���������O�)���.�'�!�0�O���O�(�+�����(�O�/�1�,�,�(�5�O�+�"�O�,�!���O
�,�.�+�0�!�%�*�O �%�/�+�(���0�!�/�����O �/���%� �O ���+�)�%�*�%�-�1�!�O
�����.�!�0���O �������O �+�"�O ���+�-�1�!�0�0�!�O ���)�!�.�%�������O
“We have seen a dramatic increase in 
� �� +� *� /� 1� )� !� .� O �  � !� )� �� *�  � O � "� +� .� O � +� 1� .� O � ,� !� �� O � ,� .� +-
�0�!�%�*�/�O� �1�!�O�0�+�O�0�$�!�%�.�O���!�*�!�ü�0�/���O�%�*���(�1� �%�*�#�O
���(�!���*�!�.�O�(�����!�(�%�*�#���O�!�(�%�)�%�*���0�%�+�*�O�+�"�O���+�)-
�)�+�*�O���(�(�!�.�#�!�*�/���O���*� �O�$�%�#�$�O� �%�#�!�/�0�%���%�(�%�0�5�����O
�
�!�.�.�5�O���+�.�!�*�6�!�*���O �������O �+�"�O���+�.�(� �O ���+�+� �O
Processing, added: “Our non-GMO 
���*� �O �+�.�#���*�%���O ���(�+�/�!� �!�(�+�+�,���O �2�!�.�0�%�����(�(�5�O
�%�*�0�!�#�.���0�!� �O�)�+� �!�(�O���(�(�+�3�/�O�1�/�O���+�)�,�(�!�0�!�O
���+�*�0�.�+�(�O�"�.�+�)�O�/�!�!� �O�0�+�O�,�(���0�!����



INGREDIENT SUPPLIER GUIDE

    FOODPROCESSING.COM

 COMPANY PHONE WEB

Fruits 
Blue Paci�c Flavors & Fragrances 800-248-7499 www.b luepaci�c�avors.com
California Dried Plum Board 916-565-6232 www.califo rniadriedplums.org
California Fig Advisory Board 559-440-5400 www.california�g s.com
California Pear Advisory Board 916-441-0432 www.calpear.com
California Raisin Marketing Board 650-340-8311 www. calraisins.org
Cherry Marketing Institute 517-669-4264 www.cherryp rocessor.com
Chiquita Brands Inc. 513-784-8558 www.chiquita.com
Decas Cranberry Products Inc. 508-866-8506 www.deca scranberry.com
DelMonte Foods 415-247-3628 www.freshdelmonte.com
Dole Food Co. 800-723-9868 www.dole.com
FONA International 630-462-1414 www.fona.com
Graceland Fruit Inc. 800-352-4711 www.gracelandfrui t.com
Milne Fruit Products Inc. 509-786-2611 www.milnefruit.com
Naturex 201-440-5000 www.naturex.com
NP Nutra 310-694-3031 www.npnutra.com
Ocean Spray Ingredient Technology Group  800-662-3263 www.oceansprayitg.com
PL Thomas & Co. Inc. 973-984-0900 www.plthomas.com
San Joaquin Valley Concentrates 559-458-2500 www.activin.co m
Sunsweet Growers 559-458-2500 www.sunsweet.com
Taura Natural Ingredients 919-468-7171 www.tauraURC .com
Tree Top Inc. 800-357-6571 www.treetop.com
US Highbush Blueberry Council 650-340-8311 www.blue berry.org
Valley Fig Growers 559-237-3893 www.valley�g.com
Van Drunen Farms 815-472-3100 www.vandrunenfarms.co m
Vita-Pakt Citrus Products Co. 559-562-6008 www.vita-pakt.com
Wild Blueberry Assn. of North America 207-570-3535 www.wildblueberries.com

Nuts/Nutmeats
Almond Board of California 209-549-8262 www.almondbo ard.com
American Key Food Products 201-767-8022 www.akfponl ine.com
Atlanta Nut Co. 770-242-8835 www.atlantanut.com
Bedemco Inc. 914-683-1119 www.bedemco.com
Blue Diamond Growers 916-442-0771 www.bluediamond.c om
California Walnut Commission 916-932-7070 www.walnuts.org
Diamond of California 209-467-6000 www.diamondofcal ifornia.com
Durey Libby Edible Nuts Inc 201-939-2775 www.dureylibby.com
Fisher Nut Co. 209-527-0108 www.�shernut.com
Golden Peanut Co. 770-752-8190 www.goldenpeanut.com
Golden West Nuts Inc. 209-599-6193 www.goldenwestnu ts.com
Hawaii-Chi Trading Co. 808-523-7779 www.theo�ces.net
Hazelnut Growers of Oregon 503-648-4176 www.hazelnut.com
Hazelnut Marketing Board 503-678-6823 www.oregonhaz elnuts.org
Hughson Nut Inc. 209-883-0403 www.hughsonnut.com
Kraft Food Ingredients 901-381-6500 www.kraftfoodin gredients.com
Navarro Nut Co. 903-872-2546 www.navarropecan.com
Nut-trition Inc. 209-883-0403 www.nut-trition.com
Organic Planet 415-765-5590 www.organic-planet.com
Paramount Farms 310-966-4650 www.paramountfarms.com
Ready Roast Nut Co. 209-883-8080 www.readyroast.com
Specialty Commodities Inc. 701-282-8222 www.scifarg o.com

Vegetables
Christopher Ranch 408-847-1100 www.christopherranch .com
Culinary Farms 916-375-3000 www.culinaryfarms.com
Food Source Inc. 610-540-0300 www.foodsourceinc.com
The Garlic Co. 661-393-4212 www.thegarliccompany.co m
Gilroy Foods & Flavors (an Olam Intl. co,)  408-846-3200   www.gilroyf oods.com
Giorgio Foods 800-220-2139 www.giorgiofoods.com
Graceland Fruit Inc. 800-352-4711 www.gracelandfrui t.com
Haliburton International Corp. 909-428-8520 www.hal iburton.net
Jon-Lin Foods 909-825-8542 www.jon-linfoods.com
National Onion Assn. 970-353-5895 www.onions-usa.or g
Naturex 201-440-5000 www.naturex.com
Nunhems USA Inc. 800-733-9505 www.nunhemsusa.com
Olam Spices & Vegetables 402-619-5600  www.olam.com
Phillips Gourmet Mushrooms 610-925-0520 www.phillip sgourmet.com
Premium Ingredients/Prinova 630-868-0300 www.prinov agroup.com
Specialty Commodities Inc. 701-282-8222 www.scifarg o.com
Spicetec Flavors & Seasonings 630 682 5600 www.spicetec.com
Stahlbush Island Farms 541-757-1497 www.stahlbush.c om
SupHerb Farms 800-787-4372 www.supherbfarms.com
Taura Natural Ingredients 919-468-7171 www.tauraURC .com
United States Potato Board 303-369-7783 www.uspotat oes.com
Van Drunen Farms 815-472-3100 www.vandrunenfarms.co m
Vegetable Juices Inc. 888-776-9752 www.vegetablejui ces.com

Replace 4-MEI with natural brown
With growing concern over 4-methyl-
imidazole (4-MEI) in caramel color, the 
vendor announces Natural Brown, a port-
folio of rich brown alternatives to caramel 
and certified colors. They are stable over 
a wide pH range and can be used across 
all food applications. Natural Brown is 
extracted from natural vegetable juice 
sources to deliver a clean label including 
“4-MEI free.” It’s capable of colors rang-
ing from buttery yellow brown to deep 
auburn, providing possibilities for every 
food and beverage.
Sensient Colors; St. Louis

314-889-7600  

www.sensientfoodcolors.com

Hughson Nut Incorporated
Year Founded:  1985
Address: 1825 Verduga Road
Hughson, CA 95326
Phone:  209-883-0403
URL: www.hughsonnut.com
Products:  Almonds

Hughson Nut, Incorporated is a 
grower and processor of California 
almonds. They offer a complete line 
of natural, blanched and dry roasted 
products. Manufactured products 
include sliced, slivered and diced 
almonds, almond meal, flour and 
skins. Products customized to match 
your specifications are available. 
Contact Hughson Nut or visit the 
website for more information.
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Micro Drum Screen ™

Advanced Liquid-Solid Separator

Columbus, WI  USA   www.LycoMfg.com
The Experts in Innovative 

Food Processing Machinery

Features
�Q�� Unique drum design allows quick   
 interchange of screen or mesh

�Q�� Ef�cient collection of �ne particles

�Q�� Rugged stainless steel construction

�Q�� Low maintenance

�Q�� Automated CIP

�Q�� Mechanical traveling spray

Contact your Lyco Sales Representative now
for your customized ROI analysis a t 920-623-4152

Features Benefits
�Q�� Up to 30% savings on sludge removal  
 and handling costs

�Q�� Up to 20% savings on DAF chemical costs

�Q�� More than 10% savings on municipal costs

�Q�� Potential income stream from recovered product

�Q�� ROI in 12 to 18 months*

 * Varies by application
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Extended shelf life, a clean label and 
quality assurance for ready-to-eat 
meats are bene� ts that appeal to 
processors, and high pressure is 
one of the technologies that 
deliver them.

By Kevin T. Higgins, Managing Editor

P L A N T  O P E R AT I O N S

B iological contamination concerns every food processor, although 
makers of ready-to-eat (RTE) foods face the greatest challenge in 
combating naked-to-the-eye enemies of safe food.

Guidelines from USDA’s Food Safety Inspection Service deal at 
length with performance standards for various products in terms of 
Salmonella control, E. coli O157:H7 elimination and Clostridium 
botulinum safeguards. Listeria monocytogenes, on the other hand, 
is in a category all its own.

� e most lethal of the food pathogens, the bacteria associated 
with Listeriosis in humans is termed by FSIS “a formidable patho-
gen” because of its tolerance for heat, cold, sodium and other barriers 
su�  cient to control other food-safety threats.

� e danger of post-lethality contamination by this pathogen prompt-
ed the agency to issue speci� c compliance guidelines for RTE meat and 
poultry products and to devise a three-tier system for processing facilities, 
based on their use of antimicrobial agents and post-lethality treatments.

Of course, most processors want to be in the lowest-risk group, both 
for the implied seal of approval it carries and because those facilities are 
subjected to the least FSIS oversight. � e challenge they face is the steps 
they must take can cause quality degradation or ingredient labels that run 
counter to the clean-label preference of the market.

