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It takes more than a great pneumatic
conveyor to deliver your bulk material 
with top efficiency. It also takes process
engineering experts who know, in advance,
how your process equipment, storage
vessels, and material will affect your
conveying results.

Which is why you should rely on Flexicon.

Under one roof you will find a comprehen-
sive line of robust pneumatic conveyor
components from filter receivers and 
rotary airlock valves to cyclone separators
and blowers, and the in-depth pneumatic
experience it takes to size and configure
them to yield maximum efficiency, longevity
and cost effectiveness.

As importantly, you will find experienced
process engineers who draw on Flexicon’s
15,000+ installations integrating conveyors,
screeners, grinders, crushers, blenders,
weigh hoppers, bulk bag unloaders/fillers,
bag/drum dump stations, and/or storage
vessels—experts who understand how your
upstream and downstream equipment can
impact, and be impacted by, the operation
of your pneumatic conveyor.

Going the extra mile to outperform
competitive pneumatic conveyors is what
the PNEUMATI-CON® advantage is all about.

It’s what enables Flexicon to guarantee top
results, and you to make pivotal improvements
to your process with absolute confidence.

The pneumatic conveying expertise you need for
top efficiency, plus the broad process experience
you need for seamless integration with your 
upstream and downstream equipment.

.com

See the full range of fast-payback equipment at flexicon.com: Flexible Screw Conveyors, Tubular Cable Conveyors, Pneumatic Conveying Systems, Bulk Bag Unloaders, Bulk Bag 
Conditioners, Bulk Bag Fillers, Bag Dump Stations, Drum/Box/Container Dumpers, Weigh Batching and Blending Systems, and Automated Plant-Wide Bulk Handling Systems

When you convey with Flexicon,
you convey with confidence™



processing+packaging
ADVANCING

The food industry’s premier 
event this year for processing 
and packaging technologies.

PACK EXPO Las Vegas 2013 is the largest event 
of its kind in the world this year, showcasing insights 
and innovations to advance every aspect of your 
food business. Come for:

and protecting products

plus track and trace solutions

www.packexpo.com/food

Register today! www.packexpo.com/food

Produced by:



COVER STORY

DEPARTMENTS

26

30

63

JULY13

30  ANNUAL SALARY & JOB SATISFACTION SURVEY
  The First Time Salaries Crack Six Figures!

   Wage increases averaging 2.65 percent and an easing of job security 
concerns suggest the food industry is getting back on track.

FEATURES
41   PRODUCT DEVELOPMENT
  Candy: New Tricks for Old Favorites

   Confections can play o� new trends or old sentiments. Either way, 
ingredient innovations make them better.

  Texture: Sounds Good

  Low-Key Sugar Substitutes 

   Revisiting six sugar replacers that don�t have the PR agents that stevia 
and monk fruit have.

  Sodium Replacers

  Funny-shaped salts and kokumi.

  Citrus: Sweet and Tart

60   NEW INGREDIENTS

63   PLANT OPERATIONS
  Clean as a Whistle

   American bakeries have perfected the art of high-volume production 
with hygienic design and e�cient cleaning.

  EQUIPMENT
  In-Process Instrumentation

  The (Clear) Shape of Things to Come

Seaweed chips a real test.

Goya: Good luck or good 
marketing?

Does anyone need to make $20 
million a year? Really?

12  Power Lunch
Be careful in making claims.

Technology to aid in FSMA.

What your CEO makes.

24 MRO Q&A

26 Rollout
Inject some French�s; seasoned 
blue cheese; popcorn with 
Smart fat; baked fries; comfort 
Tofurky; oatmeal and granola.



 
 
 

Å 
Å 
Å 

Å 
Å 
Å 



E D I TO R � S  P L AT E

T
his issue is our annual deep dive on salaries and job satisfac-
tion. And I wonder how satis�ed the 46,000 employees at 
Smith�eld Foods feel knowing their company is being sold 

to a Chinese company � and their CEO, in a di�cult year for the 
company, made nearly $12.9 million, including $11.8 million in per-
formance bonuses.

Our cover story, our annual Salary and Job Satisfaction Sur-
vey, begins on p30. It�s remarkable for the fact that, for the �rst 
time in the seven years we�ve been doing this survey, the average 
annual salary in the food & beverage industry has hit six �gures. 
$103,988 is the average we came up with, and that�s based on a 
sizable 1,094 responses. �ere are, however, plenty of caveats to 
go with that number. 

�e median actually was $75,500. �is year there were more 
respondents in the above-$200,000 categories than ever before � 
52 in total, compared to 33 last year. And there were seven who 
claimed to earn more than $500,000 a year � unprecedented! 
Apparently we have some rich friends. But those kinds of friends 
can throw o� any attempt at an �average� salary.

Before I forget, thank you to the 1,094 of you who took the 
time to complete this lengthy survey back in May.

Speaking of salaries, a report on CEO salaries leads o� our 
News pages (p18). �is, too, has become an annual a�air for us, 
although the data comes from research done by the Hay Group, 
a global consulting �rm, and �e Wall Street Journal. We focus 
only on the food & beverage CEOs, and while they�re a lot fur-
ther down the 300-company list, there�s still plenty to gawk at.

Irene Rosenfeld, a perennial front-runner, tops the list at 
$21.6 million. Her income includes a $1.55 million base salary 
(not unusually high for this group) but all the bonuses and stock 
options bring her compensation up to that astronomical �gure, 
which puts her No. 21 on the 300-company list.

And why not? Last year she pulled o� one of foodland�s big-
gest divorces, the split of fun, fast-growth, international Mon-
delez from frumpy, low-growth and domestic Kraft Foods. As a 
result, Kraft�s new CEO, W. Anthony Vernon, made �only� $6.6 
million last year, according to the Journal-Hay report.

I won�t repeat all the bullish stories bullish on Mondelez 
around the time of the spino�. ��is is a must-buy growth stock,� 
trumpeted one. But I will repeat what I read this April 15 in Forbes 
magazine, apparently commenting on Rosenfeld�s annual appear-
ance at the Consumer Analysts Group of New York meeting: 

�It�s a bright, warm February day in Boca Raton, Fla., but 
Irene Rosenfeld doesn�t look happy. At an industry conference 
one week after reporting disappointing fourth-quarter results, 
the chairman and CEO of Mondelez International, formerly 
Kraft Foods, is defending her new company under a barrage of 
questions from irritated �nancial analysts.�

I�m right now looking into Mondelez�s annual report � as I 
am for many of the companies that will make up our annual Top 
100' list next month � and I see 2012 revenue down 2.2 percent 
from pro forma �gures for 2011; and net earnings down nearly 
10 percent. 

Although in the waning days of June, as I write this, there�s 
a slight run-up in Mondelez�s share price. Why? Because some 
investors are speculating it could be the next big takeover. 

Which brings me back to Smith�eld Foods, the subject of 
my previous month�s editorial (www.FoodProcessing.com/ar-
ticles/2013/june-fusaro-editors-plate.html). I felt bad the ham 
company was being taken over by the Chinese and laid part 
of the blame on a signi�cant stakeholder, Continental Grain, 
which was impatient with a couple years of an underperform-
ing stock price.

�en I looked again at this year�s CEO pay list, and there was 
C. Larry Pope, only the CEO (not chairman also) of Smith�eld, 
at No. 5 on the list, up there with the CEOs of Mondelez, Coca-
Cola, PepsiCo and Heinz � all of whom also were chairmen. And 
ahead of Ken Powell at General Mills. Pope�s base: a modest $1.1 
million. But based on his company�s stellar (?) performance last 
year, he got $11.8 million in bonuses, for a total 2012 take of 
nearly $12.9 million.

�at�s more than 7 percent of the company�s net income for 
its �scal 2013 (which ended this April 28).

Imagine what he�s getting in the acquisition by Shuanghui 
International Holdings. You know what Smith�eld�s 46,000 em-
ployees will be getting.

What do you think the CEO of Shuanghui International 
Holdings makes? 

Dave Fusaro, Editor in Chief

E-mail: dfusaro@putman.net

A Load of Benjamins ... and One Larry
...and an Irene, too. Even as the �average� food industry salary breaks 
$100k, how does the CEO of Smith�eld Foods warrant $12.9 million?
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LIKE REAL POSSIBILITIES

We’re proud to introduce Qorus,™ the sweetener system that makes it easier to create low- or no-calorie 

food and beverages with authentic taste. Qorus is not merely innovation—Qorus is real possibility. 

Learn more about the Qorus sweetener system today at qorus.celanese.com 

and come taste authentic for yourself at IFT Booth #4342. 

