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consider when analyzing their power transmission systems.



Easy Call. Big Payoff.

§2012 Baldor Electric Company

Motor-driven equipment accounts for 63% of your 

plantís electricity consumption every minute of 

every day. Your choices are to let your electricity 

bills continue to grow or call in Baldorís Installed 

Base Evaluation Team to identify improvements 

you can start making today.

The Baldor IBE Team uses advanced data 

collection equipment and software to work with 

your plant maintenance personnel to take an 

accurate account of your motors, drives and 

mechanical power transmission products, both in 

operation and from spares inventory. The IBE Team 

will produce a comprehensive report and plan, 

targeting inefficient motors and mechanical drives 

as well as identifying systems where adjustable 

speed drives could be added to save even more 

energy. This report will provide recommendations for 

immediate action along with long term strategiesÖ

all positively affecting your bottom line.

If youíre ready to do something about your growing 

electricity consumption, email the Baldor IBE 

specialists at IBETeam@Baldor.com or call  

(864) 281-2100 to receive case studies with real-

world savings. Itís an easy call with a big payoff.

baldor.com

Save Energy. Save Money.



E D I TO R � S  P L AT E

B
ack in 1993, I�m not sure who was newer, greener at his job: 
me or Phil Fletcher. Sorry, not even close. I was the green 
one; Fletcher had just stepped up one level into the job he 

was being groomed for.
My �rst trip to ConAgra, like the one I just made, also was 

to visit and interview key executives for a Processor of the Year 
story, although that was for a di�erent magazine. I was the new 
managing editor on that publication and this was my �rst com-
pany-of-the-year story. I had only been writing for a food maga-
zine a couple of months by then and had done very little traveling 
in past jobs, so even a trip to Omaha was a little intimidating.

�e company�s sprawling world headquarters were still rela-
tively new (four years old, but I think they were constructing 
some new buildings on the campus). Fletcher had just taken over 
as CEO from a legendary leader, Charles M. (Mike) Harper, and 
I think he was a bit intimidated. Even though Fletcher had been 
president and COO to Harper�s roles as chairman and CEO, 
Harper was a tough act to follow.

Harper took over in 1974 as ConAgra�s �rst chairman and 
CEO, just three years after the company changed its name and 
its ambitions from being Nebraska Consolidated Mills. Harper 
began a shopping spree that catapulted the sleepy Midwestern 
miller into one of the biggest food companies in the world, with 
sales in excess of $20 billion (20 years later, ConAgra�s sales are 
just $15.5 billion). Harper bought Banquet, then Armour, then 
Trident Seafoods. �en, in a single deal, he doubled the size of 
the company by acquiring Beatrice Foods (remember that name?) 
from Kohlberg Kravis Roberts (remember that name?). But that 
deal, along with KKR�s purchase of RJR Nabisco (remember that 
name?) brought about the end of leveraged buyouts and the go-
go 1980s when credit was ridiculously and dangerously cheap.

But two more interesting Mike Harper footnotes: In 1985 
he su�ered a heart attack (no surprise) and, forced to dramati-
cally alter his diet, he came up with the idea of a line of healthier 
frozen foods � Healthy Choice. And he left ConAgra in 1993 to 
become chairman and CEO of RJR Nabisco.

But I digress. Anyway, ConAgra holds a special place in my 
heart as a result. Even so, it would have been di�cult to justify 
its choice as our Processor of the Year at any point in the past 20 
years. �e company at times looked like a rudderless ship, buy-
ing assets that moved it in a new direction, then selling o� ones 
that no longer �t. Sales once broke $25 billion, but the company 
was half that size when Gary Rodkin took over as CEO in 2005.

He too did some buying and selling, but I don�t think I�ve 
ever seen a dogged pursuit like his two-year chase of Ralcorp in 
2011-2012. I didn�t fully understand it at the time. But as the 
CEO explains (on p31 of this issue):

�We understand how consumer behavior is changing � We 
know that people want great-tasting, everyday food for every 
dollar they spend. And we don�t think this particular consumer 
mindset is going away � value is here to stay� �e industry [was] 
thinking that things would go back to normal as the economy 
improved. But it soon became apparent there was a �new normal,� 
and we realized we were at that proverbial fork in the road.�

So Rodkin placed a very big bet on private label. But not all 
of his chips. ConAgra has what he considers a healthy mix of 
products � by my estimations (not ConAgra�s) maybe $9 billion 
in branded food products, maybe $5 billion in private label, and a 
billion or so in commodities, ingredients and sundry other items.

Many observers of the food & beverage industry say America 
is destined to catch up to Europe and other parts of the world 
in consumers� a�nity for store brand products. And we are, al-
though not as quickly as most of those predictions.

We can look back now and judge Mike Harper, Phil Fletcher 
and Bruce Rohde (who came between Fletcher and Rodkin). It 
will be interesting to see how Rodkin�s strategy is judged years 
from now, perhaps when another �new� ConAgra is someone 
else�s Processor of the Year.

But for now, the party belongs to ConAgra. And we are hap-
py to capture this moment in the company�s history and name 
the company our ninth Processor of the Year. 

Our past Processors of the Year:
2012 Chobani Inc.
2011 H.J. Heinz Co.
2010 TreeHouse Foods
2009 Nestle USA
2008 Hormel Foods
2007 Mars Snackfood
2006 Kellogg Co.
2005 Tyson Foods

Dave Fusaro, Editor in Chief

E-mail: dfusaro@putman.net

My Second Visit to ConAgra
Twenty years after I �rst visited, this is a very di�erent company.
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Lubriplate® Lubricants
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1-800-733-4755 /  E-Mail: LubeXpert@lubriplate.com 

To visit us on Facebook, Twitter or 
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LUBRI-ARMOUR Anti-Microbial Additive was developed to prevent the  

decomposition of lubricants caused by microorganisms. Greases treated 
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Deck the halls with funny captions.