At deli-beef supplier Vincent Giordano Corp. (www.vgiordano.
com), Philadelphia, “using a lot of preservatives and chemicals” origi-
nally helped lock in Alternative 1 status and deliver 45-60 days shelf life, 
President Guy Giordano reports, but he wanted more. In 2010, Giordano 
invested $3 million in refrigeration and a 420-liter high- pressure process-
ing system from Hiperbaric. � e process extended his products’ shelf life 
to 90 days, “without any sodium or other preservatives. We could go lon-
ger, but if you don’t sell it in 90 days, why would you carry it?” he growls.

� e 250,000 lbs. of � nished goods produced weekly by Giordano 
isn’t enough to � ll up the HPP press’ capacity, so the � rm provides 
tolling service under the name SafePac. Organic juices and other 

products are becoming a larger share of the throughput, but RTE 
meats still account for the majority. Antimicrobials are unnecessary 
“if you can demonstrate a 5 log reduction” of bacterial contamination, 
Giordano observes, and HPP helps deliver that level of assurance.

Referring to HPP as “the silver bullet,” Giordano believes food 
safety ranks with price and product quality as a customer consider-
ation, adding, “You’re one recall away from being out of business.”

Technology providers, on the other hand, are focusing on com-
mercial bene� ts like extended shelf life and the elimination of ther-
mal degradation. “I never like to sell the technology on the basis of 
food safety,” says Jaime Nicolas-Correa, director of Hiperbaric S.A.’s 
North American operations (www.hiperbaric.com) in Miami, Fla. 
“Safe handling is something processors already know.”

Sometimes referred to as cold pasteurization, HPP typically is a 
post-packaging treatment that holds food in a chamber for several 
minutes at approximately 85,000 psi, destroying bacteria, viruses 
and mold. � e U.S. Dept. of Defense, along with private industry, 
poured millions of dollars into HPP research and development in the 
early 2000s with the goal of creating a sterilization step that would 
render low-acid foods shelf stable, without refrigeration.

Although some sterilization work continues, that goal proved im-
practical. Pasteurization, on the other hand, has gained broad accep-
tance and growing use, with more than 200 HPP presses in service 
in the U.S. and Canada.

Two HPP fabricators currently serve the North American market: 
Avure Technologies Inc., originally a collaboration between Flow Tech-
nology and ABB, and Hiperbaric, a Spain-based OEM that has focused 

Sales growth has given Nithin Poulose latitude to a utomate processes 

and upgrade sanitary standards at his Quakerstown, Pa., facility, where 

both ready-to-eat and ready-to-cook products are as sembled and 

packaged. Photo: Heat and Control Inc.

Extended shelf life, a clean label and 

RTE’s Big Squeeze
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on HPP for food since the late 1990s. Nicolas-
Correa recalls rudimentary discussions in years 
past with food professionals who knew almost 
nothing about the novel technology. “Now, 
they’re asking the right questions,” he says.

For whom the HPP tolls
Entrepreneurs and start-up ventures fu-
eled much of the early growth in HPP use. 
Consequently, a national network of tolling 
services has been created to serve processors’ 
post-lethality needs, with RTE meats ac-
counting for the bulk of the tra�c.

Milwaukee-based American Pasteuriza-
tion Co. (APC) blazed the tolling trail in 
2004 and added a Sacramento, Calif., ser-
vice center in 2012. Universal Cold Storage 
in Lincoln, Neb., was among the refrigerated 
warehouse operators to add HPP as an added 
service in 2010. Both APC and Universal par-
ticipate in a lead-sharing and technical sup-
port program with Avure (www.avure.com).

Cold storage customers were moving �n-
ished goods from Lincoln to HPP centers for 
treatment and then back to Lincoln for staging 
and shipping, recalls Je� Barnard, president 
of  Universal Pasteurization Co. (www.uni-
versalcoldstorage.com). “It made sense to o�er 
HPP as a value-added service,” he says. With a 
new owner’s support, Universal built a second 
location in the Atlanta area and, in February, 
acquired DL Foods, in the Dallas-Fort Worth 
area. Universal now operates nine HPP presses.

Blown seals were a frequent occurrence in 
the technology’s early days in food. Today’s ma-
chines are more industrially hardened and have 
higher capacities than systems of a decade ago. 
�ey also are bigger, weighing up to 80 tons.

Easier loading and unloading is driving 
down labor costs and increasing throughput, 
adds Hiperbaric’s Nicolas-Correa. His newest 
machine, the 525-L, can process about 8,000 
lbs. an hour at a cost of less than 4 cents a lb., 
“and half of that is the depreciation of the ma-
chine,” he explains. “A few years ago, with our 
300-L system, the cost was over 7 cents a lb.”

Canadian public health o�cials studied the 
e�cacy of HPP in the wake of the 2008 Liste-
riosis outbreak that killed 22 and was linked to 
slicing machines in Maple Leaf Foods’ Toronto 
RTE plant. �e company recalled 220 products 
and established a $25 million compensation 
fund for victims. Coincidentally, Maple Leaf 
was pressure-treating meat on one of the plant’s 
lines but would have needed 10 presses to treat 
all its products. Since then, dozens of HPP sys-
tems have been installed throughout Canada.

“Brand protection against pathogens led 

one sandwich chain to require HPP for its 
sliced meats,” says Barnard, because a reduced-
sodium initiative raised risk levels. “It’s a great 
brand-protection tool.” A Universal-commis-
sioned study in 2012 projected annual HPP 
volume growth of 25 percent over the next eight 
years, and that estimate is proving conservative.

High-performance elbow grease
�e pro�t margins of some RTE products don’t 
justify the cost and logistical issues of HPP. For-
tunately, improvements in equipment hygienic 
design and the availability of better methods of 
sanitation can help processors minimize risk.

Cleanability of equipment was an after-
thought for machine builders in the past. �at 
began to change when a task force of manufac-
turers and suppliers in 2003 created the Ameri-
can Meat Institute’s 10 principles of sanitary 
equipment design. Recently updated and cross 
referenced to NSF and AMI standards, those 
principles – cleanable to a microbiological level, 
validated cleaning and sanitizing protocols, no 
niches or collection areas, accessible for clean-
ing and inspection, etc. – have been embraced 
by other industry segments.

Cleanability must be coupled with ef-
fective sanitation and disinfection practices, 
but every processor has to devise a program 
to address a facility’s speci�c challenges. 
Economics is part of the calculation, allows 
Cristil Garrison, director of training & de-
velopment at Remco Products Corp. (www.
remcoproducts.com), Zionsville, Ind., along 
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tell me more
 airproducts.com/linfreeze

Freeze 
your way 
to higher 
throughput.
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High-pressure washdown is part of the sanita-

tion regime at Choice Canning Co., a proces-

sor of raw and partially cooked seafood and 

meal kits. Photo: Heat and Control Inc.
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with the capabilities of the sanitation crew.
“Drains are one of the biggest challenges 

when dealing with Listeria,” Garrison observes, 
and most processors must deal with existing in-
frastructure that can complicate the solution. In 
older buildings, the drain in one processing area 
typically is connected to drains in other zones, 
raising the likelihood of cross contamination.

To help in the process, Remco’s Danish 
partner, Vikan, created the Hygienic Zone 
Planner, an iPad app for mapping and color-
coding process areas, their equipment lists and 
the cleaning tools assigned to them. �e objec-
tive is to help food companies maintain HAC-
CP compliance and generate documentation 
for auditors and inspectors.

Color coding and dedicated cleaning tools 
are gaining acceptance worldwide to control 
pathogens and allergens, Garrison notes, but 
those tactics need to be paired with the right 
tool for the job. Bristles on a drain brush need 
to be long enough for hard-to-reach places but 
not so long that they will create an aerosol e�ect 
that sends germs airborne, for example.

Remco and Vikan have engineered spe-
cialty brushes without crevices for bacterial 
harborhage to accomplish that. Another in-
novation is a specialized squeegee that collects 
condensation on ceilings and other overhead 
structures. �e water is retained in the handle, 
preventing cross contamination and providing 
a sample for microbiological testing.

Over and above the minimum
Cleanability in a fresh or RTE meat plant 
implies the ability to withstand high-pres-
sure washdown and caustic chemicals. Pack-
aging and conveying specialist Heat and 
Control Inc. (www.heatandcontrol.com) is 

closely associated with vertical form/�ll/seal 
systems for snack foods, but the Hayward, 
Calif., supplier has been upgrading and wa-
terproo�ng components such as Ishida weigh 
scales, which carry sophisticated electronic 
controls. An IP69K rating for several of the 
weighers helps Heat and Control secure con-
tracts with USDA-inspected facilities such as 
Choice Canning Co. (www.choicegroup.in), 
which processes RTE shrimp.

As many as 450 shipping containers of 
IQF shrimp are shipped annually from In-
dia to Choice Canning, the Jersey City, N.J., 
subsidiary of Choice Trading. Some of the 
shrimp is bagged raw, but an increasing pro-
portion ends up in meal kits with various 
sauces, vegetables and starch. “Initially, we 
were treated as a raw product,” even when 
sold as ready to cook, says Nithin Poulose, 
junior vice president of operations.

When chicken became an option in the 
meal kits, sales took o�. To meet demand, 
Choice leased 3,000 sq. ft. in CFC Logistics’ 
Quakerstown, Pa., cold storage facility. “We 
were a completely manual process at �rst, doing 
only 800 cases a day,” recalls Poulose, a third-
generation member of Choice Trading’s owners.

�e throughput proved inadequate to sat-
isfy demand, and a fully automated material 
handling and packaging system came on line 
in February 2013. Fastback horizontal-motion 
conveyors deliver the meal components to a wa-
terproof blend-weigher for precise metering and 
delivery to a f/f/s machine and then through 
quality-control checks, all part of an integrated 
system engineered by Heat and Control.

�e commissioning came none too soon: 
sales almost doubled in 2013, and Poulose 
anticipates another doubling this year. “We’re 
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 airproducts.com/linfreeze

Freeze 
your way 
to longer 
shelf life.

A scientist at Invisible Sentinel prepares a sample  at the �rm’s Philadelphia headquarters. The 

company produces rapid diagnostic kits for Listeria  and salmonella detection.
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now doing 2,400 cases a shift,” he says.
From his perspective, the product is low 

risk: Since the components are in-fed in a fro-
zen state, splattered food is not an issue, and 
microbiological issues are dealt with before 
the shrimp is exported. Nonetheless, the line is 
washed, foamed and subjected to high-pressure 
washdown after each shift. Although USDA 
doesn’t require it, swab tests are taken, mostly 
as a safeguard against allergen residues.