QORUS is a trademark of Nutrinova Nutrition Specialties & Food Ingredients GmbH
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RSS-feed me

On July 1, your online-reading life may have felt a little jolt. That is the day Google retired its 

Google Reader app. 

If you�re anything like me, this was the digital equivalent to having your paci�er taken 

away as a toddler. I�d used Google Reader from its infancy and losing it felt like losing a mem-

ber of my family (albeit an extended family member).

If you�re not familiar with RSS Feeds, they are a globally accepted technology that allows 

you � the website visitor � to keep track of updates from your favorite sites. Using an RSS 

reader and RSS Feed URLs, you can receive new or updated content � including headlines, 

summaries and links to full stories � to your inbox or RSS/News Aggregator.

RSS/News Aggregators (also called Readers) download and display RSS feeds. There are a 

number of free and commercial News Aggregators available for download online; some of the 

most popular include: Feedly, The Old Reader, Newsblur, and Netvibes.

When you�ve determined where � and how � you�ll access your RSS feeds, be sure to add 

Food Processing�s feed to your list. 

We could use your help in assembling our Top 100' list of the largest food & beverage pro-

cessors in the U.S. and Canada. We have our list from 2012, and that�s obviously our starting 

point. But that doesn�t mean we�re not capable of missing a few � especially you private 

companies. The bottom rung will probably be around $600 million in annual sales. If you see 

the value in identifying yourself as a leader in the food & beverage 

manufacturing industry, then email our chief editor (

). While only the list and an accompanying story 

make it into our August print magazine, we carry online pro�les 

of all 100 companies. It really is a nifty little tool. See it at:

Food Funnies is our way of letting you take a break from all the 

serious stuff you deal with at work �  by coming up with appropri-

ate light-hearted captions. Submit your caption by July 19, via email 

to eerickson@putman.net, for the cartoon that appears on the July 

Food Funnies page. On July 22, readers will be able to vote on the 

best captions for the month. The winning captions will be featured 

on the FoodProcessing.com website. Submit your caption for our 

July Food Funny and see our June winners at: 

Feeding the RSS feed.

Congratulations to Bob 
Swientek of IFT for his 
caption: “All of these 

labeling rules add up to 
a state of confusion.”



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.



 
 

hen it comes to marketing food products, the legal land-
scape can be a bit precarious. Every claim you make 
about your product must meet certain standards � 

whether the claim is on-package, in traditional print, radio or televi-
sion advertising, or on the Internet or in social media. You may even 
be responsible for what others say about your product if you inspired 
those statements to be made. 

Lawsuits against food producers marketing products as �all 
natural� or �100 percent natural� understandably make food com-
panies nervous. Once named in a class action suit, the cost of de-
fending the case, whether it has merit or not, can put a real strain 
on small food makers.

Unfortunately, other than avoiding the use of the �all natural� 
claim altogether, there are not many clear legal rules to follow, 
in part because the use of the claim �natural� is largely unregu-
lated by federal agencies. The exception is the USDA, which has 
outlined some requirements for natural claims associated with 
meat and poultry.

There are some common-sense measures food makers can 
take, however, to evaluate and possibly minimize the risk of be-
ing the next named defendant. By way of background, a survey of 
the pending class action cases shows that the �natural� cases tend 
to ask courts to resolve the following questions: 

Food makers labeling products as �all natural� can use these 

products they sell contain the ingredients or use the processes that 
have been the basis of complaints in pending cases. 

�ere are other measures food makers can take to protect them-
selves. Obviously, removing the �all natural� claim is the surest way 
to avoid a class action suit. But, before conceding defeat, natural 
food product makers should consult with their scientists and supply 
chain professionals to carefully review their ingredient lists.

Does the product contain ingredients that the average customer 

use of the claim �all natural� mean to the company.
With sound information, there are also precautions food mak-

ers can take. For example, can the �all natural� claim be qualified 

and accurately describe the product, such as �made with only 
simple ingredients.�

Other claims are regulated terms. If a food producer wants 
to claim a product has received a seal of approval or certification 

-
ty certifications might include that a product is certified �fair 
trade� or �bio-based.�

-
gal standards. Implied claims trigger the same level of review as 
direct claims. 

Food producers may also want to make claims about the pack-
-

able,� �compostable,� �recyclable� or �contains recycled content� 

about how the feds interpret the law, and in several states they 
have the force of law. 

All claims that food producers make about their products and 
packaging must be truthful as understood by a reasonable con-

qualifying disclosures should not appear in small print on a pack-
age insert � they should be clear, prominent, understandable and in 

� for each claim they make. 
Stepping into this area without legal counsel is unwise even 

for small food processors. Beyond consumer lawsuits and govern-
ment regulators, large competitors can challenge your claims before 

small investment now can save headaches, heartaches and pocket-
books later on. 
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One machine, multiple deposits. Great for 
depositing sauces into ready meal trays 
such as gravy, BBQ sauce and pasta sauces.

Multi-Piston Depositor

Pro 2000i Low Level
with 65 gallon hopper

For large volume deposits of chunky soups, fillings, deli salads, 
or stiff products such as cream of wheat. The agitator ensures 
accurate portioning and distribution of particulates without 
damaging your product.

Pro 2000i Low Level Filler with Agitator

Dual Outlet System ̶ Double production 
by using 1 pump to fill 2 hoppers.

PIG Recovery System ̶ Recover any left-over 
product. Perfect for expensive ingredients.

Equipped with the Optical Level Sensor Control, Unifiller
pumps are designed for 24-7 production and are gentle 
on your fillings and sauces.

What’s New with the Hopper Topper?

Hopper Topper Transfer Pumps

HT MAX

Optimize Production with Filling Solutions

www.unifiller.com  |  info@unifiller.com  |  1-888-733-8444
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No one�s forcing �natural� on anyone

As a grocery item food developer and distrib-
utor, I enjoy the newsletters. �ank you. But 
one criticism: It would be nice to be able to 
contact your writers to refute or discuss some 
of their assertions presented as fact. I �nd the 
desire to do so somewhat frequent.

We�re a natural food company and �nd 
much value in being so, as do our customers. 
Yet the continual slant in F��� P������-
��� articles is quite apparent in its dismis-
siveness, and occasional absurdity. For in-
stance, the following passage is from your 
June Power Lunch guest column on natural 
foods labeling (www.foodprocessing.com/
articles/2013/power-lunch-define-natural.
html). Guest writer Don Butte says:

If these consumers choose to live their lives 
and spend their money this way, they should 
be free to do so, but to impose their lifestyle and 
higher costs on the rest of the citizenry is ... unjust

It�s absurd because nobody is imposing an 
all-natural diet on anyone; instead my natu-
ral-foods customers merely want to know if 
what they�re eating IS natural or GMO-free. 
�e ability for us as an industry to de�ne and 
achieve this is not rocket science. 

To label the desire for such information 
as �unjust� is an insult to actual justice and 
actual incidents of unjust in this world. It�s 
this sort of needless hyperbole that puts me 
on the defense of my industry with my cus-
tomers, and it�s unnecessary.
Matt Del Vecchio, Co-founder
New Orleans Soup Co., New Orleans

Frito-Lay�s in, and we�re 
collecting a few more 

nominees for our annual 
Green Plant of the 

Year contest. Read the 
nominating essays for 

all the �nalists at www.
FoodProcessing.com/

greenplantnominations, 
then vote for that one 

you think sounds most 
sustainable.

Help us honor a 
manufacturing facility (and 
company) that exempli�es 

a commitment to a 
sustainable future.

The winner will be revealed 
in our September issue.

Help Choose the 
Greenest Food Plant



~  48 mi l l ion foodborne i l lnesses occur  in  the U.S.  each year
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70%
of consumers read labels

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

of consumers say a short, simple 
ingredient statement is important1

SODIUM REDUCTION 
POSSIBLE WITH 

Verdad®

purac.com/verdad.



F O O D  S A F E T Y

A
nxiety over the Food Safety Modernization Act (FSMA) 
was reinvigorated in January when FDA released two pro-
posed rules: one relating to produce safety, and one related 

to preventive controls for human foods. 
Not only were the proposed rules and accompanying explana-

tions voluminous and complicated, it was evident that FDA will be 
looking for industry to keep � and be prepared to provide � a lot of 
information. In fact, one could argue that much of FSMA is about 
record keeping. 

To be perfectly blunt, if you didn�t record it, you might as well not 
have done it. Technology can help companies perform the functions 
required by the FSMA � as well as prove, through documentation, 
that they occurred. With so much to actually do in a facility already, 
how much more can companies handle, especially when resources 
are already limited and people need to do more with less? E�ectively 
managing the requirements of FSMA requires leveraging technology.