This Month Online

Each month we’re looking for witty captions for our 

new cartoon (December’s is at right) and for your 

votes on the funniest captions of the past month. Vote 

among November’s Food Funny captions at www.

foodprocessing.com/articles/2013/food-funny-novem-

ber and submit a caption for December’s cartoon at...

Erin Hallstom Erickson,  

Digital Development Mgr.

Email: eerickson@putman.net



PEST CONTROL DOWN TO A SCIENCE.PEST CONTROL DOWN TO A SCIENCE.

As an Orkin Man, I can tell you which pests carry the most bacteria and 

which ones will eat into your inventory. That’s because my career with Orkin 

started in a classroom, studying everything from FIFO to flour beetles.

I will start with a comprehensive inspection to diagnose your pest problem.

Then, I’ll help you build a custom program for maximum protection and 

make sure your pest control is ready when the auditor arrives.

Whether it’s in our labs or at your loading dock, I know how important it is 

to be scientific. After all, food safety starts with science. Your pest control 

should, too. 

Call 800-ORKIN NOW for a free inspection and customized recommendation.







800-ORKIN NOW   orkincommercial.com

Every Orkin Man completes 160 hours of training 

including AIB, HACCP and GMP coursework – all in 

the first year on the job. That’s what it takes to be 

the best. Let us put our knowledge to work for you.

Armed with a Precision Protection™ plan customized 

just for your facility – plus our signature Orkin Gold 

Medal QA™ support – you’ll be ready to meet or 

exceed even the toughest audit standards, from 

BRC to SQF. We guarantee it.



 

n a span of two weeks, a sudden shift in opinion recently swept 
through federal courts handling food labeling litigation. As the 
number of lawsuits challenging food labels continues to climb, 

judges in four cases are looking for a solution outside the courthouse.
Dismissing or staying the cases under the doctrine of primary 

jurisdiction, these courts have found that food labeling requirements 
must be set by the FDA rather than by judges and juries throughout 
the country. �ese four rulings hint that the burden of food label 
regulation may be shifting back to the agency charged with that task. 
But other courts have declined to invite FDA to step in, and the 
agency itself has remained silent.

Judge Gonzalez Rogers led the charge in Cox v. Gruma Corp. (No. 
12-CV-6502 YGR, 2013 U.S. Dist. LEXIS 97207; N.D. Cal. July 11, 
2013). She stayed plainti��s claims challenging �all natural� labels on 
products allegedly containing GMOs and referred the matter to FDA 
for an �administrative determination� on the issue. Because FDA has 
not issued any regulations or given any indication as to its position 
concerning whether GMO ingredients are consistent with �natural� 
claims, the court ruled that �deference to FDA�s regulatory authority 
is the appropriate course.�

Two judges then followed suit in nearly identical cases: (Van Atta 
v. General Mills, Inc., No. 12-cv-02815; D. Colo. Aug. 5, 2013; and 
Barnes v. Campbell Soup Co., No. 12-cv-05185-JSW; N.D. Cal. July 
25, 2013). �e fourth case dismissed claims challenging the terms 
�evaporated cane juice� and �soy yogurt� because FDA has not yet 
set a uniform enforcement standard on these topics either. (See Hood 
v. Wholesoy & Co., No. 12-cv-05550-YGR, 2013 U.S. Dist. LEXIS 
97836; N.D. Cal. July 12, 2013).

�is is reminiscent of 2010 when another court asked FDA to 
weigh in, also regarding �natural� claims (Coyle v. Hornell Brewing 
Co., Inc., No. 08-2797, 2010 U.S. Dist. LEXIS 59467, at *10; D.N.J. 
June 15, 2010). But FDA wasn�t interested. Citing a shortage of re-
sources, the agency declined to o�er any guidance on �natural� label 
claims beyond its existing informal policy.

In essence, FDA gave its blessing to judges and juries across the 
country to decide the merits of �natural� claims, as well as claims 
steeped in other regulatory gray areas. Since then, �misbranding� 
litigation has taken o�. �Natural� claims continue to be a favorite, 
as plainti�s commonly attack a smorgasbord of ingredients such as 

citric acid and added coloring. GMO claims in particular are on the 
rise, as consumer concern regarding this topic grows.

Now FDA is once again weighing whether or not to step in. But 
much has changed since 2010, and we have seen the e�ects of FDA�s 
inaction. Declining to give a view as to whether GMO ingredients 
may be present in �natural� foods will not only encourage additional 
lawsuits, but also place the issue in front of various juries throughout 
the country to decide.

Much confusion and discord already exists around the topic of 
GMOs. Indeed, issues of cross-pollination and accidental exposure to 
GMOs bring into question what it even means to not contain GMOs. 
While California�s ballot initiative to require GMO labeling and pro-
hibit �natural� statements on GMO products failed, Connecticut re-
cently became the �rst state to pass a bill requiring GMO labeling, 
raising the possibility that Congress� goal of uniformity in food label-
ing requirements could be undone by continued FDA silence. 

Nonetheless, FDA might once again decline to act. Indeed, several 
courts have refused to hand their cases to FDA, betting on the agency�s 
inaction. Rejecting the approach of the four other rulings, they have 
decided that �FDA is unlikely to respond in a timely manner to any re-
ferral from this Court.� (Frito-Lay N. Am., Inc. All Natural Litig., No. 
12-md-2413, 2013 WL 4647512, at *6-7; E.D.N.Y. Aug. 29, 2013).