Whether testing for allergens or pathogens, 
rapid results from swabs are a priority, with reli-
ability and sensitivity givens. A� ordability also 
is an issue, and two scientists and entrepreneurs 
have developed a series of � ow-based tests that 
match molecular diagnostics but don’t require 
expensive lab equipment and extensive sample 
preparation, according to Ben Pascal, chief 

business o�  cer of Invisible Sentinel Inc. (www.
invisiblesentinel.com), Philadelphia.

� e � rm recently received certi� cation 
from the Assn. of Analytical Communities 
for its third rapid-diagnostic test. Earlier 
AOAC certi� cations covered a campylobacter 
assay and a Listeria monocytogenes assay, but 
those tests are run on � nished goods.

“� e challenge in food & beverage is en-
vironmental sampling,” Pascal believes, and 
the latest assay detects the Listeria species, 
making swabs of contact surfaces practical. 
A positive result within 24 hours would trig-
ger sampling of � nished goods.

Testing is a good defense, but o� ense 
wins the game, and RTE processors long 
have relied on sodium lactate, sodium diace-
tate and nitrate to control Listeria. � ose ad-
ditives carry baggage in a time of ascendancy 
for clean labels. Fermentation-based ingredi-
ents can deliver the same antimicrobial e� ect 
and still support “made with natural ingredi-
ents” or “no arti� cial preservatives” claims, 
says Simone Bouman, director of business 
development-meat & culinary at Corbion 

Ishida’s new RV weigher stands up to the most aggressive sanitation.  
Self-draining surfaces eliminate bacteria traps.  Improved product  
feeders and electronics make it 15% faster than previous models.

Want Fast IP69K Sanitary Weighing?

Fast service when  
and where you need it.
1-800-227-5950 
www.heatandcontrol.com

�Q������Available with fully-welded  
   sanitary product contact parts. 
�Q������Auto Set-Up provides fast  
   error-free changeovers.
�Q������Power Management System  
   reduces energy usage by up to 20%.
�Q������Wireless access for remote control,  
   diagnostics, and maintenance.
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Purac (www.purac.com), Lenexa, Kan.
Corn sugar and vinegar are used to create 

organic acids during fermentation of Corbion’s 
Listeria inhibitor called Verdad N16, which the 
� rm debuted at January’s International Pro-
duction & Processing Expo in Atlanta. � e 
formulation controls Listeria growth for up to 
120 days in cured meats, Bouman adds. “� e 
market is continuously looking for a clean label 
solution,” she says, and a 1.5-2.5 percent con-
centration of the ingredient typically will pro-
duce desirable results, depending on the prod-
uct’s sodium level, pH and other factors.

Active packaging is another long-dis-
cussed RTE safeguard. For some packaging 
suppliers, pursuit of packaging that delivers 
an antimicrobial punch resembles a Grail-like 
quest. Chemists at the food care division of 
Sealed Air Corp. (www.cryovac.com), Dun-
can, S.C., have researched the e� ectiveness of 
adding an antimicrobial to the surface of � lm.

“To this point, we have not found a solu-
tion that meets our criteria and could be taken 
to the market,” says Mike Rosinski, market-
ing director of smoked & processed meats.

“We continue to look at it,” Rosinski 
continues, but additives are e� ective and less 
expensive, and the � lm additive would have 
to be disclosed on the label. “Microbiologists 
developed solutions we’ve tested in a Petri 
dish, but when we use them in practice, the 
performance is signi� cantly di� erent and 
not as e� ective,” he says.

Tried and true thermal treatments that 
deliver veri� able kill rates will be the food 
safety weapons of choice for decades to 
come. If Listeria defense was the only issue, 
there would be no need for new technolo-
gies. But � avor considerations, appearance 
and other factors also in� uence purchases.

High-temperature steam and infrared tun-
nels are technologies � lm suppliers are trying to 
support, though those processes can generate 
temperatures that exceed the limits for the clean 

resins that meet food-law criteria.
HPP is particularly e� ective for sliced 

meats and their exposed surfaces, and Rosin-
ski says Sealed Air research into � lms for that 
process that won’t crack or develop pinholes 
began in the 1980s. About 15 percent com-
pression of meat occurs during the process, he 
points out, and the � lm must have su�  cient 

elasticity to withstand the compression and 
subsequent return to its original shape.

High pressure was used in many industries 
before it was applied commercially to food. 
Likewise, advances in molecular science, chem-
istry and engineering are bringing new tools to 
the RTE market. � ere may not be a silver bul-
let, but there’s an impressive arsenal.

Larger circumference carriers are helping 

increase throughput and lower processing 

costs for HPP pasteurization of ready-to-eat 

meats and other food products. Photo: Avure 

Technologies Inc.
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Beyond  
Run-to-Failure
Through a combination of software 
programs, diagnostic tools and 
skilled workers, food manufacturers 
are getting better performance 
from their key production assets.
By Kevin T. Higgins, Managing Editor

Crowd-sourced genealogy is a growing social activity that 
links family trees across multiple generations and lost con-
nections. Using powerful algorithms to sift through related 

databases, services like Geni.com will determine if Barack Obama is 
your cousin, 14 times removed.

In a sense, the asset management software being deployed today by 
food & beverage companies also is striving to use big data to map the 
family tree of machines and other equipment in the plant. No longer 
is it enough to generate work orders and alerts for the next scheduled 
maintenance update. Everything from uptime performance to lifecycle 
cost assessment is being jammed into one, comprehensive record.

Even when the records exist in electronic form, they typically reside 
in multiple databases. Absent a Geni-like algorithms, pooling those re-
cords for easy access is a challenge that frustrates engineers and makes 
systems integrators rich. Fortunately, the situation is changing.

In what client relations manager J. Wright claims is a �rst, Somax 
Inc. (www.somax.com) Alpharetta, Ga., is rolling out a computerized 
maintenance management system (CMMS) platform with a sanitation 
component fully integrated with maintenance records for individual 
assets. By tying the master sanitation schedule to maintenance and 
repair records, manufacturers will have a centralized record of not only 
scheduled cleaning and maintenance but also when procedures were 
executed and by whom, explains Wright. A score of Somax clients are 
ready to launch the more robust CMMS this month, he says.

Somax was the CMMS vendor for Sara Lee’s 41 bakeries when the 
organization was acquired in 2011 by Bimbo Bakeries USA. �e new 
owners liked the system well enough to implement it at its other 34 plants.

While preparing for implementation of the Food Safety Mod-
ernization Act, Sara Lee managers determined that separate systems 
for maintenance and sanitation could pose a problem if they have to 
produce both mechanical and hygiene records for mixers and dough 
dividers. �ey challenged Somax to come up with an integrated solu-
tion and, after a six-month pilot in eight plants, the system was ready 
for full rollout, reports Wright.

In a similar vein, Lopez Foods Inc. in Oklahoma City, Okla., 
saw a gap between its enterprise asset management (EAM) system 
from Infor and the shop-�oor data it had extracted from PLCs on 
mechanical failures. In a presentation at February’s ARC Industry 
Forum in Orlando, Fla., Aaron Beasecker, vice president-informa-
tion technology at the McDonald’s supplier, said root-cause analyses 
of breakdowns were stymied because the system made it di�cult to 
analyze the reasons for machine failure. Equipment critical to main-

taining uptime had never been identi�ed, and there was no linkage 
between assets in the EAM and the machines on the �oor.

After tying line items in the EAM to actual production lines and 
the machinery on them in three plants, Lopez’s EAM vendor, Infor 
Inc., created category and reason code �elds for each machine stop. 
When an asset stops, the time and duration are automatically re-
corded. A technician categorizes the interruption’s cause as mechani-
cal, foreign objects or some other type, then records the reason and 
any supporting notations. By analyzing the record, managers have 
reduced mechanical downtime 20 percent and have identi�ed “train-
ing opportunities” with technicians who exceed the normal time in 
getting assets running again.

Pre-emptive failure predictions
From a corporate perspective, people are assets, too, and measur-
ing performance and cost for maintenance personnel is just as im-
portant as monitoring overall equipment e�ectiveness of a mixer 
or extruder. A stand-alone CMMS will help with OEE, but to 
optimize the performance of both machine and man rerequires 
an EAM integrated with the organization’s enterprise resource 
planning (ERP) software, insists Kevin Price, EAM head at Infor 
(www.infor.com), New York.

P L A N T  O P E R AT I O N S

Vibration analysis is within reach of process indus tries, thanks to ser-

vices such as SKF’s Machine Health Reporting Progra m. Technicians 

collect and record condition-monitoring data from t he shop �oor, then 

upload it for analysis and subsequent reports that �ag pending break-

downs before they occur.



Eaton’s Char-Lynn® H Series, S Series, 
and T Series spool valve motors 
are ideal for food and beverage 
applications. Factory nickel-plated 
to withstand freshwater wash-
down applications where corrosion 
protection is critical, Char-Lynn motors 
offer high torque at low speeds, instant 
shaft reversal, infinite bearing life at 
rated loads and extended shaft seal 
life for the value you expect from 
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And, you can find Eaton’s line of Char-
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providing the parts and the know-how 
you need to stay up and running.

Scan this code with your smartphone for 
more information.

http://esp.to/wYJKyP

The brands you count on from the people you trust...that’s Eaton and Motion Industries .

Call.  800-526-9328
Click.  www.motionindustries.com
Visit.  Over 550 Locations



�����������������������	�����������
�O �O�
���������O���������O�O���������O���������������	�����O�O���O�O����

An e�ective EAM can reduce maintenance sta�ng by up to 50 
percent, Price asserts, because unscheduled downtime and unneces-
sary preventive maintenance procedures are replaced by the condi-
tion monitoring tools of predictive maintenance.

“Fire�ghters are replaced by more advanced, skilled labor,” he says. 
However, reductions in labor, material costs and downtime require an 
EAM that functions as an operational asset. �e maintenance modules 
in accounting-oriented ERP systems are �xed-asset tools, says Price.

Condition monitoring is essential if organizations are to move 
to reliability-centered maintenance, agrees Jerry Browning, senior 
business consultant with IFS North America Inc. (www.ifsworld.
com), Itasca, Ill. Many people want their EAM or CMMS system 
to collect and analyze data from vibration analysis, ultrasonic noise 
detection and other early indicators of machine failure. “But this is 
impractical,” says Browning. “We want to attach the results of a job 
to the work order or maybe the equipment object itself so that you 
can access it later, but we’re not going to embed 20 line-item results 
from an oil analysis.”