Information and data handling are your solutions to successfully pre-
venting food safety problems, and this is what the FSMA is all about. 
�ere are many aspects of the newly released proposed rules related to 
preventive controls for human food and produce safety that can be aided 
by technology. Speci�cally, technology can be used to address:

Process controls – Hazards identi�ed as �reasonably likely to 
occur� need to be controlled. In many cases, processes (such as 
thermal processing) can be used to control hazards. �e imple-
mentation of these controls and the recording of the process 
parameters can be done using technology.
Testing results – No matter what you�re testing � incoming 
ingredients and raw materials, �nished products, or environ-
mental samples � knowing what to test, how much and how 
often can be aided by technology. Analyzing, interpreting and 
acting upon test results is another area where technology can 
play a role.
Product tracking – Where did you get something from, what 
did you do with it within your facility, and within your com-
pany, and where did you send it? �e information needed to 
answer these questions is often best managed using technology 
to identify products, capture information associated with them 
and share this information with trading partners (or, if required, 
with regulators).

�e intelligent and appropriate use of technology can not only 
save man-hours, but also help a company use data in ways that might 
not have been done before, and position companies to act on the 
information they are collecting. 

For example, data analysis can alert you to aberrant trends. Of 
course, companies can manually enter data and perform analyses, 
but increasingly there are opportunities to automate data capture and 
perform real-time data analysis so that when something goes wrong, 
you can �x it. �ese might include:

a piece of equipment is performing sub-optimally before there 
is a true process failure.

problem areas that might warrant further investigation.
-

tion and product testing data to more readily identify the origin 
of a problem.

We are continually approached by technology providers sharing 
their newest innovations and solutions. Many of them really are 
innovative, and many of them have solutions that readily �t into 
FSMA. Increasingly, as FDA releases proposed and �nal rules im-
plementing FSMA, technology providers will respond by updating, 
upgrading and adapting their systems to ensure that the technology 
�ts easily into a food safety plan, traceability system, produce grow-
ing operation or whatever aspect of FSMA companies are seeking 
to address. 

FSMA places enough new requirements on companies, so let technol-
ogy help you. Not only can technology help facilitate regulatory compli-
ance, it can also help protect your brand. 

Technology�s Role in FSMA Execution
Much of the food safety act is about record keeping. If you didn�t record 
it, you might as well not have done it.

David Acheson, M.D., (david@leavittpartners.com) oversees the food and import safety practice at Leavitt Partners, a consulting �rm. He formerly 

was FDA�s associate commissioner for foods.

By David Acheson, Leavitt Partners

Food Safety and the Power Lunch column on the preceding 

page are monthly columns open to all our readers. If you 

have an opinion about food safety or, for Power Lunch, on 

any current issue in the food & beverage industry, give us 

with a photo to Editor Dave Fusaro (dfusaro@putman.net).

GIVE US A PIECE OF YOUR MIND



P E O P L E 

W
hen Kraft Foods Inc. split in two, the head of the new 
Mondelez half de�nitely worked out a better comp plan 
than the CEO of the new Kraft Foods Group did. Fif-

teen million dollars better.
To be fair, Irene Rosenfeld holds both the chairman and CEO titles 

at Mondelez, the same ones she held at the former Kraft Foods Inc. 
And W. Anthony Vernon is just a CEO, not chairman, at the new 
Kraft Foods Group, which is only half the size of Mondelez. At $21.6 
million and $6.6 million, respectively, they form the top and near-
bottom of what food & beverage company CEOs were paid in 2012.

�ose numbers and those in the accompanying chart were re-
vealed in May by �e Wall Street Journal and Hay Group in a co-
branded �2012 CEO Compensation Study.� �e report (http://bit.
ly/10Q7SXk) looked at compensation for CEOs at 300 of the largest 
public companies, not just those in the food & beverage category, 
although that�s all we focus on here. �is is the sixth year the two 
have partnered on the list.

�Top U.S. public companies made only slight increases to execu-
tive compensation levels in 2012, as emphasis shifted further toward 
long-term performance incentives,� according to the report, and 
speaking about the overall list of CEOs.

�After seeing CEO pay jump a signi�cant 11 percent in 2010, 2012 
marked the second consecutive year that total compensation showed 
only modest increases. Base salaries grew 1.3 percent to $1.15 million 
in 2012, while annual incentive payments were �at at $2.1 million. For 
the third year in a row, however, long-term incentives (LTI) increased, 

growing 3.8 percent to $7 million. In sum, total direct compensation 
increased a modest 3.6 percent to $10.1 million in 2012.�

�at�s indicative of the forms of compensation the Wall Street 
Journal-Hay Group study took into consideration: base salary and 
primary bonus plus such long-term incentives as restricted stock 
grants, stock options, performance equity and performance cash.

Poor Larry Ellison. �e CEO of Oracle got zero � repeat, zilch � 
for salary in 2012. But the $90.7 million in stock option grants and 
other bonuses put him at the top of the 300-company list with total 
direct compensation of $94.6 million.

Kind of similarly (not really), John Mackey, CEO of Whole 
Foods, also had a base salary of zero. But add to that zero in stock op-
tions, zero in bonuses and zero in everything else and the guy really 
did take home zero pay in 2012. How can he a�ord to shop at Whole 
Foods? Walter Robb, his co-CEO at the natural grocery chain, got a 
modest $1.2 million.

CBS� Leslie Moonves was No. 2 overall with $58.8 million. 
Rosenfeld could do no better than No. 21 on the overall list. Coca-
Cola�s Muhtar Kent was a mere million behind her, at $20.6 million.

�Companies sought to make their pay programs more attractive 
to shareholders in 2012, structuring their executive compensation 
plans to clearly demonstrate alignment between pay and perfor-
mance,� said Irv Becker, national practice leader of the U.S. Execu-
tive Compensation Practice at Hay Group, a global consulting �rm. 

Read the longer story online at www.FoodProcessing.com/indus-
trynews/2013/ceo-pay.html.

  n

  n

  n

Executive Company Salary Bonus
RS Grant 

Value
Stock Option 
Grant Value

Performance 
Equity + Cash

Total Direct 
Comp



F O O D  F O R  T H O U G H T

MANAGEMENT

New Heinz Exec Suite Came Mostly From Within

T
he acquisition of H.J. Heinz Co. 
by Berkshire Hathaway and 3G 
Capital was completed on June 7. 

On June 20, the new owners announced 
the company�s new senior leadership 
team. With only two exceptions, all were 
current Heinz employees. 

In addition to Bernardo Hees, who 
was earmarked CEO even before the 
completion, the key executives are:

Paulo Basilio, CFO: He�s a partner at 
3G Capital and previously served as CEO 
of America Latina Logistica (a 3G �rm).

Kristen Clark, SVP and Chief People O�cer: With the company 
since 2000, she was president of Heinz Canada and earlier was chief 
strategy o�cer at corporate headquarters.

Brendan Foley, Zone President of Heinz North America: He�s 
been with Heinz since 1998, most recently as president of U.S. Con-
sumer Products.

Matt Hill, Zone President of Heinz Europe: Joined Heinz in 2010 
and for the past year was president of Heinz UK & Ireland.

Andy Keatings, Chief Quality O�cer: He�s been with the company 
since 1994 and has a dotted-line reporting relationship to the chairman.

Emin Mammadov, Zone President of Heinz Russia, Turkey, and 
Middle East & Africa: He joined Heinz in 2006 and most recently 
was president of Heinz Africa & Middle East.

Michael Mullen, a 1998 hire, will continue as SVP of Corporate 
& Government A�airs. 

Eduardo Pelleissone, EVP of Operations. He�s new, was the CEO 
at America Latina Logistica.

Fernando Pocaterra, Zone President of Heinz Latin America. A 
32-year Heinz veteran, since 2005 he�s been Area Director of Heinz 
Latin America

Hein Schumacher, Zone President of Heinz Asia Paci�c. He joined 

Heinz in 2003 and has been President of 
Heinz China since 2011.

Dan Shaw, General Counsel. Also a 
32-year Heinz veteran, he�s been Deputy 
General Counsel since 2009.

Successors for vacant business unit 
president roles will be named shortly. 