How FDA will react is still unknown. But one thing is certain: 
these issues were cooked up, in part, by FDA, and courts have now 
sent them back to the kitchen. FDA�s response will once again dictate 
the future of food labeling litigation.

GIVE US A PIECE OF YOUR MIND
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W
ith all the FDA has on its plate these days, including 
meeting court-ordered deadlines for implementation of 
the 2010 Food Safety Modernization Act (FSMA), it 

came as a surprise to many when the agency recently issued a notice 
tentatively determining that partially hydrogenated oils (PHOs) are 
not generally recognized as safe (GRAS) for use in food.

FDA�s concern focuses on trans fats, which are produced in the 
manufacturing process for PHOs to help increase the melting point, 
shelf life and �avor stability of the oils. Although trans fats exist 
elsewhere in the diet to some extent, PHOs are the major source.

According to FDA, trans fats may have adverse e�ects on blood 
cholesterol parameters that a�ect the risk of coronary heart disease 
(CHD), and they may have other health implications that, as FDA 
acknowledges, are uncon�rmed. �is tentative determination that 
PHOs are not GRAS follows a 2003 rule requiring labeling of trans 
fat content in nutrition labels, as well as various state and local 
initiatives that have restricted the use of PHOs.

If FDA�s tentative determination is �nalized, PHOs may e�ec-
tively be banned from use in foods unless they are �rst approved 
by FDA as �food additives,� which would likely be a long and dif-
�cult process. Alternatively, PHOs might be allowed under a �prior 
sanction,� i.e., an informal approval issued by FDA or USDA prior 
to the 1958 Food Additives Amendments. FDA has stated that it 
does not have any knowledge of such a prior sanction, but it is pos-
sible that evidence of a prior sanction exists in industry archives. If 
evidence of a prior sanction is produced, it could require FDA to 
go through more formal and lengthy procedures to remove PHOs 
from the market.

If no prior sanction for PHOs is found, then these ingredients 
are especially vulnerable to FDA regulatory action in that they are 
not the subject of any speci�c FDA regulatory approval. Food addi-
tives must be approved by FDA regulation. GRAS ingredients, on 
the other hand, may be deemed suitable for use in food by a �GRAS 
self-determination,� in which a manufacturer makes its own deter-
mination that an ingredient is GRAS.

FDA has listed or a�rmed many food ingredients as GRAS in 
its regulations, but PHOs are not among them, apart from two 
infrequently used PHOs: the PHO versions of low erucic acid 
rapeseed (LEAR) oil and menhaden oil. Nor have the PHOs that 

are still widely used in food processing been the subject of FDA�s 
voluntary GRAS noti�cation program. Under FDA regulations, 
the agency may issue a determination that a food ingredient is not 
GRAS without undertaking formal rulemaking.

A PHO ban would have a major impact on the food industry. In 
particular, products such as donuts, cookies, margarine, microwave 
popcorn, frozen pizzas, baked goods, frostings and many other 
foods would need to be reformulated. Certain iconic branded prod-
ucts may never be quite the same, potentially endangering their 
loyal customer base.

FDA has established a public comment period through Jan. 7, 
2014, which is 60 days from publication of the notice. Given the com-
plexity and signi�cance of the tentative �nding, this period might be 
extended, if requested by stakeholders citing a need for more time to 
prepare comments. FDA routinely grants extensions of 30-90 days 
under such circumstances, but will not do so unless it receives one or 
more speci�c requests citing valid reasons for an extension.

In addition to requesting comments on whether FDA should �nalize 
its tentative determination, the agency also requests comments on:

as setting trans fat speci�cation levels.

for reformulation while minimizing market disruption? (�e notice 
hints that a �multi-year compliance period� may be allowed.)

be reformulated?

food of which FDA is unaware.
Stakeholders who wish to continue to use PHOs should seri-

ously consider �ling comments on the rulemaking addressing any 
of the points above or providing other relevant considerations. For 
example, should FDA be using its GRAS authority to ban ingredi-

freedom of choice play here?
�e Federal Register notice, which includes instructions for �ling 

comments, is available at https://federalregister.gov/a/2013-26854.
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R E G U L ATO R Y

hey seemed like a great idea when introduced early in the past cen-
tury. But trans fats and their precursor partially hydrogenated oils 
(PHOs) appear destined for a ban following a Nov. 7 statement by 

the FDA that PHOs are no longer �generally recognized as safe� (GRAS).
�at was the agency�s �preliminary determination.� Until about 

Jan. 8, FDA will be conducting a public comment period to con-
sider whether the agency should �nalize that determination and how 
long it would take producers to reformulate food products to elimi-
nate PHOs. A �nal decision could mean the use of these oils will be 
phased out over several years.

Hydrogen gas bubbled through oil under certain conditions can turn 
liquid oils into any desired density, even into solid fat, without the use 
of saturated fats. Partially hydrogenated oils seemed like a healthy re-
placement for saturated fats, and they gave foods taste and texture and 
increased oil life and also the shelf life of products such as baked goods.

But it was discovered they are just as bad as saturated fats in raising 
LDL �bad� cholesterol, and they also lower HDL �good� cholesterol, un-
like saturates, perhaps doing more damage than saturated fats.

Small amounts of trans fats occur naturally in beef, lamb, and full-fat 
dairy products. But most come from solidifying liquid vegetable oil.

�e FDA said removal of PHOs from the food supply could prevent 
up to 7,000 deaths from heart disease each year. In 2006, the FDA re-
quired food processors to declare the amount of trans fat in their products 
on the Nutrition Facts label. With public awareness growing of the health 

threat, many food processors already reformulated to reduce or eliminate 
trans fat in their products, but many products still contain PHOs.