Price points for sophisticated tools such as vibration monitors 
have fallen considerably and can be justi�ed by some food & beverage 
manufacturers, but the analytics require a skill set not often found in 
a processing organization. To �ll the gap, several vendors now o�er 
fee-for-service condition monitoring, either as a stand-alone service 
or part of an OEM’s remote-monitoring reliability service.

An example of the latter is Ingersoll Rand’s PackageCare for 
compressors. A stand-alone option is the Machine Health Reporting 
Program from SKF USA Inc. (www.skf.com/us) in Canton, Ohio.

P L A N T  O P E R AT I O N S

Phone 800.728.7805 
Learn more at HRGreen.com

For 100+ years , HR Green has 
provided water and wastewater 
treatment services.

 + ENGINEERING DESIGN
 + EPC
 + PROJECT MANAGEMENT
 + PROCESS AND 
OPERATIONS

 + IMPLEMENTATION

 + FACILITY COMMISSIONING
 + PERMITTING
 + ELECTRICAL
 + MECHANICAL
 + SCADA/CONTROLS
 + DIGESTER/BIOGAS

WATER & WASTEWATER ISSUES 
GIVING YOU A HEADACHE?

Instead of treating all plant-�oor assets as high p riorities for preventive maintenance, organizations  should focus resources on the truly critical 

ones and let some run to failure. Diagram: IFS Nort h America Inc.
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SKF’s program, which launched in 2012, blends a do-it-yourself 
element with root-cause analysis by specially trained technicians, 
who crunch the data and develop machine reports that �ag align-
ment problems and pending bearing failures, explains Eric Lautzen-
heiser, the program’s business development manager.

Clients typically identify up to 100 critical machines – ammo-
nia and air compressors, water pumps, air handling units and other 
processing, packaging and infrastructure components – and then use 
Microlog hardware cabled to a transducer sensor to capture vibration 
data from each machine. �e data are then uploaded to SKF to gen-
erate machine-health reports.

Bearing failures account for most unscheduled downtime events, 
and vibration analysis can detect bearing wear well in advance. “Time-
based maintenance is by far the most common strategy,” says Laut-
zenheiser, but that can be both ine�cient and a gateway to bigger 
problems if not properly executed. As part of a program start-up, SKF 
personnel provide training in lubrication best practices and the use of 
laser-alignment for shafts, as well as how to use the measurement tool.

�e identi�cation of critical equipment is “the heart of asset 
management,” he adds. “It comes down to, if that piece of equip-
ment stops working, I have to send everyone home.” �ose are the 
machines that manufacturers target for vibration analysis, and “they 
typically �gure out for themselves what those machines are.”

IFS’s Browning seconds that point. “Lots of people are making 
lots of money analyzing a process to distinguish between critical and 

noncritical equipment, but they come back with the same results as 
a veteran maintenance manager,” he says. “A real maintenance guy 
knows if he has redundancy.”

Blessed are the wrench turners
�e asset pecking order has implications beyond where to focus 
maintenance activities. Rather than applying preventive and predic-
tive maintenance to all assets, it can lead to a blend of approaches. 
If an asset isn’t critical to continuous operations and doesn’t pose 
a safety danger, “you can make run-to-failure decisions with more 
con�dence,” says Browning.

Managing plant assets means di�erent things to di�erent profes-
sionals in an organization. For senior management, it may be viewed 
as a cost-cutting tool, and as with any automation system, ROI is tied 
to labor reductions. For the people in the trenches turning wrenches, 
EAM and CMMS may be an upgrade from clipboards and Excel 
spreadsheets, but they also require a change in standard operating 
procedures. And that can be unsettling.

“Maintenance often is viewed as a cost, and the �rst thing compa-
nies cut in hard times is maintenance,” Browning re�ects. “Software 
can make it easier for the maintenance guy to be productive, but 
you’re not going to replace them.

“You sell these systems twice: �rst to the corporate people and 
then to the users.” In the end, those users may be the organization’s 
most critical asset.  
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   Patented design delivers superior performance
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Farm produce is ill equipped to answer the question , ‘Where did the 
food come from?’ That hasn’t stopped growers from b uilding the 

infrastructure needed to satisfy the need for trans parency.
By Kevin T. Higgins, Managing Editor

S U P P LY  C H A I N

Product safety interventions are necessary costs in food process-
ing, and the industry has spent lavishly in the 21st Century to 
prevent contaminated � nished goods from leaving the plant.

When there is a breach in safety defenses, both the public and 
supply-chain partners are placed at risk. Food passes through 
many hands between the farm and the fork, which is why one-
up, one-down traceability and rapid communication with trading 
partners is critical. � e need for visibility is just as true for fruits 
and vegetables as other product categories and particularly true for 
fresh-cut produce, which passes through more hands than fresh-
from-the-farm goods.

� at reality was the impetus of the Produce Traceability Ini-
tiative (PTI), a collaboration of three trade groups and GS1, the 
global successor organization of the UPC Council. Spurred by the 

E. coli O157:H7 contamination of spinach in 2006, the United 
Fresh Produce Assn., Produce Marketing Assn. and the Canadian 
Produce Marketing Assn. kicked o�  PTI in October 2007 with 
the stated goal to “build better transparency” in the distribution 
of fresh fruits and vegetables.

“It’s moving along at a glacial pace,” concedes Dan Vaché, Unit-
ed Fresh’s vice president-supply chain management. More e�  cient 
communication between trading partners will drive out costs, but 
companies � rst need to make investments in new technology.

ABOVE: Extensive automation characterizes Paramount  Citrus’ state-

of-the-art packinghouse, making it an ideal candida te for the electronic 

data interchange and advance ship notices envisione d in the Produce 

Traceability Initiative. Photo: Intelligrated Inc.

If 
Salads 
Could 
Speak
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Growers and packers are doing their part, but until all trading 
partners upgrade their systems, many of the cost savings won’t mate-
rialize. �e good news is that the foundation is in place, with scan-
able and human-readable labels being a�xed in the �eld. Ironically, 
growers have the least to gain: For them, PTI is essentially a cost 
without a return.

More good news arrived in January when Walmart and Sam’s 
Club began requiring suppliers of fresh produce to apply PTI-com-
pliant labels on shipments arriving at their distribution centers. Tem-
porary exceptions are granted to �rms working toward the labeling 
goal, but otherwise produce shipments will be rejected. Publix Super 
Markets had given PTI a similar push, but the chain lacked the mar-
ket clout to get a critical mass of shippers behind the e�ort.

More than six years of pushing and prodding was needed to get 
PTI to this point, and the �nancial bene�ts of the initiative won’t be 
reaped until major players scrap the hybrid pallet labels that serve as 
a bridge to the ultimate goal of advance ship notices (ASN) trans-
mitted via electronic data interchange. Besides greatly improving the 
speed and e�ectiveness of recalls, the paperless system is expected to 
drive out distribution costs.

Paramount Citrus’ newest packing house in Delano, Calif., was 
built with PTI compliance in mind. Fourteen-digit GTIN codes based 
on GS1 standards have been a�xed to every carton moving through 
the facility since it opened in 2012, according to Jason Blake, vice 
president-California packing operations (www.paramountcitrus.com). 

“We’ve always had good traceability,” says Blake, and the 650,000-sq.-
ft. facility is the �rst in the �rm’s nine-plant network to be in complete 
PTI compliance. �e GTIN code identi�es where the product was 
packed, its item code and the production date to help downstream part-
ners achieve FIFO rotation e�ciently and e�ectively, he adds.

“Packing house” connotes an operation light years away from the 
Delano plant. Vision systems that sort and grade millions of pounds 
of mandarins daily feed into automated packing and palletizing sys-
tems that blend �exibility with high speed. 

Engineers from St. Louis-based Intelligrated (www.intelligrated.
com) went through two score of design iterations on the end-of-line 
system. “�e machines are PTI ready,” promises Dave Stinson, Intel-
ligrated’s vice president-western operations. Scanners will be posi-
tioned on infeed belts to the �ve palletizers already in place (three 
more will be added in the fall) to capture case-level codes, which will 
be married to the pallet load. For now, the �rm is concentrating on 
Paramount’s precision-placement and high-speed requirements (ap-
proaching 50 cases per minute). Until retail customers are able to 
leverage ASN, there is little reason to close the data loop.

Electronic transactions
Before paperless transactions can be executed, considerable infrastruc-
ture work remains to be done, acknowledges Steve Roosdahl, director-
supply chain management for the Oppenheimer Group (oppy.com), a 
Vancouver, B.C.-based global produce distributor. “A lot of the front-
loading came on the supply side,” he says. “We were adding cost, and 
no one was stepping up” on the retail side. But he expects Walmart to 
migrate to ASN capabilities in the near term, enabling its suppliers to 
begin realizing bene�ts from their investments.

Oppenheimer conducted a two-year pilot with Safeway to dem-
onstrate the cost savings from EAN, particularly improved inventory 
management from advance visibility to shipments and any substitutions. 
�e produce sector increasingly mimics packaged foods, with buyers 
demanding mixed pallet loads instead of full pallets of a single product. 

Reconciling what was ordered with what was shipped can turn 
into a paperwork quagmire, with key-entry errors making a hash 
of data accuracy. Simply moving from hybrid pallet labels to ASN 
would save Oppenheimer $120,000 a year, Roosdahl concludes, 
but data reliability will save multiples more. “ASN o�ers signi�cant 
promise for driving traceability and improving supply chain e�cien-
cy,” he summarizes.

Capitalizing the hardware needed for ASN might best be viewed 
as an opportunity cost, suggests United Fresh’s Vaché. One un-
named distributor upgraded to a voice-pick system in conjunction 
with ASN implementation. Savings from a reduction in pick errors 
were calculated at $500,000, an e�ciency gain that will increase in 
importance as mixed pallet loads become more common.

Workers were able to pick �ve more cases per hour, saving another 
$200,000 annually. “�ey almost paid in the �rst year the cost of 
their system,” he says, with another $20,000 savings in paper costs.

Produce’s positive, “good for you” image has taken multiple 
hits in recent years; only now, seven-plus years after the fact, are 
spinach sales returning to pre-E. coli levels. �e FDA attributes 
3.15 million of the nation’s annual cases of foodborne illnesses to 
produce, with three quarters of illnesses attributable to fresh-cut 
products. �ose products’ vulnerability to cross contamination 
and the lack of a post-production kill step make fresh-cut a prime 
candidate for recalls.