�e company also announced the de-
partures of: Ted Bobby, Executive Vice 
President, General Counsel and Corporate 
Secretary; Dave Ciesinski, VP of Transi-
tion; Steve Clark, Senior Vice President, 
Chief People O�cer; Ed McMenamin, 

Senior Vice President, Finance; David Moran, Executive Vice President, 
President & CEO of Heinz North America & Global Infant Nutrition; 
Meg Nollen, SVP of Strategy & Investor Relations; Bob Ostryniec, Se-
nior Vice President, Chief Supply Chain O�cer & Global ERM; Chris 
Warmoth, Executive Vice President, Heinz Asia Paci�c; Dave Wood-
ward, Executive Vice President, President & CEO of Heinz Europe; 
Roel van Neerbos, President, Heinz Continental Europe; and Diane 
Owen, SVP, Corporate Audit. 
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For food-safe lubricant solutions, 
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Foley Pocaterra

BRIEFLY

Tyson Foods Inc. expanded its portfolio of value-added foods 

and speci�cally Mexican foods with the June 1 acquisition of Cir-

cle Foods LLC (www.circlefoods.com). Price was not disclosed. 

The operation has 600 full-time employees. The seller was Clar-

Brynwood Partners VI LP announced May 1 that its portfo-

Pearson Candy Co., acquired the Bit-O-Honey 

confectionery brand from Nestle USA Inc. The acquisition 



AC Q U I S I T I O N S 

avid Murdock, chairman and CEO of Dole Food Co., West-
lake Village, Calif., has o� ered to buy all outstanding shares of 
the company and take it private � again � just as he did in 2003.

Murdock and his family already own 39.5 percent of the stock. 
He o� ered $12 per share in cash, an 18 percent premium over the 
stock price the day before his o� er. � at would value the company at 
just over $1 billion.

When Murdock last took over Dole in 2003, he held 24 percent of the 
company�s stock and paid $33.50 a share, or $1.4 billion, for the remain-
der, while also assuming about $1 billion in debt, reports the Los Angeles 

Times. In 2009, he took the company public in its second initial public 
o� ering. Since then, the company has had di�  culties. In 2012, Dole�s 
continuing operations reported sales of $4.2 billion, down 11 percent 
from the prior year. And this April, the company sold its global packaged 
foods and Asia fresh foods businesses to Japanese � rm Itochu Corp. for 
nearly $1.7 billion. � e divisions represented a third of Dole�s revenue and 
more than half of its operating income.

Murdock, who had served as chief executive from July 1985 through 
June 2007, was reinstated at that point after David DeLorenzo stepped 
down from the post to help Itochu run its new businesses.

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

Magnetic Liquid Traps
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Rejection is Good
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meatLINE™ Metal Detector

Leader in product purity and equipment 

protection in the Food Industry.

BS USA, a wholly owned subsidiary of Brazilian meat gi-
ant JBS S.A, in April acquired certain U.S. operations of XL 
Foods, a huge Canadian-based beef processor that was crip-

pled by an E. coli outbreak last year.
JBS USA took over a beef packing plant in Omaha, Neb., with 

capacity to process 1,100 head of cattle per day. It also acquired a beef 
packing plant in Nampa, Idaho, with a capacity of another 1,100 

head of cattle per day, although that one is idle and the new owner 
has no immediate plans to reopen it.

On Jan. 14, JBS acquired some Canadian operations of XL Foods 
in the province of Alberta. � ose included a beef packing plant, a 
feedlot and some adjacent farmland in Brooks and a beef packing 
plant in Calgary. � e Brooks plant was the source of an E. coli out-
break last September that resulted in a huge recall of beef products.



F O O D  F O R  T H O U G H T

EXPANS ION

PepsiCo-Muller Joint Venture Yogurt Plant Opens

PEOPLE

Chobani Founder Named Entrepreneur of the Year

H
amdi Ulukaya, founder and CEO of Greek yogurt-mak-
er Chobani Inc., was named the Ernst & Young World 
Entrepreneur of the Year in June at a ceremony in Monte 

Carlo.
Selected from a group of more than 50 country-winners from 

across the globe, Ulukaya was recognized for his �disruptive in-
novation to bring wholesome food to the masses; regeneration of 
a long-stagnant category; financial success; and personal com-
mitment to building a world-class brand.�

�I am deeply honored to receive this award from Ernst & 
Young and in the company of such amazing fellow business lead-
ers from around the world,� said Ulukaya. �What began as just 
my personal commitment to make delicious and nutritious Greek 
yogurt accessible to everyone has turned into a 3,000-person 
company serving three markets around the world. I look forward 
to our next 3,000 employees and sharing our food philosophy 

with even more consumers as we expand into new markets.�
After leaving his family�s dairy business in Turkey to learn Eng-

lish in the U.S., Ulukaya recognized a gap in America�s dairy o�er-
ings and saw opportunity in Greek yogurt. Chobani was founded 
in 2005, and it took two years to perfect the recipe, with the �rst 
order shipping in 2007. Since then, Chobani has experienced a me-
teoric rise with annual sales rocketing to $1 billion in 2012.

Chobani updated and expanded an almost 100-year-old plant 
in central New York (South Edmeston) and in December of 2012 
opened the world�s largest yogurt plant in Twin Falls, Idaho.

The crowning achievement, of course, was being named F��� 
P����������� Processor of the Year last December (see www.
FoodProcessing.com/articles/2012/processor-of-the-year.html).

Ernst & Young named Ulukaya its U.S. Entrepreneur of the 
Year in November 2012. The accounting and advisory firm start-
ed the Entrepreneur of the Year Award program 27 years ago.
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2,200,000LBS 

OF MILK POWDER 
WERE CONTAMINATED BY 

NON FOOD-GRADE LUBRICANTS 

IN JUST ONE MANUFACTURING 

INCIDENT. ENOUGH TO SUPPLY 

140,000 FAMILIES FOR A YEAR.

O
fficials from PepsiCo Inc. and Germany’s Theo Muller 
Group on June 3 cut the ribbon on Upstate New York’s 
newest yogurt manufacturing plant.

Muller Quaker Dairy is a 350,000-sq.-ft. facility sitting on 82 
acres of land in Batavia, N.Y. We earlier reported an estimated 
cost for the plant of $206 million. Initially it will have three pro-
duction lines capable of more than 120,000 cups of yogurt per 
hour, although the facility can accommodate up to eight lines. It 
will employ approximately 180.

The company is targeting LEED certification for the facility, 
which would make it the largest LEED-certified dairy manufac-
turing plant in the world. 

The new facility will serve as a national production and dis-
tribution center for Muller yogurt, which launched in select re-
gional markets in 2012. 

The company is a joint venture between PepsiCo and Theo 
Muller, formed in 2011. It marks the entry into the U.S. market 
for the German dairy and a reach into a new category (dairy) 
for PepsiCo – a goal Chairman and CEO Indra Nooyi has been 
hinting at. 

For PepsiCo, it means “transforming our portfolio for the 
future and strengthening our position in high-growth food and 
beverage categories,” Nooyi said at the ribbon cutting. “We have 
invested over many years to expand our global nutrition offerings 
in ways that allow us to capitalize on new growth opportunities, 
and the new Muller Quaker Dairy facility demonstrates contin-
ued progress against this key business priority.”

Products manufactured at the plant will include Muller Cor-
ner, Muller Greek Corner and Muller FrutUp varieties. 

Upstate/Central New York is home to a surprising number of 
yogurt companies: Chobani in Norwich and South Edmeston, 
Fage in Johnstown, Alpina in Batavia.
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F O O D  F O R  T H O U G H T

S H OW  R E P O R T

Little Bites from the Candy Show

M
inis, bites and no wrappers � that�s a quick, four-word take on 
the Sweets & Snacks Expo held in May by the National Con-
fectioners Assn. �is is what used to be called the Candy Show.

While candy bars probably always will be with us, there has been 
a movement lately to smaller pieces of candy, sometimes a smaller 
version of a bar (fun size?), sometimes tiny �poppable� versions in 
stand-up pouches. Some examples of this downsizing trend:

Rancher Bites (the latter a soft, chewy version of the tradition-
ally rock-hard candies).

-
savers Berry Bites (gummies) and Starburst Minis (those, by the 
way, are unwrapped and even smaller than a regular Starburst).

the full-size bars? No more melted chocolate on your corduroy 

Nibbles, from Warrell Corp.
Other apparent trends were soft licorice, more popcorn (espe-

cially marketed as a healthy snack) and, despite recent lawsuits and 

chocolate company would chafe at the comparison, but they are 
Nutella-like chocolate-based spreads in three varieties: chocolate, 

Spreads can be enjoyed with a variety of foods from bananas, apples, 
nuts and berries to breads, crackers and pretzels,� say the marketing 

the 13-oz. jars will sell for $3.89.
-

duce hunger for hours. But an 
8-oz. glass of water is required 
to create the feeling of fullness.

released about the same time 
-

cent of adult consumers fa-

percent favor dark chocolate 
and 8 percent prefer white 
chocolate. �e numbers show 
a small migration from milk 
to dark chocolate because the 

-

chocolate and 33 percent going for dark chocolate. 

consumers are aware that dark chocolate is healthier.