Some of the biggest o�enders include anything deep-fried, baked 
goods that use shortening, some frozen dinners and oil-based products 
that use PHOs to make them solid at room temperature, such as marga-
rines and cake frostings.

Most food processors we contacted said they saw this coming. 
�General Mills will be very responsive to this new FDA request for 

comment,� said a spokesperson. �Partially hydrogenated oil has always 
been considered safe for use by FDA, and by the food industry as well. 
[We] have been working to reduce PHOs for some time � and more than 
90 percent of our U.S. retail products are already labeled zero grams trans 
fat. But FDA has requested comment on this question, and we will.�

�We have been working to eliminate added trans fats from our portfo-
lio for many years,� said a spokesman for Pinnacle Foods, whose product 
lines include Duncan Hines cake frosting. ��e majority of our portfolio 
is free of added trans fats and we continue to reformulate more of our 
products each year. For example, just in the past two years, we eliminated 
trans fats from our entire line of Celeste Pizza for One, as well as our Mrs. 
Paul�s and Van de Kamp�s �sh �llets and sticks.�

From our Processor of the Year ConAgra: �We took steps to remove 
partially hydrogenated oils from many foods in our portfolio years ago, 
including moving Orville Redenbacher�s popcorn to 0 grams trans fat 
per serving. We look forward to learning more about the FDA proposal.�

  n

  n
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ndia already is one of PepsiCo Inc.�s largest markets, and the 
company is one of India�s largest food & beverage businesses. In 
November, PepsiCo announced plans for the company and its 

partners to invest $5.5 billion in India by 2020.
�India is a country with huge potential and it remains an attractive, 

high-priority market for PepsiCo,� said PepsiCo Chairman and CEO 
Indra Nooyi, herself a native of India. �We�ve built a highly successful 
business in India over the course of many years, and we believe we�ve only 
scratched the surface of the long-term growth opportunities that exist.�

PepsiCo will invest in the following areas:
Innovation: PepsiCo will expand the range of foods and beverages 
in its portfolio to cater to the wide and evolving needs of Indian 
consumers. PepsiCo India already has eight brands that generate 
$167 million or more in estimated annual retail sales (Pepsi, Lay�s, 
Kurkure, 7UP, Slice, Mirinda, Mountain Dew and Aqua�na).

Manufacturing: PepsiCo and partners plan to expand their produc-
tion capacity in India to more than double current levels by 2020.
Infrastructure: �ey plan to improve selling and delivery infra-
structure throughout the country. One focus will be on rural market 
expansion; another on new technologies for retail customers.
Agriculture: Resources will be allocated to expand PepsiCo�s col-
laborative farming program, which provides farmers with access to 
good quality seeds, technical agronomic expertise, bank loans and 
crop insurance. �is program currently reaches 24,000 farmers.

�Most importantly, our investments will be aligned with India�s 
interests,� Nooyi added. �We will be guided by Performance with 
Purpose, PepsiCo�s vision for building a pro�table and sustainable 
21st century corporation that is a good investment for our sharehold-
ers, a good environment for our employees, a good citizen in our 
communities and a good steward of our planet�s resources.�

D E V E LO P I N G  M A R K E T S



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.
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S T R AT E GY 

yson Foods Inc. in November named separate leaders for its 
poultry and prepared foods divisions to �give us sharper focus 
in two critical, expanding areas,� said Donnie Smith, presi-

dent and CEO. � ose and other appointments are meant to �acceler-
ate growth in the international, poultry and prepared foods arenas.�

Donnie King will be president of Prepared Foods, Customer and 
Consumer Solutions. Currently he�s senior group vice president of 
poultry and prepared foods. Noel White will be president of Poultry. 
He�s currently senior group vice president of fresh meats.

� ose two report to the CEO, as do several new senior leader-
ship positions. Steve Stou� er, currently senior vice president of beef 
margin management, will be president of Fresh Meats. Hal Carper, 
currently group vice president of R&D, logistics and technical ser-
vices, will be executive vice president of Strategy and New Ventures. 
Russell Tooley, currently senior vice president of corporate and in-
ternational human resources, will become executive vice president 
of Program Management. James Young keeps his title as group vice 
president of international.

Two new leadership positions will report to the president of prepared 
foods, customer and consumer solutions: Wes Morris as president of Pre-
pared Foods (he�s currently group vice president of consumer products) 

and Devin Cole, as president of Sales and Marketing and Chief Commer-
cial O�  cer (he�s currently group vice president of foodservice).

� e new leadership positions are expected to be fully in place by 
the end of the company�s second � scal quarter in March 2014.

� e company also announced two retirements. Chief Operating Of-
� cer Jim Lochner will retire at end of Tyson�s � scal 2014 (September 
2014). He came up through the acquired IBP organization and spent 
30-plus years at the two companies. Lochner will serve in an advisory 
capacity through the end of 2017. And Donald E. �Buddy� Wray will 
retire as special assistant to the president and CEO in February.

Separately, Tyson subsidiary Tyson Mexican Original bought 
Don Julio Foods, Clear� eld, Utah. Don Julio makes � our and corn 
tortillas and salty snacks and sells its products across the country. 

BRIEFLY

Rejection is Good
Protect your equipment and keep your product pure.

Magnetic Liquid Traps

meatLINE™ Metal Detector

Rejection is Good
Protect your equipment and keep your product

meatLINE™ Metal Detector

Leader in product purity and equipment 

protection in the Food Industry.



www.materialtransfer.com

Call: 800.836.7068
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  World Class Manufacturer Of Material Handling Equipment
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Ç Custom designed to 
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L I T IGAT ION

tarbucks Co�ee Co. must pay Mondelez International more 
than $2.7 billion in total cash compensation for its unilateral 
termination of the companies� co�ee contract in late 2010. 