Whether pre-cut or whole, fruits and vegetables are global prod-
ucts, with perhaps half the produce in U.S. grocery stores originat-
ing o� shore. “It’s not if but when we will have an outbreak,” Vaché 
points out. “We have to be able to react quickly.”

Knowing where a product came from is at least as important for 
processors, distributors and customers at the retail and foodservice 
level. As PTI gains transaction throughout the supply chain, those 
supply-chain partners not only will be able to provide the answer, 
they’ll be able to deliver it at a much lower cost. 

Knowing which �eld yielded fresh produce is the �rs t step in maximiz-
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Package Designs to Hold and Behold
Unique package structures plus stand-out graphics  

add up to design innovation at its best.
By Kate Bertrand Connolly, Packaging Editor

Innovative package design – both structural and graphic – contin-
ues to bubble up for products ranging from ready meals to award-
winning wines.
In some cases, the package structure is the hero. In others, bold 

graphics are turning consumers’ heads. And for a few, it’s the combi-
nation of structural and graphic design that makes the package pop 
on-shelf. 

William Saurin Group (www.william-saurin.fr), Lagny-sur-
Marne, France, focused on structure when developing packaging 
for its Les Cocottes (“�e Casseroles”) single-serving, heat-and-serve 
meals. �e retorted package, which is plastic, looks like an enamel 
casserole dish with a lid.

William Saurin uses the shelf-stable, microwavable package for 
a range of traditional recipes. �ese include Seafood Paella, Coq au 
Vin, Duck with Olives, Pot-au-Feu, Lemon Chicken, Stu�ed To-
mato and several other �sh, poultry and meat dishes. �e colorful 
casserole packs come in yellow, red and blue.

�e packaging’s bright colors and unusual, appealing structural 
design work together to catch shoppers’ attention and di�erentiate 
the products from those of competitors.

One of the design goals of the project was “to recruit new cus-
tomers from other markets, such as fresh prepared food, by of-
fering a premium product in an original and aspirational plastic 
[package],” explains Philippe Lalere, marketing director at Wil-
liam Saurin. Les Cocottes products are sold in primarily in France 
and Belgium.

�e custom-designed tubs are made of a multilayer material in 
which ethylene vinyl alcohol (EVOH) copolymer is sandwiched 
between layers of polypropylene (PP). RPC Bebo Plastik (www.
rpc-bebo.com), Bremervörde, Germany, thermoforms the tubs; 

PAC K AG I N G

ABOVE: In France, William Saurin Group’s Les Cocott es (“The Casse-

roles”) are single-serving, heat-and-serve meals in  retorted packages 

that, while plastic, look like enamel casserole dis hes with lids.
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RPC Bramlage (www.rpc-bramlage.de), Lohne, Germany, injec-
tion molds the color-coordinated polypropylene lids.

�e PP/EVOH/PP material used to form the tubs “allows the 
packaging to be retorted and microwaved … and has a high barrier 
to oxygen,” says Benjamin Bourbon, key account manager and tech-
nical assistance manager with RPC Barrier Containers. “In between 

the layer of PP and EVOH, you have a tie layer to bring the overall 
structure together. �is allows … the product to reach a shelf life of 
18 months, at ambient temperature.”

On William Saurin’s packaging line, the tubs are �lled, sealed 
with a barrier lidding �lm and retorted. Lids are attached to the tubs, 
and a paperboard belly band printed with brand and product infor-
mation is applied. Each package holds 370 or 400 grams.

�e RPC groups worked closely to engineer the tub and lid for a 
secure �t. “�is was one of the technical challenges for this concept, 
as the pot is smaller … after the retort process,” Bourbon explains. 
“�e lid has to �t on the retorted pot.”

A �exible approach
A very di�erent but equally innovative package design – a �exible, 
box-like structure – found its �rst commercial application with Fla-
vor Tree Premium Dark Chocolate Pretzels from John B. San�lippo 
& Son Inc. (www.jbssinc.com), Elgin, Ill. �e product was a limited-
edition o�ering for the 2013 holiday season.

�e pretzel pack is formed from a multilayer �lm lamination 
of polyethylene terephthalate (PET) and polypropylene, and it is 
�exographically printed. Package graphics make the �lled package 
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look like a gift box tied with a bow.
Clear Lam Packaging Inc. (www.clearlam.com), Elk Grove Vil-

lage, Ill., developed the six-sided package format, which it markets 
under the PrimaPak trade name. Clear Lam also supplies the form-
�ll-seal equipment and �lm used to create the package. 

�e package provides a lighter-weight, more environmentally 
friendly alternative to rigid packages, such as jars, tins, trays, com-
posite cans and cartons. It’s also stackable and reclosable. Roman 
Forowycz, group president and chief marketing o�cer at Clear 
Lam, describes the package as a “pop-up box” with an integral 
open/reclose feature.

Regarding sustainability, Forowycz says: “Since the PrimaPak 
package begins as �exible roll stock, we’re able to get more packages 
onto a truck … and into a warehouse … than the containers it re-
places. �is bene�t translates into tangible supply-chain e�ciencies 
and greenhouse-gas emission reductions.”

For example, replacing a 401 composite can with a 12.5-oz. ver-
sion of the �exible package could reduce truckloads to the point of 
saving 237,000 fewer gallons of fuel, 5.5 million pounds of green-
house-gas emissions and 81,000 sq. ft. of warehouse space. Forowycz 
says these �gures are based on a case study projecting freight and 
weight savings for 100 million packages.

From the perspective of retailers as well as consumers, the Fla-
vor Tree package is easier to handle than rigid packaging because 
it’s lighter. In addition, retailers �nd the stackable package easier to 
display and store. �e pack’s rectilinear shape also provides ample 
billboard space for brand-building on-shelf.

For consumers, the reclosable feature, which is built into the roll 
stock, provides ease of use. “We’ve eliminated the separate lid found 
on rigid containers. �e open/close technology enables us to provide 
a hermetic seal that is intuitive and easy for the consumers to use,” 
Forowycz says. 

“Consumers open the package by grasping the tab and gently 
peeling it open. To reclose the package, the consumer simply lays 
the lid back down, and it reseals to [the] top of the package,” he 

adds. “�ere’s no need to reposition or align the lid.”
�e Flavor Tree package has a target �ll weight of 11 oz., but the 

package format can be used to pack products weighing from 5 oz. to 
3 lbs., according to Clear Lam. 

Power to the purple
TriVita Inc. (www.trivita.com), a Scottsdale, Ariz.-
based nutraceutical company, went with a combina-
tion of bold structural design and intense graphics 
for its Adaptuit stress-relief drink, which launched 
in 2013.

�e Adaptuit package is a 32-oz., high-
density polyethylene bottle with a sculptural 
geometric shape and monochromatic purple 
graphics. �e easy-to-grip bottle features a 
rounded hexagonal shape.

TriVita worked with TricorBraun (www.
tricorbraun.com), St. Louis, to create the pack-
age structure. One of the design objectives was to 
di�erentiate the Adaptuit product from TriVita’s 
Nopalea supplement drink, which is packaged 
in a shapely pomegranate-pink bottle.

“While the Adaptuit bottle shape still 
retains the ergonomic factor of a pinched 
waist for grip-ability, it is a more angular 
shape, giving it a di�erent energy and edgi-
ness from the Nopalea product,” explains 
Suzanne Fenton, director of marketing at 
TricorBraun.

Enhancing the distinction between the 
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delivered their industrial electric vibrators 
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Now we are putting our name on it. 
Italvibras, the global leader in industrial 
electric vibrators since 1959. 
Come and visit us at our new Distribu-
tion and Service Center in Princeton, IL 
or at www.italvibrasusa.com.
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FULLY STAINLESS STEEL

Even the bottle for Adaptuit stress-relief drink 

is calming. TriVita Inc., the formulator, went 

with a combination of bold structural design 

and monochromatic purple graphics.
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two products, the Adaptuit color scheme is shades of purple with 
the brand name printed in white. � e bottle is decorated using lith-
ographically printed full-body shrink sleeves, and a color-matched 
purple cap completes the visual e� ect.

Last year, the package design was among the winners of the annu-
al American Graphic Design Awards contest sponsored by Graphic 
Design USA magazine.

Vibrant graphics 
Another award-winning package comes from family-owned Okan-
agan Villa Estate Winery (www.okanaganvilla.com), Kelowna, 
B.C. � e Canadian winery won packaging and tasting awards in 
the most recent World Beverage Competition, for Vibrant Vine 
(www.thevibrantvine.com) wine. � e Vibrant Vine labels are ren-
dered in three dimensions. 

Vibrant Vine products and packaging are truly a family proj-
ect. Wyn and Marion Lewis own the winery; their son Anthony 
Lewis is the Vibrant Vine winemaker; and another son, artist Phil 
Lewis (www.phillewisart.com), Boulder, Colo., creates the label 
art and the 3-D artwork hanging in the winery’s Vibrant Vine 
Tasting Room. 

To appreciate the colorful, dreamlike, nature-based artwork 
on the Vibrant Vine labels and tasting room walls, each visitor “is 
greeted at the door and given a pair of 3-D glasses,” says Wyn Lew-
is. After entering the tasting room, “everything you see from that 
moment on is in 3-D.”

 Dust-Free Enclosed System – No Filters!   Energy-ef�cient  
 Gentle Handling – Less Breakage!   Low Decibels – Quiet!

 Minimal Footprint   Clean-in-Place Options

C
ab

le
ve

y 
is

 a
 r

eg
is

te
re

d 
tr

ad
em

ar
k 

of
 In

tr
ac

o,
 In

c.
 0

3/
20

14

(641) 673-8451
www.cablevey.com

Dust-Free Enclosed System – No Filters!  Energy-ef�cientNo

Gentle Conveying

HVH

Cleaning Options

Foam: foam is introduced into the system,
touching all internal parts in the system

Wet Cleaning

Sponge: disposable sponge to 
apply sanitizing cleaner

Dry Cleaning

�	�"�O�5�+�1�.�O�3�%�*�!�O�%�/�O�����(�(�!� �O���%���.���*�0�O���%�*�!���O�0�$�!�O�,�����'���#�!�O���!�0�0�!�.�O���!�O���(�/�+���O���%�(�(���O���/�!