86,000 LBS 

OF SLICED TURKEY
WERE CONTAMINATED BY INADVERTENT 
EXPOSURE TO NON-FOOD GRADE LUBRICANTS. 

ENOUGH FOR 13,230 THANKSGIVING FEASTS.
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BRIEFLY
Italian dairy �rm Parmalat said in May it reached an agreement 

to cut the purchase price of sister company Lactalis Ameri-

can Group (LAG) by $130 million. Parmalat�s board requesed a 

$144 million cut in the acquisition price of LAG. Both LAG and 

Parmalat are owned by French cheese maker Lactalis. Parma-

lat is facing criminal and civil inquiries into the May 2012 LAG 

deal, which critics say drained the Italian company of cash. 

Parmalat paid a preliminary price of $904 million when the 

deal closed.

Herr Foods Inc., Nottingham, Pa., in late April announced an 

agreement to acquire a majority share in Silk City, a Clifton, 

N.J., snack food manufacturer. President Ed Herr said the deal 

expands Herr�s portfolio and manufacturing, including con-

tract manufacturing. Silk City will continue to operate as a 

separate company from Herr�s. 



M R O  Q & A

My company sanitizes its food processing equipment nightly. Two 
years ago, we installed a 10,000 gallon stainless-steel storage tank 
for our hot water, and now there appear to be hairline cracks in the 
tank. The bottom half of the vessel is leaking. The warranty expired, 
and the vendor says there are no material or workmanship defects. 
Do you have any idea what the problem might be and how it can 
be resolved?

It sounds like stress-corrosion cracking is occurring. This can 
happen when two conditions coexist: the material is in tensile 
stress, and a corrosive environment exists. 

In your case the water is in a tank, therefore the stainless steel 
is definitely in tensile stress. The combination of hot water (140° 
F or hotter) and chlorine (3.0 ppm or greater) has created the 
corrosive environment I mentioned.

In fairness to your vendor, if you did not specify the mate-
rial for this application and just asked for a stainless steel tank, 
the tank most likely would have been constructed from series 
300 stainless steel, which is susceptible to deterioration. If you 
gave them the application and asked them to give you the best 
solution, I think they may need to take some ownership � if not 
legally, certainly from the standpoint of getting future business 
from you.

The bad news is that once the damage is done, the only im-
mediate option is to continue to patch leaks in the short term. 
You have a couple of midterm options. 

You can modify your process by using the tank as a storage 
vessel for ambient-temperature water and put a heat exchanger 
downstream, prior to sanitation�s use. You also can use the vessel 
to hold non chlorinated water (hot or cold) and chlorinate after 
storage. The latter option is not very expensive. With either ap-
proach, you minimize the cracking, but both of these solutions 
are mitigation strategies and not long-term solutions.

The long-term solution is to remove the vessel and install 
one that is designed for this application. You will need to be 
very specific about your chlorine levels and temperatures, but an 
austenitic steel alloy like AL-6XN or 254-SMO would be more 
compatible with this application.

I wish I had a better answer for you, but it is what it is.

I work for a small vegetable processor and am trying to decide what 
the most cost-e�ective method for freezing our product might be.

Great question, and not as easy as you might think. You have 
two basic choices: mechanical freezing or cryogenic freezing of 
your product. Cryogenic freezing typically involves the use of liq-
uid CO2 or liquid nitrogen. In your industry, it is important to 
quickly freeze products to maintain moisture and cell integrity. 
Both technologies can achieve this, but at di�erent costs.

You can use an ammonia system to power either a blast freezer, 
spiral freezer or tunnel. You can also use cryogens with similar 
pieces of equipment.

If you install an ammonia system, the capital costs at start-up 
are 6-10 times higher than with cryogenic. �e reasons are the need 
for compressors, piping, condensers, cooling towers, electrical util-
ity costs, maintenance, PSM compliance and possibly additional 
real estate to house the equipment. Cryogenic systems are much 
more economical from a ��rst cost� standpoint, but the consum-
ables (gas) are quite expensive. Typically, less maintenance is re-
quired on a cryogenic system than an ammonia system, but the 
lifecycle cost is higher.

New technologies are emerging for the more adventurous that 
incorporate ammonia, wind velocity and motion. �ey may be 
worth investigating, though mainstream applications reside in the 
future.

As a small processor, it makes more sense to start out with a 
cryogenic solution until you feel comfortable that your usage will 
be sustainable. As production volume grows and more resources 
become available, a later leap into mechanical freezing makes great 
sense.

MORE ON THE WEB
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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.

RAISING THE BAR
ON GRANOLA

While some brands may think outside the box, 

Nature Valley thinks outside the bar � the gra-

nola bar, that is. General Mills Inc., Minneapolis, is 

introducing Nature Valley Soft-Baked Oatmeal 

Squares and Nature Valley Protein Granola. 

The squares come in two �avors: Cinnamon 

Brown Sugar and Peanut Butter. Each square 

contains 12-16g of whole grains and 160 calo-

ries or less, making it an ideal morning snack 

that pairs well with co�ee, tea or juice. Six-bar 

boxes have a suggested retail price of $3.89.

The granola comes in two varieties: Oats �n 

Honey and Oats �n Dark Chocolate. Each serv-

ing contains 10g of protein and at least 23g of 

whole grain. An 11-oz. bag retails for $4.49.

�Consumers have been asking for di�erent 

variations of our classic Nature Valley granola 

bars for years. First, we responded with dif-

ferent �avor and texture combinations � from 

sweet and salty to nuts and fruit,� says Michelle 

Peterson, associate marketing director. �Now, 

we�re tackling new product lines that consum-

ers have been asking for, and that complement 

our core business as the creator of the granola 

bar category.�

BALANCING FATS IN
MICROWAVE CORN
Popcorn fans have a better-for-you option. 

Jolly Time Butter and Butter Light Micro-

wave Pop Corn from The American Pop 

Corn Co., Sioux City, Iowa, is made with 

the patented Smart Balance blend of oils. 

Smart Balance delivers the melted 

buttery goodness consumers expect 

from Jolly Time but with zero grams of 

trans fat and no hydrogenated or partial-

ly hydrogenated oils. Independent, online 

research found that consumers trust the 

Smart Balance name, and nine out of 10 

consumers said they would buy new Jolly 

Time Microwave Pop Corn made with the 

Smart Balance blend.

The Smart Balance blend contains a 

blend of polyunsaturated, monounsatu-

rated and saturated fats. When used as 

part of the Smart Balance Food Plan � 

which recommends a diet with no more 

than 30 percent of calories from total fat, 

no more than 10 percent of calories from 

other fat and low levels of cholesterol � 

it can support healthy cholesterol levels 

already within the normal range.

The product retails in three-pack 

boxes for $2.69. Individual trial bags are 

available for 50 cents.

INJECT A LITTLE 
FLAVOR INTO MEATS

Backyard grilling just got easier, juicier and 

more �avorful with French�s Flavor Infuser 

marinades from French�s Foods, a division 

of Reckitt Benckiser Inc., Parsippany, N.J. 

These unique single-use marinades are a 

quick and easy way to add �avor to chick-

en, steak, pork or �sh. 

With no mixing, pouring or plastic bags 

that can leak, French�s Flavor Infusers are a 

fast, no-mess alternative to traditional mari-

nades. Professional chefs and barbecue 

a�cionados have long relied on the injector 

technique to ensure great �avor from the 

inside out. Directions are simple: snap the 

cap, inject the infuser tip and squeeze into 

the protein. This should be repeated in sev-

eral areas to distribute the marinade evenly. 

Any remaining marinade should be poured 

over the protein, which should stand for 10 

minutes before cooking. 

By injecting the marinade deep into the 

protein, the �avor is quickly delivered and 

evenly distributed to all layers. There is 

enough marinade for 3-4 lbs. of protein. 

They come in four varieties: Caribbean 

Jerk, Classic Steakhouse, Sweet & Tangy 

Teriyaki and Zesty Italian. The 3.5-oz., 

shelf-stable, single-use tube has a sug-

gested retail price of $2.99. 





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

Keeley S, 9th grade: 

The packaging of this product is very 
detailed and applies to the product very 
well. It looks very natural, so if I were 
health-conscious, I would definitely 
buy it. I am not in love with the prod-
uct, but it has an original taste and a 

unique look to it.