�e decision came from an independent arbitrator in the dispute be-
tween Starbucks and originally Kraft Foods, which split into Mon-
delez and Kraft Foods Group in late 2012. 

��e arbitrator validated our position that Starbucks breached our 
successful and long-standing contractual relationship without proper 

compensation,� said Gerd Pleuhs, executive vice president of legal a�airs 
and general counsel of Mondelez International.

Kraft began marketing Starbucks roast and ground co�ee in 1998 
and said it succeeded in building a highly pro�table business, from a base 
of approximately $50 million to approximately $500 million in 2010. 
Starbucks indicated Kraft wasn�t doing enough to promote the line and 
took back distribution. Mondelez said it will use the proceeds � after fed-
eral and state taxes � to repurchase its stock.
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REGULATORY

he U.S. Environmental Protection Agency on Nov 15 lowered the 
annual requirement for ethanol in gasoline, acknowledging that 
Congressionally mandated levels speci�ed in 2007 are di�cult to 

meet. �e move also pleased food industry groups who believe the diver-
sion of corn to ethanol has been driving up food prices.

For 2014, the agency is proposing 12.7-13.2 billion gallons of corn 
ethanol be blended into U.S. gasoline supplies. Altogether, 15.2 billion 
gallons of renewable fuel are suggested by the agency. �at is about 16 
percent less than what Congress speci�ed in the 2007 renewable fuels law, 

the Wall Street Journal reported. �e law gives EPA the ability to lower the 
requirement, but this is the �rst time the agency has done so.

�e EPA�s proposal is not only lower than what was expected for 2014, 
but lower than what was mandated in the past two years.

�e change to the Renewable Fuel Standard (RFS) �is appreciated as 
it acknowledges a problem exists with the current policy,� according to 
the American Meat Institute (AMI), �but more needs to be done to �x 
the RFS, which continues to have a detrimental impact on food prices.� 
�e EPA�s proposal is open to 60 days of public comment. 



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 or.com



D ISTR IBUT ION

A
midst a lawsuit with Fage and re-
portedly disappointing sales, Cho-
bani Inc. is pulling all its products 

from grocers in the UK until it can relaunch 
them as locally produced ones, expected by 

the end of next year, reports British publica-
tion �e Grocer.

�e American �rm said it wants to move 
production of Chobani yogurts to the UK, 
and it has decided to withdraw from that 

market until its production base is opera-
tional. Currently, all Chobani yogurts sold 
in the UK are made in the U.S.

�e Grocer quoted a spokeswoman as say-
ing Chobani is in discussions with potential 
partners to begin producing yogurt in the 
UK. Once that is established, Chobani also 
may open cafes in the UK, similar to its one 
in Manhattan. �e company does produce 
locally in Australia, the result of a 2011 ac-
quisition there.

�e Grocer said Chobani has struggled in 
its �rst year in the UK market, and the com-
pany lost a lawsuit to Fage that challenged 
its use of the term �Greek� yogurt. Although 
Chobani is appealing, it recently changed its 
terminology to �strained� yogurt.

www.BradyID.com/TW1

Take the challenge!  

Test ToughWash™ Labels for yourself.
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F O O D  F O R  T H O U G H T

REAL IGNMENT

Heinz Closes Three Plants, Expands One

F
ollowing a review of its North American supply chain foot-
print, H.J. Heinz Co. said it will close three manufacturing 
facilities: in Florence, S.C., (with 200 employees), Pocatello, 

Idaho (410 employees) and Leamington, Ontario (740 employees).
But the recently privatized company will spend $28 million to 

expand its frozen foods plant in Masillon, Ohio, which produces 
Weight Watchers Smart Ones. Masillon will become the company�s 
�Frozen Food Center of Excellence,� said Michael Mullen, senior 
vice president of corporate and government a� airs. � e expansion 
will add 249 jobs at Masillon. 

As part of the manufacturing review, Heinz said it plans to invest 
in four other plants in Iowa, California and Canada and add perhaps 
220 more positions.

� e �di�  cult but necessary decision� to consolidate manufactur-
ing across North America �is a critical step in our plan to ensure we 
are operating as e�  ciently and e� ectively as possible to become more 
competitive in a challenging environment and to accelerate the com-
pany�s future growth,� said Mullen.

A formerly public company, Pittsburgh-based Heinz was acquired 
by investment � rms 3G Capital and Berkshire Hathaway on June 7.

Premier distributor of plastic sheet, rod, tube and �lm ǐ Over 40 locations across North America ǐ Established since 1968

 www.piedmontplastics.com

Piedmont Plasticsfi is proud to o�er traceable plastics in UHMW, Acetal and PEEK machinable stock shapes, manufactured 

by Röchling Engineering Plastics. These materials are speci�cally manufactured to be visible to X-ray and metal detection 

technology.   Food processing, medical, and packaging companies can now comply with FDA and industry speci�c 

regulations.  The materials can be detected in sizes as small as 3 mm3, allowing for focus on prevention of contamination.

Polystonefi M MDT

Polystonefi M XDT

Sustarinfi C MDT

Sustarinfi C XDT

SustaPEEKfi XDT

www.roechling-plastics.us

X-ray detectable machined part

Metal detectable machined part

Traceable Plastics:

ACQU IS I T IONS

Coca-Cola Buys Rest of Coconut Water Firm

C
oca-Cola Co. on Nov. 22 acquired the outstanding owner-
ship stake in Zico Beverages LLC, a maker of coconut wa-
ter. � e move completes the transaction that began in 2009 

when Coca-Cola�s Venturing and Emerging Brands (VEB) business 
unit � rst invested in Zico. In 2012, Coke purchased a majority stake 
in the brand. And earlier this year, Coca-Cola trucks began distrib-
uting the coconut beverage in the U.S. and Canada.