�0���0�!�O���%�*�!�.�5�O�3�!�*�0�O�+�*�!�O�)�+�.�!�O�/�0�!�,�O���5�O��� � �%�*�#�O���!���O���.�0�O�3�+�.�'�O�0�+�O�0�$�!�O���+�0�0�(�!���O

���!�0���%�(�!�.�/�O�)���5�O�,�.�+�2�%� �!�O���!���O�#�(���/�/�!�/��



�����������������������	�����������
�O �O�
���������O���������O�O���������O���������������	�����O�O���O�O�	��

PAC K AG I N G

To provide a 3-D experience for shop-
pers looking at Vibrant Vine bottles in 
stores, the winery provides retailers with 
3-D glasses that they can attach to the 
doors of their refrigerated display cases. 
The 3-D effect has a noticeable effect on 
purchase decisions.

“It has an enormous impact on sales,” 
Wyn Lewis says. “We have another brand, 
which is the Okanagan Villa Estate Winery 
brand, and that does not have the 3-D labels. 
We’ve done many, many tests in stores where 
we have the Okanagan Villa and Vibrant 
Vine [bottles] right next to each other. We 
watch customers come in, and the hand goes 
instinctively to the Vibrant Vine, not to the 
Okanagan Villa.”

� e Vibrant Vine label’s appeal is also 
a tactile issue. “People are amazed that the 
shrink wrapping can produce such a smooth 
surface over the glass. It’s indistinguishable 
from the glass,” Wyn Lewis says. “It’s as if 
the glass has been printed.”

TricorBraun WinePak (www.tricor-
braunwinepak.com), Fairfield, Calif., 
supplies the Vibrant Vine bottles, which 
winery employees label by hand prior to 
filling. The label is a full-body shrink 
sleeve.

A happy labeling mistake led to the win-
ery’s “Oops?” wine, when employees acci-
dentally applied the label upside-down on a 
number of bottles of 2012 vintage Vibrant 
Vine white wine blend. � e resulting bottle 
looked so interesting that the winery ulti-
mately labeled 8,000 bottles that way and 
named the batch Oops?

What was inside the bottle was appar-
ently quite interesting, too: Oops? won 
the Platinum/Best of Show award in the 
white wine tasting category of the 2013-

2014 World Beverage Competition. Vi-
brant Vine 2012 Gewürztraminer took a 
bronze award for packaging and tasting in 
the same competition. The 2013 vintage 
of Oops? – to be called Woops? – was to 
launch on March 1.

Whether the Vibrant Vine labels are 
right-side-up or upside-down, they will 

continue to be printed in 3D, and the art 
will be the work of Phil Lewis. So far, five 
of his artworks have been used on Vibrant 
Vine labels. Referring to the many pieces 
of art Phil has created, Wyn Lewis says, 
“We’ll work our way through that over 
the next 10 years. That’s going to be our 
brand signature.” 
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Visit our Packaging Topic Center at 
www.FoodProcessing.com by pull-
ing down the second gray tab (Top-
ics) in the navigation bar at the top of 
every web page. There you’ll � nd 142 
�#�!�*�!�.���(�O���.�0�%���(�!�/���O�������O�,�.�+� �1���0�/�O���*� �O�	���O
news stories. Or use the search bar 
to look for just about any packaging 
topic you need information on (glass, 
for instance, will get you 240 hits; 
� exible packaging will bring up 119). 
We have hundreds of relevant stories 
for your packaging research. 
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�� egulatory issues will become a special focus at the annual Food 
Safety Summit, scheduled for April 8-10 at the Baltimore (Md.) 
Convention Center. O�cials from the FDA and its Center for 

Food Safety and Applied Nutrition will be among speakers at the confer-
ence, and a town hall meeting the morning of the �nal day will feature 
Mike Taylor, FDA’s deputy commissioner for foods; Brian Ronholm, 
USDA’s deputy under secretary for food safety; and Joseph Corby, ex-
ecutive director of the Assn. of Food and Drug O�cials.

�e event actually starts a day earlier with Monday, April 7, de-
voted to three training sessions, which may include continuing edu-
cation units. �e courses are HACCP training, seafood HACCP and 
food fraud.

April 8 sessions include ServSafe manager training; One Health 
approach to improving food safety; Building blocks for a success-
ful safety and quality management strategy; Traceability: Taking a 
mock recall to the next level; HACCP training (cont.); and Doing 
the right thing – Meeting consumer and FSMA food safety expec-
tations. �e day concludes with a welcome reception that includes 
meeting state and local regulators.

�e keynote presentation is the centerpiece for Wednesday, April 
9. “CEO leaders – �eir commitment to food safety and quality” will 
feature Ed Lonergran, CEO of Chiquita Brands, and Don Zietlow, 
president/CEO of Kwik Trip Inc., from 9:30-11 a.m. A follow-up 
session will be at 2:30 p.m.

Preceding sessions that day include Agricultural water quality stan-
dards; Preparing for and responding to natural disasters; Beef industry 
learnings; Food fraud & economically motivated adulteration.

Afternoon sessions are Food safety hazards revisited; Nonther-
mal technologies for ready-to-eat foods; Enforcing FSMA (featuring 
state regulators); Storage and distribution; Response to crisis in social 
media; Defense and the C-suite; and Food safety in a food retail 
business.

An exhibit hall will be open 10:30 a.m.-5 p.m. on April 9 and 10.
April 10 will feature NSF International’s Food Safety Leadership 

Awards, followed by the town hall conversation with o�cials from 
FDA, USDA and AFDO; both of those start at 9:30 a.m.

Preceding sessions are Food allergen control; Environmental 
monitoring at retail; Auditing options; and On the farm.

Afternoon sessions – which also conclude the Food Safety Sum-
mit – are Hot topics and leading issues in food safety and Foodser-
vice requirements for foodservice – both of them two-part sessions. 

Industry speakers for various sessions include o�cials from 
Brinker Intl., Campbell Soup, Cheesecake Factory, Chick-Fil-A, Co-
ca-Cola, ConAgra, Dawn Foods, Dole, Earthbound Farm, Hormel, 
Jack in the Box, McDonald’s, Nestle Purina, Popeye’s, Tyson and 
Yum Brands.

For more info and registration, see www.foodsafetysummit.com. 
Below are two companies that will be exhibiting at the trade show.
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National Coverage, Local Expertise
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Solutions for Proactive Pest Management
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Industrial Fumigant Co.
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Casting dispersions
The MegaShear Ultra-High Shear Mixer 
is designed for homogenizing dispersions 
and disintegrating large solid particles or 
droplets suspended in liquid. An inline 
rotor/stator design, the mixing head turns 
at tip speeds well over 11,000 ft/min and 
generates extremely complex f low pat-
terns without sacrificing throughput. The 
intense mechanical and hydraulic shear 
results in a very fine particle size distri-
bution. Materials are fed by gravity or 
pumped to the mixer. When an auxiliary 
pump is used it can handle viscosities up 
to around 200,000 cP or higher. It offers 

an alternative to high pressure homog-
enizers. 
Charles Ross & Son; Hauppauge, N.Y.
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Big lights, too
�e High Bay LED is designed to for in-
dustrial usage, manufactured from a solid 
piece of anodized, extruded aluminum that 
includes ribbed �ns at the top to further 
increase surface area. �e design allows the 
entire structure to act as a heat sink, moving 
heat away from the �xture and the LEDs. 
Because of its ability to dissipate heat, the 
�xture comes with a seven-year warranty for 
all parts, including the power supplies. �e 
maintenance trays on the �xture protect the 
LEDs and can easily be wiped down or re-
placed to allow the light to again shine fully.
���%�#�O���/�/�O���%�#�$�0���O���!�4�%�*�#�0�+�*���O���5��
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Bulk of the work
�e portable Material Master Bulk Bag Dis-
charging system features a fork-lift loaded 

bulk bag lifting frame with adjustable height 
upper frame. Sanitary, no-tube penetration 
design features welded stand-o�s for mount-
ing components to facilitate convenient 
equipment cleaning in a wash-down envi-
ronment. Unit framework is constructed 
from 304 stainless steel structural tube with 
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capped ends and is continuously TIG weld-
ed. It features a discharge gate for partial bag 
discharging, a bag spout access chamber and 
a bag spout clamping system for dust-tight 
discharge. Custom sanitary design allows 
tool-less removal and disassembly of product 
zone components for rapid sanitation.
�
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Aerating product volume
�e Shu�emixer is a line of aerators for 
aerating and depositing cream, mousse 
and meringue. Designed for use in baker-
ies for pie and cake decorating, it increases 
product volume up to three times com-
pared to a traditional batch mixer, result-
ing in a more stable product that will hold 
its shape and form longer. Product can go 

directly from most containers to the mixer 
and directly to a depositor hopper without 
human contact. �e mixer produces a con-
sistent product hour after hour. Available 
in four sizes, the series suits various pro-
duction facilities including retail and mass 
production. 
���*�%�ü�(�(�!�.���O���!�(�0�����O���.�%�0�%�/�$�O���+�(�1�)���%��

�	�	�	�!�������!�	���������O�3�3�3���1�*�%�ü�(�(�!�.�����+�)

Gentle, enclosed transfers
�e Flexi-Disc line of tubular cable con-
veyors adds a 6-in. (15cm) diameter system, 
more than double the capacity of its recently 
introduced 4-in. (10cm) diameter conveyor. 
�e conveyor is intended for the gentle trans-
fer of fryable materials including virtually all 
beans, cereals, co�ees, dried fruits, frozen 
vegetables, grains, nuts, beans, pet foods, 
seeds, snack foods, spices, teas and other 
fragile food products. Typical non-foods 
include bulk chemicals, minerals, chopped 
�berglass and pellets of all types. Low-fric-
tion, high-strength polymer discs slide ma-
terials gently and dust-free through smooth 
stainless steel tubing, which can be routed 
horizontally, vertically or at any angle. 
���(�!�4�%���+�*���O���!�0�$�(�!�$�!�)���O������
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For the birds
Many facilities and growers su�er from pest 
bird infestation. Bird netting is one way to 
be rid of the problem. �ere are many types 
of bird netting, each geared to exclude spe-
ci�c types and sizes of birds, as well as the 
application and venue. Heavy-Duty Poly-
ethylene, No Knot and Ultra Net Plastic 
are speci�c types to stop pests ranging from 
large birds such as gulls to smaller birds such 
as pigeons. �ere products can be used in-
doors or outdoors.
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Pumping whole meats
�e SST Vertical Hopper 
Progressive Cavity Pump is 
able to convey whole meats 
while maintaining the integ-
rity of the product without 
causing shear. Less than one 
percent of processed goods 
including deboned chicken 
breasts, thighs, livers or any 
other poultry meat products 
are damaged with the use of 
this pump. All wetted parts 
are FDA compliant. With 
conveying capacities up to 
572 GPM, pressures up to 
360 PSI, and Smart Stator Technology, the pump is a whole-meats 
pumping solution. Ninety-�ve percent of the components are fabri-
cated, manufactured or purchased from sources in the U.S.
Seepex; Enon, Ohio

937-864-7150; www.seepex.com

Making air on-site
�ree ranges of on-site nitrogen and oxygen generators increase pu-
rity and e�ciency in a variety of applications. �e new products in-
tegrate with existing compressed air installations and eliminate the 
operational and administrative costs associated with purchasing, 
transporting and storing bulk liquid supplies of gas. �e OGP oxy-
gen generator utilizes zeolite pellets that act as the adsorbent. �e 
membrane nitrogen generator (NGM) incorporates a bundle of poly-
mer �bers that acts as a membrane to separate compressed air and 
produce enriched nitrogen. �e nitrogen generator (NGP) incorpo-
rates a carbon molecular sieve that adsorbs oxygen molecules from 
compressed air.
Atlas Copco; Acworth, Ga.