Lucy G, 9th grade: 

�e taste of Seasnax was something I have never experi-
enced before. Personally, I was not a fan. I felt like it tasted 
almost �shy. �e texture was crisp and crunchy; I liked that 
aspect of it. But at the same time, it was a little paper-like 
for me. �e smell was very distinct; again it was very ocean/
�sh-like. On the other hand, I really did enjoy the packag-
ing. It was a good size and I liked how it had the nutrition 
facts on the front, which makes it easy for people to �nd a 
healthy snack.

Reesie S, 8th grade: 

�e seaweed was much more crunchy than it was hard. It felt 
a little bit scaly. �e product wasn�t that good; it was very 
�shy and left a harsh aftertaste. However, the packaging re-
ally drew me in to the product.

Jillian H, 9th grade: 

SeaSnax tasted so great! I really en-
joyed the onion f lavored seaweed and 
I loved the texture. It smelled a lot like 
sushi, which was fine with me. The 
packaging however, wasn�t my favor-
ite. Although convenient and easy to 

open, I didn�t enjoy the font or pictures; they made the 
product seem a little cheesy. 

Madison S, 9th grade: 

I didn�t enjoy the taste of the seaweed. I am not a big fan of 
seafood-�avored things. If you have a sensitive palate when it 
comes to texture, I wouldn�t recommend this product. �e 
texture was very crunchy and crisp; you wouldn�t expect sea-
weed to feel like this.

Michael R, 12th grade:

Prior to opening the package, I really liked the way the pack-
aging was colorful yet simple at the same time. It wasn�t try-
ing too hard to grab the attention of the consumer. �e taste 
was quite peculiar, the seaweed �avor tasted very �shy but 
not necessarily in a bad way � just a new taste. �ere are a lot 
of the sheets in each package because they are so thin, which 
was nice. Overall, it was an interesting new product. I would 
de�nitely recommend it as something to try, but I wouldn�t 
be surprised if it only appealed to a more mature audience.

Elli W, 9th grade: 

I really like the texture of the sushi. It�s 
unlike anything I have ever tried before. 
I think children and adults would both 
like this product because they would be 
entertained by the packaging and the 
taste. Adults would like the health value 

and the idea of the product. 

Rhia D, freshman in college: 

I tried the chipotle Seasnax. The taste reminds me of 
sushi and it is pretty salty. They are not too spicy; the 
seaweed f lavor overpowers the spice factor. The seaweed 
disintegrated in my mouth and stuck to the roof of my 
mouth. They smell pretty salty and almost like grass. The 
packaging kind of looks like it is foreign or from an exotic 
place like Japan or China.

‘A lot like sushi.’

Seaweed Snacks a New
And Dividing Experience

SeaSnax Roasted Seaweed Snacks
www.seasnax.com

Classic Olive, Toasty Onion, Wasabi, and Chipotle





I
t may be too early to cue the band to play �Happy Days Are Here 
Again,� but responses to F��� P����������� 7th Annual Salary 
& Job Satisfaction survey suggest a chorus of �Getting Better� 

might be in order.
More than 1,000 food professionals � 1,094, to be precise � par-

ticipated in this year�s online survey during May. � eir answers to 34 
questions that measure compensation levels, job demands, employ-
ment security and other topics provide a comprehensive view of job 
satisfaction and � nancial rewards in food & beverage.

Total compensation, including bonuses, stock options and other 
taxable perks, averaged $103,988, although the median package was 
$75,500. � is is the � rst time average compensation topped six � gures.

While that �average� was up 8.8 percent over last year�s average (we 
must have had a lot of underpaid respondents last year), this year�s partici-
pants reported an average pay increase of 2.65 percent over the prior 12 
months � unspectacular, to be sure, but almost double the in� ation rate 
of 1.4 percent, as measured by the Consumer Price Index (CPI). Respon-
dents range from warehouse managers to C suite occupants, and stock 
options, pro� t sharing and other factors add volatility to top-end pay, as 
re� ected in the roller-coaster pattern in the survey�s average salaries since 
2008 (below). Over that � ve-year period, the average pay package has 
risen 9.2 percent. In� ation over those � ve years increased 12.3 percent.

� e Great Recession began December 2007 and ended June 
2009, economists proclaim, but American wage earners outside the 
� nancial sector didn�t feel the pinch until 2009. � is salary survey 

suggests food professionals are � nally shaking the income hangover. 
One in seven survey respondents (14 percent) indicated their employ-
ers had instituted pay cuts during the recession�s dark days. Most (60 
percent of those) say all or some of the cuts have been restored.

� e 2.65 percent average pay bump since 2012 was retarded by 
the 18 percent of survey participants who did not get a raise. Howev-
er, 54 percent of those wage earners received bonuses of some sort, so 
the e� ective income increase likely was higher. � at would bring the 
industry in line with overall U.S. manufacturing, where salary bud-
gets were slated to increase 3.1 percent in 2013, according to World@
Work, an association of human resource professionals. What is bud-
geted and what is expended are two di� erent things, and World@
Work found that manufacturers actually bestowed 2.9 percent more 
for salaries in 2012, despite 3.1 percent being budgeted.

Anxiety over job loss declines as income goes up, and the survey�s 
participants are not only well paid, they are highly skilled and edu-
cated, with baccalaureate degrees de� ning the median. Job security 
concerns are at their lowest level since the economy hit the skids.

The complete package

Man and woman do not work for bread alone � there�s also the mat-
ter of bennies. Participants were presented with a menu of 13 ben-
e� ts, ranging from health insurance to a company car. One execu-
tive � a woman in the Mountain States region � checked all 13. She 
o� ered no comments but indicated she enjoyed her challenging work 
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Finally! The $100,000 Pyramid
Wage increases averaging 2.65 percent bring the average food industry 

salary to $103,988; an easing of job-security concerns suggests food 

professionals and the industry are getting back on track.

By Kevin T. Higgins, Managing Editor
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and rated herself very satis�ed. �ere is a di�erence between bene�ts 
o�ered and bene�ts used, of course. Her company o�ers day care, but 
this executive is eligible for Social Security.

Almost all (97 percent) of participants receive at least one of the 
13 bene�ts from their employer. �e bene�ts and ratio of respon-
dents who receive them are:

sharing and insurance frequency also were higher, and pension plans 

-
ers who desire health bene�ts. Respondents in the states of Illinois, 

-
-

in that category reporting both medical and dental as part of their 

mixes also outperformed the norm at 91 percent, followed by meat, 
-

pension. A solid minority of 17 percent of respondents enjoy such a 

their jobs, with one complaining of nepotism and cronyism and the 

satis�ed, and overall satisfaction levels are well above the norm.

Happy smiling workers

-
-
-

mon, often at the same company.
-
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WHO ARE YOU?

2

0

Male
72%

$111,422  
LY $104,834

Female
28%

$84,047  
LY $76,234

GENDER
3

0

46%

18%

24%

65+
4.9%
$141,217

LY $109,952

<29
7.7%

$57,368
LY $51,631

30-39
$85,388
LY $83,455

40-49
$106,886
LY $102,465

50-64
$113,471

LY $101,029

AGE

SALARIES BY JOB TITLE

1

0

Plant
Operations 

$ 97,531  LY $97,655

Management 
$146,341  LY $134,308

Engineering
$118,964  LY $102,100

R&D
$110,115  LY $102,327

Purchasing  
4.2%

$74,372  LY $88,183

Marketing & Sales
$114,155  LY $97,961

Other
$82,016  LY $79,274

15%

15%

10%

17%
8%

10%

Maintenance  
5.2%

$80,592  LY $72,171  

16%

Quality Assurance 
$79,788  LY $70,000
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median longevity in the 15-25 year range. Many careers are spent at 
the same � rm. Of the 95 participants who have logged 36-plus years 
in the industry, 22 have spent them at one employer. � ose lifers 
didn�t have to stay put: A dozen of them indicated they have been at 
their current company � ve years or fewer.

Long term employment hints at job satisfaction, and that also is 
re� ected. Asked to rate their overall level of job satisfaction, from 
very satis� ed (5) to very dissatis� ed (1), food professionals gave their 
positions a solid B+, with an average score of 3.57. Almost two thirds 
(62 percent) indicated they are very or somewhat satis� ed, compared 
to 22 percent who are somewhat or very dissatis� ed.

Despite the sputtering economy, food workers are less concerned 

about job security than they were a year ago and certainly more secure 
than the general workforce, where one in seven are concerned they will 
lose their job in the next three months, according to the recently released 
Harris Poll job security index. Only one in four participants in the F��� 
P��������� survey say they are more concerned about job security than 
they were a year ago, down almost four points from 2012�s survey.