�When we made our investment in Zico, we did so because we saw 
it as a burgeoning premium brand with the potential to be a signi� cant 
leader in a high growth category,� said Deryck van Rensburg of VEB. 
Sales in the coconut water category have nearly doubled every year since 
2004. As part of the transaction, G. Scott Uzzell will become president 
of Zico; he has been chief commercial o�  cer and EVP of sales for the 
past year. Founder and CEO Mark Rampolla will remain as an advisor.



ROLLOUT

Chicken Soup for the Soul 

-

Chicken 

Soup for the Soul Foods

-

-

Rustic Tomato with Bacon Pasta 

Sauce, Thai-Style Chicken Broth

BBQ Style Beef Broth. 

Hiland Dairy, 

Hiland 

Old Recipe

-

-

-

-

-

-

Gerber Products Co.,

Nestle SA -

Gerber Graduates Lil’ Entrees 

-

-

-

-

-

-



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.

OMG! A SMOOTHIE 
MEAL REPLACEMENT

Overwhelmed by busy schedules and a lack 

of easy, simple, healthy meal options, more 

than 31 million Americans are guilty of skip-

ping at least one meal every day. OMG Blends 

(an acronym for Organic Made Great), which 

is produced by a namesake Los Angeles-

based company, is an innovative line of nu-

trient-rich smoothies and soups. Founded by 

moms for moms, these balanced blends are 

designed to replace one or two daily meals 

by delivering ample protein and nutrients.

The line contains seven smoothie 

blends: blenergy (kale and ginger), blend-

genius (goji berry and chai spice), blend-

phoria (raw cacao, hazelnut and coconut 

milk), blendpress (cold pressed co�ee and 

raw cacao hazelnut), blendsense (peanut 

butter, cardamom and bananas), blendter-

nal (matcha green tea, greens and coco-

nut water) and iheartomg (blueberry, pe-

can and cinnamon). There are also seven 

soups: Carrot Ginger, Cauli�ower Turnip, 

Kabocha-Fuji Apple-Red Pepper Flakes, 

Spinach Pea Mint, Sweet Potato Ginger, 

Tomato Basil and Zucchini Roasted Fennel.

MINI TARTS FOR 
EASY ENTERTAINING
American Halal Co., Stamford, Conn., intro-

duces Sa�ron Road Dessert Mini Tarts exclu-

sively to Whole Foods Markets nationwide. 

The bite-size delicacies are inspired by the 

�avors of India, South America and France. 

Mini Tarts make entertaining guests quick and 

easy as they require no baking and practically 

no preparation. Simply take the tarts out of 

the freezer to defrost and then serve. 

Sold in premium packaging adorned 

with gold embossed lettering, the epicu-

rean dessert line includes: Chocolate Co-

conut Cheesecake (made with Fair Trade 

chocolate and coconut shavings), Kash-

miri Lemon Ginger (made with creamy 

Shrikand, a delicious hand-crafted yo-

gurt cheese formed from strained Dahi, 

swirled with tangy lemons and fresh 

pureed ginger)  and Salted Caramel 

Cheesecake (featuring sweet caramel 

and natural French sea salt).

�From the day we �rst started 

carrying Sa�ron Road products, 

they�ve delivered fresh ideas and 

new �avors that our shoppers re-

ally love and can�t �nd anywhere 

else,� says Dwight Richmond of 

Whole Foods Market. The product 

BUTTER THEM UP 
WITH PUMPKIN PIE

Buttering things up can make everything bet-

ter, whether you�re talking people or pies, ac-

cording to Schwan�s Consumer Brands Inc., 

the retail grocery subsidiary of Schwan Food 

Co., Bloomington, Minn. As the makers of 

Mrs. Smith�s, the company conducted a sur-

vey called the �The Butter Up Report,� which 

reveals nearly six in 10 Americans admit they 

would do something to butter someone up 

for the holiday season, primarily to spread 

holiday cheer or set a good example for oth-

ers. So the company decided to butter up 

its customers with the introduction of Mrs. 

Smith�s Original Flaky Crust, an unbaked pie 

made with real butter for a perfectly �aky 

crust that consumers won�t be able to resist.

�During the holidays, families want 

beautifully prepared, delicious fruit pies 

that �ll the house with fresh-baked aro-

mas. Our new line of pies will deliver that 

experience and more,� says Susan Allen, 

senior director for brand management. 

�Our new crust recipe, which includes real 

butter, will deliver a �aky crust unlike any-

thing on the market today.�

The new line comes in six varieties: Apple, 

Cherry, Dutch Apple, Peach, Pumpkin and 

Sweet Potato. The suggested retail price for 



The former grain miller turned branded marketer evolves into what it 

onAgra Foods Inc. has undergone several transformations 
in its 94-year history. It was simply a grain miller, Nebras-
ka Consolidated Mills, until 1971 when a visionary CEO 

charted a new course for the company, changed its name and began 
acquiring branded products. � e new ConAgra de� ned the better-
for-you products category when it created the Healthy Choice brand 
in 1988. With the acquisition earlier this year of Ralcorp, ConAgra 
Foods is transforming again, into the nation�s largest private brand 
manufacturer � without neglecting the more than 45 brands that 
have brought it to this point.

When you consider CEO Gary Rodkin�s vision for the com-
pany � �creating everyday food in extraordinary ways� � the new 
acquisition � ts perfectly. Nothing fancy, just the everyday stu� . But 
done well.