770-795-0112; www.atlascopco.us

Replace your analog meter
Replace your outdated ana-
log meter with the new Series 
BGM Bar Graph Meters. 
�ese digital bar graph me-
ters are extremely durable 
and can replace a wide range 
of analog meters. �e four-
digit display will signi�cantly 
reduce the potential of hu-
man reading error produced 
when reading traditional analog meters. It has a keypad that allows 
for easy access of features without complex menu structures. With 
the combined ability to create a wide range of custom faceplate and 
the optional NEMA 4X bezel, the series BGM can be used in a va-
riety of applications. �e LED bar graph adds a visual indicator of 
the measured value so that it can be visually analyzed to prevent 
accidents or system failures from happening. �ey are available in 
vertical or horizontal orientations, with optional relay outputs, and 
o�ered with 0 to ±10VDC or 4 to 20 mA signal inputs.
Dwyer Instruments; Michigan City, Ind.

800-872-9141; www.dwyer-inst.com

TO LEARN MORE ABOUT 
 

Visit www.pfadvantage.com     
or call 1.866.689.0085 
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FOOD SAFE  
MAINTENANCE  

SOLUTIONS

LOWER MAINTENANCE COSTS, INCREASE 
EFFICIENCY, AND PREVENT RECALLS.
LPS® understands the challenges you face. And we’re 
dedicated to helping you lower costs while preventing 
contamination, recalls, and downtime.

From our comprehensive line of 
maintenance chemicals to our exclusive 
DETEX™ technology, LPS® has your 
food safe solution.

Learn more about the 
revolutionary DETEX™ offering 

only available through LPS ®.  
www.lpslabs.com
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Economic Development Groups
California
Upstate California Econ. Dev. Council 530-528-2770 www.edoncal l.com
City of Victorville Econ. Dev. Dept. 800-780-1050 www.victorvill ecity.com
Georgia
Georgia Dept. of Econ. Development 404-962-4000 www.georgia.o rg
Location Georgia-MEAG Power 770-563-0435 www.meagpow er.org
Macon Econ. Dev. Commission 478-621-2036 www.maconw orks.com
Indiana
Northeast Indiana Partnership 260-469-3471 www.nein diana.com
Iowa
Sioux City Econ. Dev. Dept. 712-224-5500 www.locatesiouxcity. com
Siouxland Initiative 712-255-7903 www.siouxlandcham ber.com
Kansas
Go Topeka 785-234-2644 www.topekachamber.org
Kentucky
Greater Paducah Econ. Dev. Council 270-575-6633 www .gpedc.com
Louisiana
Baton Rouge Area Chamber 225-381-7136 www.brac.org
Louisiana Economic Development 225-342-0212 www.lou isianaforward.com
Missouri
Missouri Partnership  877-725-0949 www.missouripart nership.com
Neosho Area Economic Development 417-451-2945 www.c ityofneosho.com
Nebraska
Nebraska Public Power District 800-282-6773 www.sites.nppd.c om
New York
Fulton County Econ. Dev. 518-773-8700 www.sites4u.org
Greater Rochester Enterprise 585-530-6200 www.roches terbiz.com
North Carolina
Piedmont Triad Partnership 336-369-2203 www.piedmonttriad nc.com
Ohio
Allen Economic Development Group 419-222-7706 www.aedg.org
South Carolina
Greenwood Partnership Alliance 864-388-1250 www.par tnershipalliance.com
Tennessee
Tennessee Valley Authority 865-673-2289 www.tva.gov
Texas
Amarillo Econ. Dev. Corp. 806-371-01112 www.amarill oedc.com
Longview Econ. Dev. Corp. 903-753-7878 www.longviewusa.com
Red River Development Authority 903-223-9841 www.rrcp.org
Virginia
City of Danville 434-793-1753 www.discoverdanville. com
Hampton Roads Econ. Alliance 757-664-2634 www.hreda .com
Washington
Port of Grandview 509-840-4274 www.portofgrandview.org
Canada
Quinte (Ontario) Econ. Dev. Comm. 613-961-7990 www.quintedeve lopment.com
Mexico
Agro Industrial Dev. Com of Mexicali 866-353-4626 www.agroindust rial.org.mx

Lubricants
Bel-Ray Co. 732-938-2421  www.belray.com
Camie-Campbell Inc. 800-325-9572 www.camie.com
Chevron Texaco, Global Lubricants Div. 714-846-3233 www.chevron texaco.com
Citgo Petroleum/Clarion Lubricants 800-248-4684 www .clarionlubricants.com
Dow Corning Corp. 989-496-6000 www.dowcorning.com
Exxon/Mobil Industrial Lubricants 800-662-4525 www. mobilindustrial.com
Fuchs Lubricants 800-645-6368 www.fuchs.com
Hasco Oil Co. 562-595-8491 www.hascooil.com
Huskey Specialty Lubricants 909-340-4000 www.huskey. com
Jax/USA Behnke Lubricants 262-781-8550 www.jax.com
Jet-Lube 800-538-5823 www.jetlube.com
Ken-A-Trix Lubricants 206-764-4668 www.kematrix.com
Key International Inc. 732-536-9700 www.keyinternat ional.com
Kluber Lubrication North America 603-6474104 www.kluber.com
Krylon Products Group 800-777-2966 www.KPG-Industri al.com
LPS Laboratories 770-243-8901 www.lpslabs.com
Lubriplate 800-733-4755 www.lubriplate.com
Natoli Engineering Co. Inc. 636-926-8900  www.natoli.com
Orange Line Oil Co. 909-623-0533 www.orangelineoil.com
Petro-Canada Lubricants 800-268-5850 www.petro-cana da.com
Shell Lubricants, Food & Bev. 800-840-5737 www.shell.com/food
Spray Dynamics Inc. 636-629-7366 www.spraydynamics. com
Sprayon/Sherwin-Williams Co. 800-777-2966 foodgrade .sprayon.com
Summit Industrial Products 800-749-5823 www.kisummi t.com
Total Lubricants USA Inc. 908-374-5052 www.nevastane.com
Ultrachem Inc. 302-325-9800  www.ultracheminc.com

Need a good belt?
Dura�ex Edge is a new open metal conveyor 
belt for dairy, meat, poultry and food manu-
facturers. It has a clinched edge design to elimi-
nate any potential for product contamination 
by preventing metal pieces from breaking 
o� the belt’s edge. It claims to last almost 40 
times longer than others without distortion or 
breakage. Its technology bends with a hinge in 
both directions, eliminating friction and metal 
fatigue and ensuring proper tracking. It is self-
cleaning, pushing food product residue out as 
the belt turns on the conveyor. �e technology 
increases belt life, decreases downtime and im-
proves manufacturing operations. 
Cambridge Engineered Solutions  

Cambridge, Md.

877-649-7492; www.cambridge-es.com

Mixer solutions provide e�ciency 
Weiler vacuum mixers are designed with 
the sausage and poultry industries in mind. 
Air evacuation is an important feature of a 
vacuum mixer as processors remove air from 
the product to eliminate voids and ensure a 
consistent product density every time. E�ec-
tive vacuum can signi�cantly decrease the 
load time and the amount of mix time needed 
for protein extraction, an important compo-
nent for better �avor, water holding capacity 
and improved yields. For sanitation and food 
safety, Weiler mixers are made with heavy-
duty, 100 percent stainless steel construction. 
Shaft seals are uniquely designed to ensure 
optimum performance and hygiene. All food 
contact surfaces can be hand-polished for 
easy, e�ective cleanability to ensure optimum 
product quality and product safety. No inter-
nal ribs or ba�es exist on the hood, which 
helps prevent product from adhering to this 
area. �is promotes better yields, maximum 
e�ective cleanability and further ensures 
product safety.
Provisur Technologies; Mokena, Ill.