Job security is particularly strong among workers who say they 
are very satis� ed with their jobs. Almost a third (32 percent) of those 
people are less concerned about job security now. Similarly, the pro-
portion of highly satis� ed workers who feel less secure is half the rate 
of the overall sample, at 13 percent.

Half of these happy, secure individuals chose challenging work as 

Percent of all U.S. households that are aware

of sea salt for food preparation.

81%

2007 2009

87%
95%

2011

53%

SEA SALT IS 
LESS REFINED

31%

SEA SALT IS 
THE SAME

17%

SEA SALT IS 
MORE REFINED

How re� ned sea salt is perceived

to be compared to table salt.

What the sodium content of sea salt is 

perceived to be compared to table salt.

CONSUMER PERCEPTIONS
in sea salt aware households 2011

Source:  Cargill Proprietary Research 2007, 2011

48%

SEA SALT HAS
LESS SODIUM

43%

SEA SALT HAS
THE SAME

8%

SEA SALT HAS 
MORE SODIUM

SEA SALT.
Some Thought for Food.

CONSUMER AWARENESS

HOW SATISFIED ARE YOU?

60

Neither satis� ed
nor dissatis� ed

$93,609

Very satis� ed
$128,786

Somewhat
satis� ed
$98,570

Somewhat
dissatis� ed

$102,961

Very dissatis� ed
4.3%

$84,297

21%

41%
16%

18%

WHAT’S THE HIGHEST LEVEL OF 
EDUCATION YOU COMPLETED?

50

Junior College/
Vocational 

$84,259  LY$77,527

Up to 
High School/GED
$72,995  LY$65,775

College
$98,548  LY $91,807

Post-graduate/
certi� cation

$126,054  LY $94,714

Master�s (not MBA)
$115,433 LY $105,059

MBA
$146,632  
LY $130,776

Doctorate 
4.9%

$151,946  LY$124,643 

12%

12%

46%

6.9%

12%

7.2%



the factor that best explained why they enjoyed their job. (Conversely, 
only 15 percent of those who can�t get no job satisfaction � nd their jobs 
challenging.) Anxiety over job loss is lowest among satis� ed workers who 
cite opportunity for advancement as the most valued aspect of their jobs. 
Of the six options presented to explain why they were so happy in their 
work, only 12 percent indicate salary and bene� ts are most important, 
behind job security (17 percent) and appreciation (14 percent).

Colleagues, company success and other factors also a� ect satisfaction, 

and those dimensions are re� ected in participants� written comments. 
�Great company, great people, great owners. Glad to be a part of a grow-
ing company,� one respondent wrote. �I love my job,� another gushed. 
�No day is ever the same, and working in this industry is very satisfying.�

A high correlation between job insecurity and dissatisfaction 
is evident. Almost half (46 percent) of the very dissatis� ed re-
spondents are more concerned about job security than they were a 
year ago, almost double the ratio in the rest of the population (25 
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CONSUMER PURCHASING
in sea salt aware households 2011

Likely to 

purchase

a grocery 

product with 

sea salt 

rather than 

the same 

product with 

regular salt.

Of these, have 

purchased a 

product with 

sea salt in

the last 6 

months.

Have ever 

purchased

a product 

with sea salt 

at a grocery 

store.

As the primary producer of sea salt in the United States,

Cargill knows just how important sea salt can be to your business.

For the complete perspective, please go to:

cargillsaltinperspective.com

68% 68% 84%

<$15,000 1.5% LY 2.6%

$16,000-25,000 2.1% LY 2.1%

$26,000-35,000 2.7% LY 4.4%

$36,000-50,000 12% LY 11%

$51,000-65,000 15% LY 15%

$66,000-85,000 20% LY 21%

$86,000-100,000 14% LY 12%

$101,000-200,000 29% LY 28%

$201,000-300,000 3.8% LY 3.7%

$301,000-400,000 0.4% LY 0.4%

$401,000-500,000 0.3% LY 0%

>$500,000 0.7% LY 0.1%

HOW MANY, HOW MUCH?SALARIES BY FOOD CATEGORY
Percent of respondents in each 
salary group

Salary % of Respondents

Baked Goods $93,000 LY $84,896 6.2% LY 6.2%

Beverages (not dairy) $107,006 LY $111,934 8.3% LY 9.8%

Confectionery $117,883 LY $120,864 3.2% LY 2.8%

Dairy $92,369 LY $80,954 6.9% LY 8.4%

Fruits & Vegetables $114,037 LY $80,814 7.1% LY 5.5%

Further-processed foods $113,349 LY $98,365 16% LY 15%

Grain products/milling $104,755 LY $109,472 5.8% LY 4.6%

Meat, poultry, seafood $85,843 LY $99,722 14% LY 14%

Packaging $103,096 LY$112,846 5.5% LY 3.4%

Snacks $86,615 LY $86,615 2.8% LY 3.4%

Value-added ingredients, powder mixes $114,412 LY $97,642 6.1% LY 6.8%

Other $109,942 LY $89,329 18% LY 20%



percent). �Our jobs are being outsourced 
to a management company,� complained 
one administrator. �Company does not 
care about employees� concerns,� remarked 
another. �New owners (investment group) 
have taken the company in a whole dif-
ferent direction,� wrote a third, �causing 
chaos and uncertainty.�

Global food village

International trade of food products, and 
not just commodities, is undergoing unprec-
edented growth. Re�ecting the nature of the 
global food chain, this year�s survey drew re-
sponses from food professionals in �ve of the 
seven continents (no penguins or Aussies, 
though kiwis are represented). Because the 

HOW MANY HOURS PER 
WEEK DO YOU WORK?

7

36-40

<35
2.2% 
LY 2.4%

51-60

41-50

61+
5.5%

 13%
LY 15%

54%  
LY 57%

25%
LY 21%

8

MOST IMPORTANT FOR 
JOB SATISFACTION

Challenging 
work

Job security

Salary &
bene�ts

Opportunity
for advancement

Appreciation

33%
LY 35%

16%
LY 12%

20%
LY 19%

12%
LY 14%

16%
LY 18%

100

34%
LY 37%

33%
LY 31%

20%
LY 21%

12%
LY 9.5%

9

More
26%
LY 30%

Less 
21%

LY 23%

Same
53%
LY 47%

HOW MANY YEARS 
AT YOUR CURRENT 

COMPANY?
36+ years 

2.1%
LY 1.9%

26-35 years

15-25
years

6-14 years

0-5 years

ARE YOU MORE OR LESS 
CONCERNED ABOUT JOB 

SECURITY?

Safe environment
0.8%

Low stress 
3.7%
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intent is to measure U.S. and Canadian salary and job satisfac-
tion, offshore food professionals were excluded from salary and 
satisfaction calculations. Nonetheless, their responses provide 
insight into the global food worker.

At an average age of 43, the universal worker is 14 months 
younger than her domestic counterpart and more likely to be 
female, accounting for 36 percent of the international responses 
(among U.S. and Canadian respondents, 28 percent were wom-
en). Foreign workers are highly educated, with two-thirds ex-
tending their formal education beyond the baccalaureate level, 
double the overall ratio. They also are relative newcomers to food 
& beverage, with an average tenure of 16.4 years in the industry, 
compared to 19.9 years for domestic respondents.

At 47.68 hours, foreign workers enjoy an average work week 
that is 20 minutes shorter. And despite their professional posi-
tions, they are far more likely to belong to a union (9.4 percent 
vs. 1.2 percent) and to work in a country with an organized labor 
culture. Almost half (46 percent) said their facilities are union-
ized, nearly double the representation at U.S. food plants (25 
percent). These foreign respondents report an average pay boost 
of 5.4 percent in the last year, double that of their American 
counterparts. Their job satisfaction score of 3.52 is virtually 
identical to domestic workers’ 3.57. 

Whether they worked in North America or on another con-
tinent, sizable numbers of respondents left vacation time on the 
table as they performed their work duties. In the U.S. and Cana-
da, almost half (47 percent) finished 2012 with unused vacation 
time. Almost two-thirds had staff supervisory responsibilities, 
with half of those overseeing 21 or more colleagues. 

Bosch Rexroth Corporation

www.boschrexroth-us.com/pneumaticspackaging

Rexroth pneumatics slice cycle times, chop costs

Our recipe starts with pneumatics experts who 

have an in-depth understanding of food processing 

and packaging applications. Add quality 
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pressure wash-down valves, and advanced 
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production 
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COMPANIES PROVIDING  
MEDICAL & DENTAL 

On these pages, we could �t only a fraction of the data 

collected in our survey. A PDF with all 34 questions is 

available on the web version of this story: www.Food-

Processing.com/articles/2013/salary-survey-results.

html And if you want to make more comparisons be-

tween this year�s survey and those of past years, type 

�salary survey� into the search bar. 