It will be interesting to see how this new chapter in ConAgra 
Foods� life plays out. But that will take years. Rather than wait to 
see how it all settles, we decided to stop the clock at this juncture, 
to honor more of what ConAgra has been and to use that as the lens 
through which we peek at the evolving ConAgra. ConAgra Foods 
becomes our ninth Processor of the Year.

Evolving through acquisitions

Former CEO Mike Harper�s brand-buying spree began in the 1970s 
and culminated in the acquisition of Beatrice Foods in 1990. � at 
one deal doubled ConAgra�s sales, making it a $17 billion company 
and brought the Hunt�s, La Choy, Orville Redenbacher�s, Snack 
Pack, Wesson, Swiss Miss and Reddi-wip brands. But ConAgra also 
became a disparate collection of brands and products ranging from 
meats to peanut butter and popcorn to frozen meals. � e portfolio 
had mass but no unifying identity.

� e current transformation appears to be the culmination of the 
plan brought in by Gary Rodkin when he joined the company as 
CEO in 2005. He had been chairman and CEO of PepsiCo Bever-
ages and Foods North America.

�� is was a diverse business with considerable untapped poten-
tial,� Rodkin says of his � rst impressions. �� ere were a number of 
things going well, but those things were happening in particular ar-
eas, not necessarily across the entire company as a standard way of 
working. So the opportunity was to build one operating company 
and begin to leverage the scale of ConAgra Foods.�

To leverage, yes, but also to focus. A year after Rodkin�s arrival, 

ConAgra 
Transforms 
Itself ... Again



the meat, seafood and cheese businesses were sold (including brands 
Armour, Butterball, Eckrich, Louis Kemp and Swissrose). A year af-
ter that, the trading and merchandising operations were jettisoned. 
In 2010, it was the Gilroy Foods & Flavors dehydrated and vegetable 
product operations.

On the other hand, there have been acquisitions. Key ones in 
Rodkin�s tenure have been Lincoln Snacks, Alexia Foods and a num-
ber of private label manufacturers. In 2012, the company bought the 
popular P.F. Chang�s Home Menu and Bertolli frozen meals busi-
nesses from Unilever, as well as Odom�s Tennessee Pride in the grow-
ing frozen breakfast category.

�What we mean by �creating everyday food in extraordinary ways� 
is that we make food that people trust and turn to each day,� Rodkin 
continues. �Being able to provide food that is a true part of peoples� lives 
is a privilege that we always need to work hard to uphold. Extraordinary 
ways refers to innovation, creative thinking, going the extra step for a 
customer or a consumer. While we believe we currently make everyday 
food in extraordinary ways, it�s an ongoing quest to continue to improve.�

In early 2011 � a challenging late-recession year for all food & bever-
age companies � Rodkin wrote in the annual report: �We understand 
how consumer behavior is changing � We know that people want great-
tasting, everyday food for every dollar they spend. And we don�t think 
this particular consumer mindset is going away � value is here to stay. 
We sell more than 140 high-quality meals for $3 or less and are staking 
our claim as the value leader in a variety of core categories.

�Initially, the industry reacted slowly to this sea change in consumer 
behavior, thinking that things would go back to normal as the economy 
improved,� he continued. �But it soon became apparent there was a �new 
normal,� and we realized we were at that proverbial fork in the road.�

In its �scal 2012 (ConAgra Foods� �scal year ends around May 31), 
Rodkin & Co. introduced the �Recipe for Growth,� a �comprehensive, 
aggressive, �ve-year strategy following years of foundational work in 
which we improved our capabilities, operations, internal wiring and cul-
ture, and refocused our portfolio.� It identi�es �ve cornerstones: 

Core/Adjacencies � �Growing our core means continuing to le-
verage innovation and marketing to grow our existing businesses 
organically while expanding into faster-growing adjacent categories. 
�ink of [Marie Callender�s] frozen desserts as an adjacency to fro-
zen meals, and sweet potato fries as an adjacency to french fries.�
International � �Today [2012], our international business 
is about 10 percent of our sales, and we plan to increase that 
signi�cantly over the next few years in both our Commercial 
Foods and Consumer Foods segments.� �e Lamb Weston po-
tato business is leading the company in this initiative, with sig-
ni�cant success in China.
Private Label � In �scal 2012, store brands netted $632 million, 
about 8 percent of Consumer Foods� total net sales. Obviously, 
the company has taken a leap with the acquisition of Ralcorp; 
the overwhelming majority of the acquisition�s $4.3 billion in 
sales is in private brands. Combining that with what already was 
a signi�cant private brand business, ConAgra Foods now claims 
to be North America�s largest private brand manufacturer, with 
FY2013 sales of $4.5 billion.
People � In addition to improving the skills of its employ-
ees, especially in regard to food safety, Rodkin wants to track 
ConAgra Foods� people success via the Fortune 100 Best Places 
to Work list. �Our focus is not on making the list, but on what 
we can achieve with a culture of trust and empowerment,� he 

P R O C E S S O R  O F  T H E  Y E A R

ConAgra Foods Inc.
Headquarters: Omaha, Neb.