708-479-3500; www.provisur.com

Spiro�ow Systems Inc. (www. spiro-

�owsystems.com), primarily a builder 

of powder and bulk solids material 

handling solutions, launched a new 

business that provides a range of auto-

mation solutions. Spiro�ow Automation 

Solutions Inc. o�ers automation project 

services and solutions that include 

project development, control system 

design, industrial automation integra-

tion, control system migration, HMI 

design, procurement, startup and long 

term support across a wide variety of 

industries.
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CHECK OUT
WWW.FOODPROCESSING.COM
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CO N TAC T:  P O L LY  D I C KS O N  AT  P D I C KS O N @ P U T M A N . N E T  TO  A D V E RT I S E

E M P LOY M E N T

careers@tsloan.com

careers@tsloan.com

DIR of APPLICATIONS-DAIRY&SAVORY SAUCES $120K+

CORP MGR of TECH SERVICES/QA-QC/REGULATORY $105K+

KEY ACCT /TECHNICAL SALES –
FLAVORS, FOOD INGRED’S $130K+

R&D/APPLIC-SEASONINGS for SNACK/MEAT $85K+

DIR OF SEASONINGS FOR MEAT/PROTEIN APPLICATIONS $115K+

R&D/QA – PROBIOTICS, CULTURES, YOGURT $80K+ 

R&D – DRY PET FOOD & TREATS $100k+

QA/ REGULATORY SUPVS/ MGRS $90K

PLANT SAFETY MANAGER 60K-70K

REGIONAL SALES OF DESIGN-
BUILD SERVICES $80-100K +BONUS

PET FOOD (DRY/SEMI-MOIST) - PRODUCTION SUPV To $75K

PROJECT ENGINEER - FOOD EQUIPMENT TO $65K

DAIRY MAINTENANCE MECH/SUPV TO $60K

UTILITY ENGINEERS – FOOD TO $85K

SIX SIGMA BLACK BELT PROCESS ENGINEER $$/Experience 

PRODUCTION SUPV/ MGRS- all food $60-100K

PLANT/OPERS MGR’S/DIRS – ALL FOOD TO $150K

SEAFOOD WAREHOUSE GENERAL MANAGER TO $150K 

Judge Executive Search
Sr. Level Retained Search 
C-Level Searching 
Operations  
Engineering  
Quality  
Supply Chain  
Marketing & Sales
Finance & Accounting

Judge Inc. - Perm Placement
Contingent Plant Level Search
Maintenance / Engineering
Operations Leadership
Research & Development
Quality / Sanitation
Process Improvement
Human Resources
Logistics / Distribution

THE JUDGE GROUP 
Permanent Placement Sta�ng Services 
Across the U.S., Mexico & Canada

THE SKILLS YOU NEED
THE PEOPLE YOU WANT
WWW.JUDGE.COM

To submit your 
resume or search 

engagement contact 
Stephen Green

President
Judge Executive Search 

(888) 228-7162, *1647 
sgreen@judge.com

40th

Anniversary
Since 1970

www.CareersInFood.com

OVER 10,000 OPPORTUNITIES

The #1 Job Board for Food & Beverage 
Manufacturing Professionals

IN YOUR INDUSTRY
www.CareersInFood.com

AT YOUR FINGERTIPS
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Where can you compare your salary with that of nearly 2,000 other food & bevera ge 
workers?

What’s the only magazine that goes to the entire food & beverage industry – to al l 
food categories and all job categories?

That’s right, you’re holding it in your hands. The paper version anyway. Fo r those 
past stories mentioned above plus thousands of other useful pieces of inf ormation, 
put down the magazine (for now anyway) and go to www.FoodProcessing.com . 

Bookmark it and return daily for news updates … research companies in the 
interactive Top 100 © (you can � nd addresses, key executives, even brand names) 
… search for information you need for your job … search for the newest food & 
beverage products and the ingredients and equipment  you need to make them. All 
at …

Where’s the only list of the 100 largest 
food & beverage companies in the U.S.? S.?
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E Q U I P M E N T

24 / 7 EMERGENCY SERVICE
BOILERS

20,000 - 400,000 #/Hr.

DIESEL & TURBINE GENERATORS
50 - 25,000 KW

GEARS & TURBINES
25 - 4000 HP

LARGEST INVENTORIES OF:
���"�(�����(� ����� ���*� �(�)���.�������&�%�&�$�"�-� �(�)���.����� ��� �(���*�&�(�)

���+�$�'�)���.�����&�*�&�(�)���.�����+� �#�����"�#����� ���*�"�%�!���� ���+�$�'����� �*�)
V���#�,� �)���.�����+��� �)���.�����&�%�*�(�&�#�)���.�����&�$�'�(� �)�)�&�(�)
���+�#�,� �(�"�-� �(�)���.����� �%�*���#���
�&�"�#� �(�)��������� �%� �(���*�&�(�)

847-541-5600 FAX: 847-541-1279 
visit www.wabashpower.com

FOR SALE/RENT

POWER
EQUIPMENT CO.

444 Carpenter Avenue, Wheeling, IL 60090

wabash

�r�����3�F�Q�M�B�D�F�N�F�O�U���#�M�B�E�F�T���G�P�S���B�M�M���N�P�E�F�M�T��
�P�G���)�F�B�U���&�Y�D�I�B�O�H�F�S�T

�$�B�M�M���V�T���G�P�S���G�B�D�U�P�S�Z���E�J�S�F�D�U���Q�S�J�D�F�T������

Terlotherm
Scraped
Surface

Heat
Exchanger

Typical applications
include

�)�F�B�U�J�O�H���t���$�P�P�M�J�O�H��
�$�P�P�L�J�O�H���t���1�B�T�U�F�V�S�J�[�B�U�J�P�O

(856) 241 9970
www.terlotherm.com
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www.foodprocessing.com
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NORTHEAST U.S./EASTERN CANADA  
MI, IN, OH, VA, WV, MD, DE, DC,NJ, NY, CT, PA,MA, R I, 
VT, ME, NH & Eastern Canada
Jim Maddox, Regional Sales Manager
jmaddox@putman.net
1501 E. Wood�eld Rd., Ste. 400N, Schaumburg, IL 601 73
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CENTRAL U.S.
WI, MN, IL, IA, MO, AR, TX, KS, NE, OK, SD, ND
Larry Bagan, Publisher
lbagan@putman.net
1501 E. Wood�eld Rd., Ste. 400N, Schaumburg, IL 601 73
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SOUTHEAST U.S.
NC, SC, GA, FL, KY, TN, AL, MS, LA
Jim Maddox, Regional Sales Manager
jmaddox@putman.net
1501 E. Wood�eld Rd., Ste. 400N, Schaumburg, IL 601 73
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WESTERN U.S./WESTERN CANADA
MT, WY, CO, NM, ID, WA, OR, CA, NV, UT, AZ & West-
ern Canada
Larry Bagan, Publisher
lbagan@putman.net
1501 E. Wood�eld Rd., Ste. 400N, Schaumburg, IL 601 73
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INTERNATIONAL
Larry Bagan, Publisher
lbagan@putman.net
1501 E. Wood�eld Rd., Ste. 400N, Schaumburg, IL 601 73
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Polly Dickson, Digital & Print Sales Specialist
pdickson@putman.net
1501 E. Wood�eld Rd., Ste. 400N, Schaumburg, IL 601 73
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Taiwan - Sydney Lai
Ringier Trade Publishing
�
���!�����O���+���������O
Zhongming Rd., North District, Taichung 
City 404, Taiwan
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sydneylai@ringier.com.hk

China - Craig Shibinsky, International Media, Direc tor
Ringier Trade Publishing Ltd.
1001 Tower 3, Donghai Plaza
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200040 China
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craig@ringier.com.hk
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M A R K E T  V I E W
By John Stanton, Contributing Editor

T ime magazine recently devoted a full two pages on Cheerios 
“Ditching GMOs.” I was curious how consumers would in-
terpret this action, which was taken only on the original for-

mula Cheerios.
Would consumers think GMOs (genetically modi�ed organisms, 

or genetically engineered ingredients) must be bad because General 
Mills removed them from the iconic Cheerios? Or would they ques-
tion if all of the other General Mills products are now inferior to 
the GMO-free products? How would this a�ect sales of the other 
Cheerios brands, which apparently still have some genetically engi-
neered ingredients?

I’m not sure I really understand the scienti�c positives and nega-
tives of GMOs. However, Time magazine quotes an NPD survey as 
reporting 20 percent of consumers say they are very or extremely 
concerned about genetically modi�ed foods – which is up from 10 
percent in 2002. What isn’t clear in the article is the exact wording 
of the survey question.

In the past I have found wording to be critical to interpreting the 
results of surveys. For example the survey may have said, “Are you 
concerned about scientists changing the genetic makeup of the foods 
you eat?” Or did the survey say, “Are you concerned about eating 
vegetables that have the genes of a frog?” Equally important, they 
don’t report the extent to which those who were surveyed had any 
prior knowledge of GMOs.

�ey also quote a General Mills vice president as saying, “We did 
it because we think consumers might embrace it.” I suspect that if I 
was on the General Mills board of directors, I would be asking the 
question, “You suspect consumers would accept this?” If I were put-
ting the rest of my product line in some level of jeopardy, I would 
like to be damn sure that many of General Mills consumers would 
accept this change.

My concern is not simply about GMOs. It is about continuing a 
perception that certain foods or ingredients may be bad for you, or at 
least bad enough that the company would take them out of some of 
its products, but not out of all of its products. If GMOs are so bad, 
then no General Mills cereal should have them. If they’re not so bad, 
why have such a huge public relations campaign claiming you’re tak-
ing them out?

Time magazine also says General Mills thinks GMO ingredients 
do not pose a health risk. I might ask, along with millions of other 

consumers, then why take them out? Do consumers think they are 
taking them out because they don’t taste good? I think the only logi-
cal conclusion consumers will reach is GMOs must be a health risk.

I’ve seen this situation before. A bakery in the Philadelphia region 
created a new snack product without all of the perceived-to-be “bad” 
ingredients. It named this new product “Sensables.” �e problem of 
course is that by implication the remainder of the product line was 
“not sensible.” I wanted to ask the management the extent to which 
they felt the new product may have hurt the remainder of the product 
line, but unfortunately the company went out of business before I 
could ask.

I believe the food industry must be more aggressive about ingre-
dients. Why does the primary voice I hear in the media come from 
people who purport to represent consumers’ interests? We need to 
make the food industry’s voice louder and prouder.

I’ve always thought there is a rather easy solution to the issues of 
GMOs, rBST (hormones injected into milk cows), etc. It’s very inno-
vative so you may want to write this down: Let the consumers decide 
through their purchase behavior. However make sure they have all 
the information.

Louder and prouder presumes the company subscribes to the con-
cept of food labeling as well. I do. I don’t think we as an industry 
should be against telling people what’s in the food they buy. �is also 
means that the food industry should take a positive stance on those 
ingredients they believe in. In dealing with consumers, I sometimes 
think the food industry takes the position of Colonel Nathan Jessup 
(in the move “A Few Good Men”): “You can’t handle the truth.”

While I claim to be a food marketer, I was trained as a scientist 
and worked for many years in the nutrition area. But I have watched 
the food industry rob Peter to pay Paul. I understand the need to 
come up with new products and to revitalize existing products. But 
I’m concerned the search for “new and better” can put the remainder 
of the products we make at risk. When the food industry reacts to a 
minority of loud consumers, it can put other products in a negative 
position.

Consumers may or may not want to avoid GMOs, but it is our job 
as food marketers to make sure they have the information they need to 
make an informed decision. Like it or not, they will decide what they 
think is best for them, and we can either participate in forming that 
judgment or we can let all the other voices mold their opinions.
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