MORE ON THE WEB

Baked Goods 96%

Beverages 83%

Confection 79%

Dairy 82%

Fruits & veggies 83%

Further processed 78%

Grain products/milling 86%

Meat, poultry & seafood 89%

Packaging 78%

Snacks 87%

Value-add ingredients, etc. 91%

Other 86%

Average, all companies 84%
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METAL AND  
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NEW
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ONE MORE STEP IN  
FOOD SAFETY. 

LPS® launches a new, innovative DETEX™ package with a 
metal and x-ray detectable trigger. DETEX™ components 
are engineered from metal and x-ray detectable plastic 
to reduce the risk of foreign object contamination during 
food and beverage processing. 

Fill empty DETEX™ trigger bottles with the LPS® food 
safe maintenance chemicals that meet your needs.  
ONLY AVAILABLE THROUGH LPS®

For more products available in the DETEX™ trigger package, 
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FIVE STRATEGIES FOR TRAINING 
HISPANIC SUPERVISORS

By Mariah DeForest, Contributor

I wrote �How To Train Across Cultures� for Industrial Man-

agement about two years ago because manufacturing ex-

ecutives, especially in the food processing industry, need to 

teach their growing numbers of Latino �rst-level supervisors 

how to boost employee productivity and control costs in the 

face of tight-�sted retail customers. 

Food processors of all types can boost productivity and 

reduce per-unit costs by training Hispanic supervisors to 

adapt their traditional authoritarian Latino leadership style 

to a U.S.-style, �best practices� mode of supervision.

Following are �ve key elements needed for e�ective train-

ing of Hispanic supervisors � and results of the training from 

23 food processors that used this approach: 

1. Working with rather than against the natural authori-

tarian leadership style: While authoritarian supervision is 

typical in Spanish-speaking cultures, it is a major stumbling 

block for their success in our country. We showed Hispanic 

supervisors how to adapt their traditional management style 

to one more acceptable to Latino workers in America. 

Typical Hispanic supervision often amounts to ordering 

people around, no back talk, as well as rewarding favorites 

and punishing others. The training showed supervisors how 

to modify this ingrained concept of authority by acting like 

a �priest� or �respected teacher.� Regarded as authorities in 

traditional Latino cultures, these �gures represent respon-

sive �father� �gures, guiding subordinates rather than just 

chastising them. This helped convince the supervisors this 

approach did not threaten their authority, and they learned 

one key to better productivity was helping, rather than just 

ordering, employees to improve productivity and quality.

One of the workers commented: �All of a sudden, my boss 

noticed how I was working and even helped me straighten 

out a problem I was having with the [machine] on our line. I 

don�t know what happened, but since he started talking to 

me about the job, I enjoy coming to work a lot more. I even 

take the OT I used to turn down.�

2. Helping foreign-born supervisors manage their depart-

ments rather than simply giving orders to their workers: 

Most supervisors are reluctant to ask for help. In Latin cultures 

especially, it�s a sign of weakness. The bene�ts of the train-

ing were increased when we showed plant managers how to 

guide subordinate Latino supervisors on a regular basis. Su-

pervisor-manager meetings presented a strong �role model� 

to authoritative-style supervisors. If the plant manager can do 

it without losing face, they could. This guidance reinforced the 

supervisory training. 

Here�s what one supervisor said: �I never had a personal meet-

ing with my boss before. I thought he was going to bawl me out 

for the amount of waste we were having on the dicers, but he sat 

me down and he gave me some ideas for getting the guys to try 

harder to keep [waste] at a minimum. I appreciated it.�

3 Training needs plant-�oor examples, not generalizations, 

for e�ectiveness: In the past, 10 of the companies used inex-

pensive training sessions they had downloaded from their trade 

associations� websites. The poor results showed supervisors 
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could not translate the generalizations of the canned training 

to the speci�c problems in their own plants.

Before beginning our training sessions, we spent several 

days interviewing and observing plant employees. The goal: 

uncover what workers needed from their supervisors for bet-

ter performance and how they perceived the guidance they 

were currently getting. 

It quickly became clear that the typical workers out on the 

packing lines wanted two things from supervision: First, help 

in solving on-the-job problems; and second, approachable 

supervisors who did not denigrate them. These comments 

became mini-case studies for supervisors, who recognized 

them as issues from their own departments.

4. Using goals to encourage teamwork in a diverse work-

force: The Latino supervisor�s natural tendency to favoritism 

based on ethnicity and language was altered by teaching 

them to focus on goals encouraging teamwork. There was 

much less concern about language and cultural di�erences 

and much more cooperation when supervisors were taught 

how to reach speci�c goals.

Goal-setting focuses supervisors, and subsequently their 

employees, on quantity and quality and reduces favoritism. 

The resulting cooperation in 20 of the 23 food processors 

helped foreign-born supervisors improve their individual de-

partments� productivity substantially.

5. Creating a sense of pride by setting benchmarks to 

measure supervisory improvement: We measured produc-

tivity and quality performance on the lines in each depart-

ment before the training started, and then several months 

later. This simple before-and-after comparison showed the 

Spanish-speaking supervisors the results of their e�orts and 

gave them a sense of pride in their accomplishments, one key 

result of their training. 

In each of the food processors, we reviewed the supervisors� 

production and reject rates with them before the training began, 

raising their awareness of their performance. Once they knew 

senior management was taking performance seriously, they re-

alized they were being held accountable. They took the training 

to heart and focused on managing their departments to achieve 

better results. Said some Mexican-American supervisors:

�I never knew from one day to the next just how much 

waste we were getting at the mixers. Now I know the exact 

amount on each line as well as the total day�s output of good 

product. I can see right o� by the case counters if we have a 

problem or if we�re on the right track with a new idea. It saves 

a lot of time and material.�

�I never knew if my department was doing better over the 

year or not. Our annual bonus is based on the amount of im-

provement, but there was nothing on record to go by. Now 

I know how I�m doing and can prove it. It gives me a tool to 

motivate my workers with.�

There is a much longer version of this story on our website: 

www.FoodProcessing.com/articles/2013/strategies-train-

ing-hispanic-supervisors.html. Contact Mariah deForest vice 

president of Imberman and DeForest Inc., management con-

sultants, at 847-733-0071 or info@IMBDEF.com.
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New Tricks for Old Favorites 
Confections can play o� new trends or old sentiments.  
Either way, ingredient innovations make them better. 

By David Phillips, Technical Editor 

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

A
t the Sweets & Snacks Expo in Chicago in May, there 
were numerous innovative products on display from the 
top confectionery companies in North America. Mars 

Chocolate North America was showing o� a new M&M Bar � a 
simple chocolate bar impregnated with fairy-sized whole M&Ms. 
Chicago�s Ferrara Candy Co. was introducing a Trolli-branded 
gummy candy called Evil Twins. �e pieces are shaped like two 
little boys joined at the hip � one polite-looking and sweet, the 
other rowdy and sour. 

Many attendees were scrambling to sample the Nestle�s Crunch 
Girl Scout Cookie Bars, chocolate covered wafers that evoke three 
popular Girl Scout Cookie �avors: �in Mints, Caramel & Coconut 
and Peanut Butter Creme. �ose cookies aren�t new, but they are sea-
sonal, and so are the candies. �is summer the candy bars are hitting 
store shelves for the second year in a row. And like the cookies that 
inspired them, they are in demand. 

Converting the �avors and textures of a cookie into a candy � well 
that�s either some sort of magic or an accomplishment of modern 
ingredient technology. Nestle USA o�cials would only say that it 

is proprietary. What it really comes down to is a creative innovation 
process involving a highly capable research and development team 
assisted by ongoing innovation from ingredient suppliers.

Confections are the ultimate expression of the consumer�s at-
traction to sweet �avors and satisfying textures. And to some extent, 
confections are a fairly simple proposition involving sugars, choco-
lates and vanillas combined with the textural satisfaction provided by 
gums and other base ingredients. Of course the business of making 
and selling food is never simple. 

Without innovation, sales will be as �at as a Hershey bar and 
pro�ts as thin as a Necco Wafer. So candy makers are referencing 
classic cookies, toying with tart �avors and boasting of more health-
ful, pure, and responsibly sourced ingredients. And with the avail-
ability of new high-intensity sweeteners, a myriad array of cocoas and 
vanilla extracts, and new technologies in gums and texturants and 
colors, there are plenty of opportunities for innovation. 

Reducing candy bars to bites and putting them unwrapped in 

resealable pouches has become a big trend in candy.