Facilities: More than 100 facilities in seven countries

Employees: 36,000

Key Executives: Chairman: Steven Goldstone; Pres/CEO: 

Gary Rodkin; EVP-General Counsel and Corporate Secre-

tary: Colleen Batcheler; EVP-Research, Quality & Innovation: 

Al Bolles; EVP & Chief Marketing O�cer: Joan Chow; EVP & 

CFO: John Gehring; Pres-Consumer Foods: Tom McGough; 

Pres-ConAgra Food Sales: Doug Knudsen; EVP & Chief Ad-

ministrative O�cer: Brian 

Keck; Pres.-Private Brands 

and Commercial Foods: Paul 

Maass; EVP & Chief Strategy 

O�cer: Andrew Ross; EVP-

HR: Nicole Theophilus

Business Segments: Con-

sumer packaged foods, private brands and food service

Brands: Act II, Alexia, Andy Capp�s, Banquet, Bertolli, Blue 

Bonnet, Chef Boyardee, ConAgra Mills, Crunch �n Munch,  

David Seeds, Dennison�s, Eckrich, Egg Beaters, Fiddle 

Faddle, Fleischmann�s, Gulden�s, H.K. Anderson, Healthy 

Choice, Hebrew National, Hunt�s, Ji�y Pop, Kangaroo, Kid 

Cuisine, La Choy, Lamb Weston, Libby�s, Manwich, Marie 

Callender�s, Odom�s Tennessee Pride, Orville Redenbach-

er�s, P.F. Chang�s, Pam, Parkay, Penrose, Peter Pan, Pop-

pycock, Ranch Style Beans, Reddi-Wip, Ro-Tel, Rosarita, 

Snack Pack, Slim Jim, Snack Pack, Spicetec Flavors & Sea-

sonings, Swiss Miss, Ultragrain, Van Camp�s, Wesson, Wolf

2009 2010 2011 2012 2013

Sales $12,439 $12,097 $12,386 $13,368 $15,491

Net Income $774 $468 $818 $614 $894

SALES & INCOME

REPORTING SEGMENTS
Sales, operating pro�t (in parentheses), both in millions

Ralcorp Frozen Bakery
$330 ($27)

Ralcorp Food Group 
$924 ($85)

Consumer
Foods
$9,070
($1,097)

Commercial
Foods
$5,167 
($631)

All �gures in millions; �scal year ends approximately May 31.



says. �e e2 (�extraordinary every day�) 
recognition program, a peer-judged 
program created in 2011, this year gave 
more than 52,000 awards to 13,500 
employees.
 Citizenship � Ending child hunger has 
been a particularly dear cause, and the 
ConAgra Foods Foundation has been 

the main vehicle. �e foundation has 
invested more than $50 million in non-
pro�t organizations dedicated to that 
cause and for 20 years has been a partner 
of Feeding America. In both 2011 and 
2012, ConAgra donated enough prod-
ucts to Feeding America to provide the 
equivalent of 1 million meals a month. 

And the company encourages (and often 
organizes) employees to perform volun-
teer work in their communities. 

�at is indeed setting the table. Here�s a 
look at the organization that now has to de-
liver the meal.

Unique organization

�e Research, Quality and Innovation (RQI) 
team is a hub for research and development 
plus quality, nutrition, packaging and even 
sustainability. Each department has a vice 
president who reports to Executive Vice Presi-
dent Al Bolles � who, like Rodkin, came from 
PepsiCo.
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“Before I got here, there was a very traditional organization, orga-
nized by business units,” recalls Bolles, who has a Ph.D. in food sci-
ence and who led worldwide research and development for PepsiCo 
Beverages and Foods.

Bolles, along with other functional leaders, such as those for mar-
keting and human resources, report to Rodkin, as do the leaders of the 
company’s three business segments – Consumer Foods, Commercial 
Foods and Private Brands – creating a matrixed organization.

“It was pretty clear to me ConAgra Foods didn’t focus much on 
innovation. We needed to change the culture. So I came up with the 
name RQI and brought more focus on innovation.” As an example, 
Bolles explains, “Frozen meals were nothing more than TV dinners. 
We wanted to make them better, like what you’d cook at home from 
scratch, only more convenient.”

“We created space for people to have ideas, to get inspired and 

collaborate,” adds Corey Berends, vice president of R&D. “We 
started doing things a di� erent way. We put marketing and prod-
uct development people together. We got input from the consumer 
insight folks, packaging and graphic design, too. We encouraged 
experimentation and rapid prototyping.”

Proof they are succeeding are the two 2011 Edison Innovation 
Awards, given each year to the most innovative new products. Healthy 
Choice Top Chef Café Steamers came in � rst and Marie Callender’s 
Bakes came in fourth. Both are examples of the cross-functional nature of 
ConAgra Foods product development, with packaging innovations play-
ing as big a role as formulation. Another novelty (and award-winner) was 
the 2011 Orville Redenbacher’s popcorn Pop Up Bowl.

A mission just as broad as that of RQI’s is quality. Joan Menke heads 
the department that includes everything from 90 consumer a� airs people 
answering phones to a toxicology team – and with the increased emphasis 
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System can be fed from virtually
any new or existing storage vessel
or process equipment (Drum
Dumper and Bulk Bag Discharger
shown), and discharge at a 
single point, or selectively 
at multiple points. 

FLEXI-DISC™ Tubular Cable
Conveyors deliver unsurpassed
efficiency, extreme durability and
ultra-gentle product handling. 
Low friction, tight-tolerance, 
high strength polymer discs 
glide within smooth stainless 
steel tubing, evacuating virtually 
all material and allowing 
easy cleaning. 
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Materials ideally suited to FLEXI-DISC conveyors include virtually all beans, cereals, coffees, dried fruits, frozen vegetables, 
grains, nuts, peas, pet foods, seeds, snack foods, spices, teas and other fragile/friable food products. 

Gently slide friable bulk
foods through smooth
stainless tubing horizontally,
vertically or at any angle, 
to single or multiple
discharge points

NEW
Move fragile bulk foods gently, efficiently, dust-f ree  

Just a sampling of ConAgra Foods’ 47 brands.


